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Sun-Red Edgeisa MEASURE MARK, graduating both 
edges of the cloth at six-inch intervals. This prevents 
excess or shortage in cutting. It gives your customer 
full value. It insures your profit. 


Sun-Red Edge gives DOUBLE PROTECTION against 
rust to the selvage wires under nailing strip, where 
moisture collects. 


Sun-Red Edge is our HONOR MARK and guarantees 


REYNOLDS 
WIRE CO. 


Te @ 


a 


each roll ONE-PIECE, 100 feet of perfect cloth. 


Sun-Red Edge Self-Measured Screen Cloth is easier to 
handle, easier to sell,—and the profit is sure. 





AluminA, (superior electro-plating gives twice ordi- 
nary life) Black Painted, and Copper-Bronze form a 
complete line. 


Distributed only through Jobbers. Ask your Jobber for 
facts, prices, and our sales-building window displays. 


DIXON, 
ILLINOIS 


TRADE MARK REGC.U.S. PAT. OFF, 
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LAMSON 
4 bolts arrive on 
time. .in good 
condition 


Bolt and nut users can not get 
better service than Lamson & 








Sessions give their customers. 
With plants located in the cen- 
ters of the greatest industrial 
areas—in Cleveland and Kent, 
Ohio; Chicago and Birmingham 


—Lamson & Sessions offer cus- 


SOS] 


tomers the advantage of proxim- 
ity to the source of supply and 
invite them to expect unusual 





promptness in handling orders. 

Manufacturing the most com- 
plete line of bolt and nut prod- 
ucts in the world, with great 
stocks ready for shipment at all 
times, Lamson service can be 
depended on to meet present 
day conditions. 

Lamson products are well- 
packaged and carefully shipped. 
When a case of Lamson bolts is 
opened, you can be sure that 
those bolts are representative of 
a line famous for quality. 

THE 


LAMSON & SESSIONS CO 


General Offices 
Cleveland, Ohio 


LAMSON 


& SESSIONS CO. 


CLEVELAND, OHIO 





Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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ESTABLISHED 1819 


THE PECK, STOW & WILCOX COMPANY 


SOUTHINGTON, CONNECTICUT 


XD 


OFFICE OF THE VICE-PRESIDENT 
November 1, 1930. 


IN CHARGE OF SALES 


MR. HARDWARE DEALER: 






YOU GET PAID 
FOR SELLING 





PEXTO 
No. 500 Dad's Tool Set 
Ask Your Jobber 





RARE 











M.J. LACEY 


You probably do not sell cigars in your store. We all know 
how the mothers and children find it a simple task to select 
Christmas Gifts for each other = and how invariably they wind 
up with a box of cigars for good old Dad. 


Many of the Dads among your trade will receive cigars again 
this year - unless you sell their families something else! 


We are supplying the Hardware Jobbers with a new PEXTO item: 
#500 DAD'S TOOL SET, which is something you can successfully 
and profitably substitute for those Christmas cigars. 


PEXTO DAD'S TOOL SET is packed in an attractive red box - 
equally saleable for birthday or prize as well as for Christmas. 
It retails for $5. and costs you $2.75, leaving a profit which 
merits your giving display space and selling effort to the set. 


Content is highest quality: PEXTO - Good Since 1819 - Hamer, 
Pipe Wrench, Pruning Shear, Screw Driver and Pliers. Colored. 


Five Items - Five Dollars. 


If in your judgment a better value would result if a Snip were 
packed in place of Pruning Shear, simply specify #501 set; 

but remember women will be selecting these sets and they recognize 
Pruning Shears. Otherwise set and value is the same. 


Each box plainly advertises itself so you may give the set 
ample display without extra space for signs. Further, your 
cost is substantially less if you buy more than merely one or 
two sets. Electrotypes furnished upon request, 


Christmas will be here soon - order from your Jobber now. 
Specify At Once shipment. Display these sets six weeks before 
Christmas in order to catch up with your tobacco competition 
for this year's gift trade. Regardless of how poor 1930 
business has been, the Christmas or Gift Spirit will make 
itself felt - at least in $5. purchases of real utility items. 


The idea is right. The selection is excellent. The offering 
is seasonally correct. The profit is large, and yours; but 
TIME AND TRADE WAIT FOR NO STORE = ask your Jobber and ask him 
now. #500 (or #501) PEXTO DAD'S TOOL SET @ $2.75 NET. 


Very truly, 
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SKID Serew Driver 
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Every Non-Skid is made 
of electric - furnace chrome- 
vanadium steel—toughest 
of all tool steels—and guar- 
anteedtogive your custom- 





“4 works 
as no other 
serew driver 
works! 


Men were using screw 
drivers when Caesar was a 
boy—yet here is the first 
real improvement ever made 
in a screw driver blade! 


The Bridgeport Red 
Crown Non-Skid, instead of 
being smooth at the point, 
is ribbed. This ribbed blade 
grips the screw as though it 
were a gear in mesh—pre- 
vents the screw driver from 
slipping! And because it 
wont slip the Non-Skid 
makes every screw easier to 
drive and easier to draw! It 
turns greasy screws, rusty 
screws, screws with battered 
heads. It drives screws over- 
head and in awkward 
places. It ’gets’ screws that 
no other screw driver will 
budge—it works as no other 
screw driver works! 





KKK 


er perfect satisfaction 


SCREW DRIVER 


7 N: ATIONALLY advertised to mil- 

lions through such magazines as 
The Saturday Evening Post, Popular 
Science Monthly and Motor Service. 





KKK 


lt sells 
as no other 


serew driver 
selis! 


Every man who tries the 
Non-Skid instantly finds 
that it turns screws easier, 
quicker, safer. He knows 
that it is foolish to continue 
using his old smooth-blade 
screw drivers when _ the 
Non-Skid will save his time 
and temper. So he buys at 
least one Non-Skid — no 
matter how many screw 
drivers he already owns! 


You can sell the Non-Skid 
to men who are not in the 
market for any other screw 
driver. Just place the Non- 
Skid Display Stand on your 
counter—it’s free with only 
ONE DOZEN quick-selling 
styles and sizes—costs you 
only $3.63 and sells for $5.45 
(50% on cost). Order now 
from your jobber—it sells 
as no other screw driver sells! 


THE BRIDGEPORT HDWE. MFG. CORP., BRIDGEPORT, CONNECTICUT, U.S. A. 


World's Largest 


Bria 


THE CHOICE 


MEN WHO 


Makers of Screw Drivers 


ie oe port 


K NOW 


TOOLS 





cohabit a 
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1, is No Gamble 
to Stock a Standard Advertised Brand 


When the dealer buys dribble 
lots he must be out of stock over half 
the time— 


and 
sales 
fall 
EM KA {f . IM 
Double An old reliable weather strip 
Pos a that will not prove a frozen asset — O 
Moth-proof ii (@ 28) " 


Felt 





HT Al 


WEATHER STRIP 


| E © nantes al 
All sizes packed in VY Bob Bosley says: 
cartons hermetically **You can’t sell what 


OSL Strip you haven’t got.” 


TRADE MARK REGISTERED 


EN 





rms JQ ‘om 


sealed 














YOUR GRANDFATHER BOUGHT WEATHER STRIP FROM BOSLEY 
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‘ ; customers IN an Quality 
--  bringsthem BACK. Typical Vichek quality and ye 


How ts it done? Simple. By ‘ 
i tae scientific manufacturing on A BIG that are sales ottrediins just ey 
VOLUME BASIS. _ your jobber—the Vichek idea is 


: ou: Ge ste batter hauliner a sales maker, a profit maker, — 


ae in these times. The Vichek Tool 
yea rT the n the Vichek ball pein— ie 

“ ve iy Company, Cleveland, Ohio. . 4 
hy 1930, The Vichek Tool Co. 


scientifically tempered, hard 


center, tough edges that won’t 
sea ots AT A WIDER PROFIT MARGIN THROUGH VOLUME PRODUCTION 








chip, first grade hickory handle 
and perfect balance. And no cold 





ind ail amas 
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This new DeLuxe Dexter Speedex, 
a recent addition to the Dexter 
line of washers, makes DEXTER 
the most complete line of home 
laundry appliances. It gives the 
Dexter dealer the decided ad- 
vantage of having a model for 
every purse and every require- 
ment— each one outstanding in 


its particular price class. 


Models 80 and 86 


The double tub machine that 
fears no Competition. Its “Two 
Successive Suds” method that 
gets the clothes cleaner and 
“Cuts Washing Time in Two” 
wins every time. It is the only 
machine in the higher price 
field that REALLY justifies its 
price and gives the dealer am- 
ple margin for intensive selling. 
Available with either nickeled 
copper or the finest of vitreous 
enameled tubs. 


oT 
Desk 


Models 70 and 76 


Available with either Nick- 
eled Copper or Vitreous 
enameled tub, Speedex 
(Models 70 and 76) gives 
you a machine in the low- 
priced field that is far ahead 
in mechanical excellence, 
appearance, washing ability 
and merchandising support, 
of ANY other washer any- 


where near its price. 





DEER 


DeLuxe Model 78 


No other single tub washer at 
ANY price could give your 
customer more. A DeLuxe ma- 
chine in every sense of the 
word—in beauty, and eye ap- 
peal—in sturdiness of construc- 
tion and design—in washing the 
clothes quickly and easily and 
in winning against any single tub 
competition regardless of price. 

eLuxe Speedex gives ample 
margin for the dealer who main- 
tains an aggressive selling organ- 
ization. 


The Dexter Franchise is the most valuable and the most profitable 
in the home laundry field. If it has not yet been assigned for 
your town, it will pay you to get complete details, NOW. 


There is an ample warehouse stock of 


Dexter washers near you. 


tyfteld, 


ON CO. Titre 
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Every 
Poultry House 
is a 
VIMLITE 


2 : 
Opportunity @ @ ¢ Poultry raising is steadily increasing—farmers now realize : 





ERROR ye hee oe 
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the profits in this side line. Are you helping them? 


Show them the way to cut down losses; get better market - 
prices for eggs and broilers; raise sturdier flocks. Show them 
Vimlite—the better, flexible poultry glass. You build cus- 
tomer good-will, put more money in farmers’ pockets, de- 
velop a fine, profit-making product with good turnover. 


Vimlite should be over the winter windows of every poultry 
house in your territory. Rigid tests prove it far superior in 
health-giving qualities to any similar competitive product. 
Its violet ray capacity keeps hens in better laying shape 
through these “off” months, strengthens young chicks so 
that they grow to the right standards as meat birds or 
become strong, producing pullets. Vimlite helps ward off 
cold-weather diseases, keeps houses sanitary and warmer. 





The way Vimlite is going over is proof of its popularity. 
Behind it is a wide-spread advertising campaign in National 
farm publications, State and Poultry journals—plus fold- 





This Beautiful Rack, Free! 
For Vimlite dealers, a compact, colorful Dis- 


play Rack which holds carton, folders and a ty 4 ; = 
samples, is available without cost. Occupying =? displays, ete. The ete type of Display Stand er 
but 3 feet of table space, this Rack enables plete, compact unit. Takes little space—makes it easy to 
your salesman to pull out and display Vimlite, ll th ] d sell it without lifé } ll 
cut it off easily. It attracts customers. Hand- unro es S and sell it without lifting the roll. 


somely enameled in 4 colors. Made of light, 


strong sheet steel. Adapted easily to the 100- . . 
Tests Prove These Vimlite Advantages 


foot Vimlite carton. 

20% more violet ray admitted. 

28% more transparent—making houses lighter and warmer. 
25% thicker coating—giving longer life to the product. 
50% longer life. Approved by Fire Underwriters. 


Reinforced with famous zinc-coated “Opal” wire cloth. 





New York Wire Cloth Co. | 
342 Madison Ave., New York, N. Y. Your jobber stocks this line. 


Get the full Vimlite story 
today. Send for sample, prices 


Send me Dealer’s Sample of Vimlite. Also Free 
Counter Rack, price list, and other details. 





a HA3 | and Free Counter Rack. 
i I DOES 
Street. _-_--. Gere ok i te Ah og akin ae 7 
hae wa eT Ak eR aaa ; NEW YORK WIRE CLOTH COMPANY 


Be !|!342 MADISON AVENUE NEW YORK,NY. 
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he Advantages of | 


| | 
| HE saving of time and the economy 
which results, are, of course, real 
advantages when buying is centered 
through one source. 









AU SIP WOM AIT VOM SaRMpe | 


























And—of still greater importance is the 
featuring of a line of products bearing 


a 
the name of a manufacturer who is 
Ting a recognized as the national leader— 
wee products that will be accepted by your 
si trade as the best that money can buy. 


Recognizing this—thousands of deal- 
@ AMERICAN BARBED WIRE ers are purchasing all of their wire 
products from the most dependable 
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DIAMOND 
LAWN FENCE 
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BANNER 
POULTRY 
FENCE 





























AMERICAN 
STEEL GATES 





























AMERICAN 

Bright, Galvanized HEXAGON 
! Pearson Coated POULTRY 
_— NETTING 




















AMERICAN STEEL 


Subsidiary of United 


by 


4 
fo 


' . a 
208 S. La Salle Street, Chicago 
| Other es OF Atlanta Baltimore Birmingham Boston Buffalo 
rcinnat Cleveland Dallas Denver Detroit Kansas City Memphis 


Pacifie Coast Distributors: Columbia Steel Company, 
Export Distributors: United States Steel 
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Products Company, New York 


One Source 


and well known of all sources—The 
American Steel & Wire Company. 


Because every step of manufacture, 
from mine to mill, is controlled—uni- 
form quality is constantly assured. 
National advertising is creating de- 
mand—brings trade to our dealers 
stores. So—if you are not at present 
taking advantage of this plan of buy- 
ing—then you are not making your 
cash register ring as often as it should. 
Today—write for full details. 








AMERICAN 
LAWN FENCE 
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PROTECTOR 
POULTRY 
FENCE 





























TACKS— 
STAPLES 


























te AMERICAN 


a BALE TIES 




















————— Zi2* Insuleted 
AND STEEL FENCE POSTS 
American, Royal, Anthony, 
Monitor, National, Prairie and 
US. Fences, BannerandIdealLine 
Posts and National Expanding 
Anchor End and Corner Posts. 


G WIRE COMPAN 


States Steel Corporation 


30 Church Street, New York 
Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia 


Pittsburgh Salt Lake City St. Louis Wilkes- 


San Francisco, Los Angeles, Portland, Seattle, Honolulu 


Barre 


FENCES 











Worcester 
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BIG VALUE has foreed us 


to build a new plant 


PENNSYLVANIA LAWN 
1615-35 North 23rd Street 





Berore the end of the fall season, we 
will move our entire factory to our new 
plant at Primos, a suburb of Philadelphia, 
where up-to-the-minute facilities and 
greatly enlarged capacity will enable us to 
take care of the constantly increasing de- 
mand for PENNSYLVANIA Quality 
Mowers and for the low-priced line of 
PRIMOS Mowers. 

Though every possible precaution has 
been taken to avoid any undue interruption 
of our production schedule, we suggest that 
you place your orders with your jobber now 
and thus make sure of prompt delivery. 

For the present, our general offices will 
remain in Philadelphia as before. 


PENNSYLVANIA 


Quality 
LAWN MOWERS _ 












MOWER WORKS 
Philadelphia, Pa. 
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Every Year More Than 
Two Million Children 
Reach the Age Where 
They Require Roller Skates 





Your jobbers sell to the dealers, who, in turn, 





supply skates to these growing children. 








Visualize your market. Remember UNION 
Hardware Ball Bearing Roller Skates are made 
in patterns and sizes for every member of the 


family. 


The nation-wide demand for these famous 
skates is due to their superior quality and 


rigid, lasting construction. 





Made with finest ball bearings; self-contained 
rolls; trucks that oscillate on best rubber 
cushions and straps of the best grain leather. 


They SELL on merit. 


Jobbers supplied direct. Dealers through 
jobbers. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 
New York Office 151 Chambers St. 


Established 1854 Incorporated 1864 








For Girls 
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THIS familiar MARK 


The synonym for dependability in 
bolts, nuts and rivets the world over—as indicative of 
quality as sterling is to users of fine silverware— 
backed by the pride of one of America’s pioneer bolt 
and nut manufacturers. — 

Every detail in the manufacture of Oliver Bolts is one 
of the most exacting care even to the wrapping, 
packing and shipping. Every package or carton 
contains a full count—every box is tightly packed for 
proper shipment—every keg is filled to capacity. 
Even the labeling of each box or carton has been 
especially selected to assure maximum visibility in 
the darkest warehouse. 

Such arethelittle details that make “Oliver Pittsburgh” 
stand for everything that’s great in the world of bolts 
and nuts. 


Oliver lron and Steel 


Corporation 
PITTSBURGH, PA. 

















Sales Offices: 
New York Kansas City Dallas Chicago 
Cincinnati Atlanta Philadelphia 


St. Paul Detroit Cleveland 
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ACHIEVEMENT paves the way for new accom- 
plishment. And so with Sargent & Company, 
seventy years of steady progress have resulted 
in a manufacturing concern standing firmly 
entrenched in a position of leadership in its 
field. Growth has been continuous, with eyes 
steadily fixed on the future—new methods to 
be adopted, new products to be developed, 
new demands to be met. Today, more than 
60,000 different articles are manufactured, 
by more than 3000 workers, in a plant that 


extends over 10 city blocks. 


Sargent & Company rests on those firm 
foundations laid down by the originator of 
the business, foundations strengthened by 
each one of his successors. Craftsmanship of 
the finest, the most modern processing, full- 
est value for the dollar, fairness in all busi- 
ness dealings—such aims have been held to 
through the generations. 

The highest principles of American manu- 
facture are reflected in every one of the many 
Sargent products. , Any article is what it 
seems. A small box of screw eyes, the com- 
plete builders’ hardware equipment for some 
gigantic commercial structure—on each 
is accepted without question as 
a label of highest quality. 





STANDING BACK OF 




























SARGENT & CO. 
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EVERY ITEM MARKED 
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d Showroom, 295 Madison Avenue 
(at Randolph). 


Warehouse, 94 Centre Street. 
In Chicago—150 North Wacker Drive 


sion an 


In New York City—Builders’ Hardware Divi- 


NEW HAVEN, CONN. 




















18 HARDWARE AGE for OCTOBER 30, 1930 
ents “Srna 
Saw Cee 

















eS il aceite 





peer reac wgs oper. 





HARDWARE AGE for OCTOBER 30, 1930 


19 








4 
a 





ase: 3s Sea 


will bring ’em to your 





store in 19:31 


O effective have window displays proven 

in selling Gold Strand Screen Wire 

Cloth . ... and other hardware products 

at the same time... . we are going a big 
step further to help you next year. 


Professional Window Trimmers will call, 
bring all display materials not in your 





regular stock and do a real job of window 
dressing that will stop traffic in front of 
your store. 


This service is absolutely free to dealers 
carrying Gold Strand Screen Wire Cloth. 
Just fill out the card your jobber sa'esman 
gives you when he takes your order for 
Gold Strand. 


AMERICAN WIRE FABRICS CORPORATION 
Subsidiary of 
WickKwirE SPENCER STEEL COMPANY 


General Office: 41 East 42nd St., New York City 
Mid-Western Sales Office: 208 South La Salle St., Chicago, Ill. 
Western Sales Office: 144 Townsend St., San Francisco, Cal. 


Worcester Buffalo 


Los Angeles 


Cleveland 
Seattle 
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The New Paneled Federalware IS NOT SOLD TO 
CHAIN STORES—That is the big reason why pro- 
gressive independent merchants all over the 
United States have seized upon it as the one line 
of enamelware upon. which they can concentrate. 


It is the first modernized design ever created in 
enamelware. It is the accepted color combination 
—old ivory with green trim—the ware that has 
won enthusiastic feminine approval. 


ORDER FROM 
YOUR JOBBER 








FEDERAL 


New Paneled Federalware . . 
Triple Coated White Ware . . 


tHE SURE PROFIT LINE 


| FOR INDEPENDENT MERCHANTS! 


FEDERALWARE 


ENAMELING & STAMPING CO. - 


Manufacturers of 6 Complete Lines of Enamelware: 
. Triple Coated Ivoryware (plain shapes) . 
. Double Coated White Ware .. . 


“The World's Largest Manufacturer of Enamel Kitchenware”’ 








Your jobber is now making a special Introductory 
Offer No. 300, consisting of 39 pieces of the 
fastest selling utensils at $23.25. (Slightly higher 
in far west.) With this deal, you get absolutely free 
a five piece window trim, lithographed in 5 colors. 









And remember this is the Guaranteed, Popular 
Priced, Quality line. Every introductory deal is 
put out with the unqualified guarantee printed 
below. Order today from your jobber. 
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PITTSBURGH, PA. 





. . Double Coated lvoryware 
Grey Mottled Ware . . . Roasters 











HARDWARE 





A New Profit 
Maker for You 





Meets the Big Demand for a 
High Quality Radiator Shield to 
Sell at a Popular Price 


ERE is a new item that meets 

a real need in every home 
heated by hot water or steam—a 
need recognized by every housewife 
who has seen walls, curtains and 
draperies ruined by the dust and 
wv grime that is carried along with the 
natural upward flow of heated air 
% through the radiator. 
5 Now, by building a radiator 
By shield in sections, Everedy meets 
the demand for a_ high-quality 
shield at a price every family can 
afford—a price that insures quick 
turnover and quick profits. Selling 
at only 10 cents a section (slightly 
higher in Far West and Canada) 
the retail price of a complete 
Everedy Sectional Shield for a radi- 
ator having eight vertical sections 
isonly $1.00—larger or smaller ra- 
diators in proportion. The average 
2 house can be equipped throughout 
iy for as little as $8.50 to $10.00. 
Because the Everedy Radiator Shield is 
built in sections, the retaileris not required 
to make a large initial investment in stock 
or to provide a large amount of storage 
space. A stock of three sizes supplies all de- 
« mands for the vast majority of radiators 


now in use. Two other sizes are made—for 
extra small and extra large radiators—but 














The Sections 
are so designed 
that, in a few 
seconds, anyone 
can snap them 
together by 
hand, 
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REDY SECTIONAL 
RADIATOR 


1,777,210 
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Everedy Radiator Shields rest firmly on all square-top radiators without attachments of any kind. 
Special adapters, which also retail for 10c each, are,provided for use on round-top radiators. 


we recommend that they be purchased 
only on special order. 

Because of the sectional construction, 
also, it has been possible to make Everedy 
Radiator Shields of heavy sheet steel with 
the same high grade baked enamel, Mahog- 
any finish, that is used in adjustable and 
custom- made shields selling for many 
times the Everedy price. 

The sections of the Everedy Radiator 
Shield are so designed they can be snapped 
together in a few seconds by hand. Pre- 
cision methods of manufacture and the 


FREDERICK 


Without obligation on my part, please send 
me full information about Everedy Sectional 
Radiator Shields, together with full information 
about prices, sizes, free display and advertising 


material, etc. 


spring tension of the steel result in a joint 
that is remarkably tight and rigid, so that 
the Shield when completely assembled is 
a structure of amazing strength, durability 
and beauty. Covering the unsightly top of 
the radiator, i it*adds to the appearance of 
the entire room. 


Everedy Sectional Radiator Shields 
offer you a new source of liberal profits for 
the fall and winter months. So don’t delay. 
Be the first one in your territory to offer 
this new, big-selling item. Mail the coupon 
now for free samples and full information. 


eae MAIL THIS COUPON --—-—--—-————-— 


THE EVEREDY Co. 


MARYLAND 


Also manufacturers of Everedy ‘‘Silent”’ Door Closers, Adjustable 
Screen Door Grilles, Bottle Cappers, Syphon Filters, etc. 


Name sTecastn aie esess senabba 


St. and No. 
City State 


] Jobber 0 Retailer 
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- HUBBARD 


$OcKET SHANK 
SHOVELS & SPADES 


LOOK FOR THE CLASS MARK - CLASS A> CLASS B> CLASS C 























ALL WITH THE SOCKET SHANK 








There is as much difference between an ordinary shovel and a Hubbard 
Socket Shank, as between an old one-cylinder automobile and the multi- 
cylinder car of today. Compare the weaknesses of the ordinary shovel with 
the strength of the Socket Shank: 


ORDINARY SHOVEL SOCKET SHANK SHOVEL 
Breaks out at weld -> -> Has no weld to break. Made from one piece 
HEAT TREATED BALANCED of steel. 


End to End And Staysthat Way Blade breaks > > > eney ss — d online ty length of socket 


WG ~/ Handle breaks -> -> - Practically impossible without extreme abuse. 
bs Socket supports handle for ten inches. 
Sen Straps break or wear out -> No straps. 
Y Loses lift and balance -» -> Precision curve of tempered socket exclusive 
<> with Socket Shank line—maintains perfect 





RA 


balance and lift for life of shovel. 


The Socket Shank line—originated and made only by Hubbard—is “‘to- 
FLIWAT E STRENGTH morrow’s shovel today.” It is dominating the market wherever introduced. 
No Excess Weight Beyond All Others For the convenience and protection of trade and user, every Hubbard 
Socket Shank shovel is branded with its class and priced accordingly, Write 
for catalog—or ask your jobber. 


HUBBARD & COMPANY, MONTPELIER. INDIANA 


ete 
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MADE ESPECIALLY FOR THE 


M ne dwase and. 
Housefurnishings 
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ECTRIC 
APPLIANCES 
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TRADE 


Here ’S an opportunity 
you’ve never had before. A chance to go 
after the electric appliance business in your 
trade territory under conditions beneficial 
to you! To handle and sell a new line of 
electric appliances designed particularly for 
the hardware and housefurnishings trade. 
A line distributed through your regular 
jobber under a policy that protects you! The 
NEW COLEMAN ELECTRIC APPLIANCES. 


A quality line all through. New Chrom- 


ium Plate finishes. New beauty. Appealing 
new features fully a year ahead of today. 


A line priced to assure you a good profit. 


Here’s the catalog that tells all about 
them. How they operate. Why they are 
so much better. A catalog filled with power- 
ful arguments that make Coleman Electric 
Appliances easy to sell. 


One of the handsomest catalogs ever offered 
to the trade. Profusely illustrated with large 
plates of the products, views of the important 
new structural improvements, scenes showing 
the Appliances in use. A beautiful example of 
the printer’s and engraver’s art. A catalog that 
shows today’s most striking and advanced line 
of Electric Appliances . . . richest in profit 
opportunity for you! 


THE COLEMAN LAMP & STOVE CUMPANY 
ELECTRIC DIVISION 


General Offices: Wichita, Kansas, U.S. A. 
Factories: Wichita, Chicago, Toronto 
Branches: Philadelphia, Chicago, Los Angeles (ED2) 





Send for Your Copy TODAY 


You’ll want a copy of the new Coleman Mectite ‘ 
Appliance Catalog for your, reference file. een 
we want every interested dealer to have one., 
Just fill in and mail the Coupon ‘and. yor copy 
will be sent you promptly. 





The Coleman Lamp & Stove Company 
Electric Division, Wichita, Kansas 


Gentlemen: Would like to have a copy of the new 
Coleman Electric Appliance Catalog No. 1. Send to 





Name 


Address 





City. State. 
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HARDWARE 
MERCHANTS 


become real factors in tire sales 
by N OT 


3HEADED 
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having this kind 
of competition .. 





HAT FIGURE on the right MON ist ER 
~ WS 


ye 


is not a design for a Chinese 
rug. It’s real. 


It’s crawling around every day. 


Now, hardware merchants can let 
it go where the flies go in the 
winter time. 


One head represents the tire manu- 
facturer who competes with his 
hardware dealers thru his own 
retail stores. 


The next is competition with the , C om p eti + i rey a 


same make of tire sold under 





numerous brand names by con- 


rolled dealers. i 
_ a4 Prices that out-compete competition of 


The third head represents ordi- any kind are yours with the PHARIS set- 
nary, respected competition— up. A definite guarantee,an open-minded 
She th h b d adjustment policy, and fair treat- 2 
COMPERHON WIR. .OLMES Ofanes ment to all, are PHARIS traditions. t 
of tires that sell everywhere. 4 
Hardware merchants are real tire- 


THE PHARIS TIRE & RUBBER CO. factors with the PHARIS line. 
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PHARIS; 
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Labels you can SEE 


and READ 

















EW Buffalo Bolt labels, embodying 
N the standard colors in a unique 
and legible design, are valuable time- 
and-error savers for the _ retailer’s 
shelves ... Clerk and customer alike ee 
can easily distinguish the desired sizes 


—even from a considerable distance. Buffalo Bolts never vary from that tra- 


ditional quality and accuracy which 


Two sales can be made in the time it 
have made them leaders for years. 


used to take for one. 


BUFFALO BOLT CO. 


NORTH TONAWANDA, N. Y. 
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raining torera SIENUINE PIN TUMBLER 
we nemnt EXTRUDED METAL 


has, over a period of 


many years, placed Cor- 
bin locks in an unusually 
favorable position in the 
trade. 
LE DAES OES A ae. 




















Of particular interest fade from a solid block of extruded brass metal machined to receive 
are Corbin Extruded 44. Corbin pin tumbler mechanism and providing a practically unlimited 
Metal Padlocks. number of changes which can be had with master and grand masterkeys. 


The easy operation of the key in the keyway 
opens the lock quickly and a light pressure on 
the shackle snaps it closed. 

Stock and sell Corbin Extruded Metal Pad- 
locks— 


CORBIN CABINET LOCK CO. 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN., U.S.A. 





NEW YORK 
CHICAGO e 
PHILADELPHIA 
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WALWORTH 
2 MASTER 
STILLSON 
WRENCHES 
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Pipe wrenches, in.the average hardware store, usually outsell 
any other kind of wrenches by a wide margin. @ Furthermore, 
it ordinarily requires about five times as many different sizes 
and shapes of other types of wrenches to bring in as many 
dollars as a full stock of genuine Walworth Stillsons in the 
standard 6 to 48 inch sizes. @ This concentration of value and 
profit in a single line of tools makes their quality and reputation 
doubly important. @ That is why so many hardware dealers 


standardize on the genuine Walworth Stillson, knowing that 


STILLSON 


AX 





Walworth’s name on a pipe wrench is a definite assurance of 








satisfaction to the man who has any reason at all for being par- 


ticular about the kind of tools he buys. 


WALWORTH 


Walworth Company, General Sales Offices: 60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, IIl.; Greensburg, Pa.; and Attalla, Ala. 
Walworth Company Limited, 660 St. Catherine Street West, Montreal, P. Q. 
Walworth International Co., 11 Broadway, New York, Foreign Representative 


. . . Distributors in Principal Cities of the World... 
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8 NEW 1931 ELECTRI 
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(OF FORCE AT THIS POINT 
TO DEFLECT THE BED 





50 LE 





COM PLETE 


This latest achievement of the Toolsmiths sets 
an entirely new standard for electric workshops. 
Its rugged construction and powerful motor set it 
apart from anything now on the market. Some 
of the features which mean ready sales for the 
hardware dealer are: 


Westinghouse 1/3 H.P. Repulsion Type Motor, 
No Load Speed 1725 R.P.M. Special low start- 
ing current of not over 15 amperes. Meets city 
ordinances for this type of equipment. 


Double ball bearing lathe live spindle and saw 
mandrel driven by moulded rubber V-belt in- 
sures delivery of full horse power. Lathe capac- 
ity 13 inch swing, 30 inch centers. 


Three lathe speeds give greater diversity of 
work through proper peripheral speeds for dif- 
ferent diameters. Steel spindle equipped with 


WORKSHOP 


A WORKSHOP 
THAT WILL SELL ON SIGHT 


No. 1 Morse Taper Socket in both ends. Spindle 
runs on two heavy combination thrust and radial 
ball bearings. 


Saw mandrel runs on two heavy ball bearings. 
It carries a 7 inch saw. Cut adjustable from 0 
to 2 inches. Tilting top. 


Turning tools are heavy, high grade chisels with 
long comfortable handles: 1% inch gouge; % 
inch square point; 14 inch skew; 4 inch parting. 
Equipment: Sanding Disc, Sanding Drum, 
Wheel Arbor fitted with No. 1 M. T. Shank, 7” 
Buffing Wheel, 6” Grinding Wheel, Wire Brush 
Wheel. 


Available also with lathe capacities of 36, 42 and 
48 inches between centers at slight additional 
cost. 


Write for complete details of this latest Goodell- 
Pratt achievement. 


GOODELL-PRATT COMPANY 
GREENFIELD, MASS. 


NEW YORK 
107 LAFAYETTE ST. 


CHICAGO 


38 NORTH CLINTON ST. 
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It Brings Them In! 

Striking four-color Win- 
dow Display. Holds both 
Steel-Wheel and Rubber 
Tire models. Beautifully 
printed on heavy, smooth- 
surfaced cardboard. 


FREE with 12 pair order. 








and in Dealer Helps! 


“Chicago” Roller Skates hold more honors—have established more 
World’s Records than all other makes combined. Leaders in National 
and Local Advertising reaching over 16,000,000 readers. Money-makers 
for dealers the world over. And supported by the foremost dealer helps. 


Now comes this NEW—POWERFUL SALES PULLING DISPLAY shown 
above, absolutely FREE. Place it in your window as a tie-up with the 
national and local Speed-A-Way Club Plan for boys and girls. Then 
watch results. 


The Speed-A-Way Club plan, now well under way, is being brought to 
the attention of every child. Directing thousands of school children to 
the dealers who handle “Chicagos”. 


Take advantage of this intense interest—stock this money-making skate. 
Write today for local tie-up plan, prices and discounts. Ask your Jobber. 


CHICAGO ROLLER SKATE CO. 


Roller Skates with Records for Over 26 Years 


4456 W. Lake Street Chicago, Il. 


LEADERSHIP! In World’s Records... 


In National Advertising ... In Dealer Profits... 
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MODERN HOME 
SANITATION 











Spiral Bristle Brush. 


Senses” ~— Offers BIG DEALER PROFITS! 













OMETHING NEW for the Holiday Season—the CLEMENTS 
Sanitizing unit, including the CLEMENTS Motor Driven 
Brush Cleaner and 10-piece accessories which sanitize, 
deodorize, repel. moths and auto clean,—all at the price of 
a vacuum cleaner only! Equal if not superior to the high 
priced sanitizing units sold by “high pressure’ salesmen house 
Carrier Handle to house in your neighborhood at $75.00 to $80.00! The 
ee first time in the history of electric cleaner retailing that the 
dealer could offer such value! 










Mechanically the CLEMENTS Motor Driven Brush Cleaner is a superior 
machine. It has the extra suction required to remove deeply imbedded 
dirt and to apply effective cleaning action wherever used, because it 
is equipped with the identical CLEMENTS Heavy Duty Industrial 
Motor originally designed for the rigid requirements of the U. S. and 
British Governments, It is attractive in appearance and its many uses as 
a sanitizing system make its demonstration spectacular and effective. 












CLEMENTS HOME SANITIZING UNIT 
$ 50 Complete with Accessories 00 


which sanitize, deodorize, 
Retail repel moths and auto clean Retail 


Cleaner only 10-piece accessories 









A complete sanitizing unit priced to sell in the present market! 
Super value in cleaning power! Sales helps and co-operation that 
have been tried and proven! Substantial dealer profits! These are the 
features that the New CLEMENTS Cleaner offers you in your quest for 
the Holiday trade. 









Ask your jobber or write us direct 








CLEMENTS MFG. CO. 


624 FULTON STREET 
CHICAGO 





Super Suction. 
Removes deeply imbedded grit 
and dirt. 





CLEMENTS - CLEANER - BACKED - BY - 19 - YEARS - MANUFACTURING - EXPERIENCE 
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UNIVERSAL Electric Ware 
Beautiful—the kind of 
Christmas Gifts you 
enjoy selling: 


BEAUTIFUL as the works of 
old masters. 


USEFUL every day of the year. 
MODERN as electricity itself. 


ENDURING for years and years 
of service. 


DEPENDABLE as a life-long 
friend. 

FAMOUS everywhere for high 
quality. 

POPULAR for wide range of 


prices and variety of designs. 


HIGHLY PROFITABLE 
HOWEVER FIGURED 


Liberal Trade Discount from Consumer 
List — Buy Through Your Jobber 


Landers, Frary & Clark 


New Britain, Conn. 


Master metalsmiths for over three- 
quarters of a century 


a 7 7a > ; 


IVERSAL 


ITAIN. CONN 





(ost cceplableGifts 


— ons most DPvactical 
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GOING 
AHEAD 
on Merit 


HROUGH good times and bad, 
buying slumps and buying booms, 
the TRIMO pipe wrench holds its 


place in hardware sales. 


There are few hand tools which can 
duplicate TRIMO’S history of steadily 
maintained leadership. When your 
customers want their money’s worth 
in strength, safety and service, All- 
Steel TRIMO is the logical first choice. 


VVVVVVVVVVVVVVVVVvVvVvVvVvVvVvVvVvVvVvVvVvVvVvVvVvVvVvVvVvVvVvVvVvYV 


All Steel TRIMO Pipe Wrench 


A. ki, Me, Mis, li, Ms, A, Mid, Ml, Ms, Mn Mdm, Mts, Ahn, Lia, Mn, hin, An, Mn, Ls, Sir, Mi, thin, Mi, Mt, Me Gis i BS, li, ley. Mn, Mls Me, AM My, Min, Md, Mn Ls, 


Handle Drop Forged 
Not Cast 








Replaceable Insert Jaws 


TRIMO 


Made by 


TRIMONT MFG. CO., INC., Roxbury (Boston), Mass. 
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A Quality Tool+ 
Proper Display is ||: 
modern merchandising 


HE best merchandise in the 

world won’t sell if it’s hidden under 
the counter. 
Genuine Irwin Solid Center Auger Bits 
on the board shewn above offer the 
dealer small salable stocks, frequent 
fill-ins, rapid turnover and excellent 
display. These factors are the founda- 
tion of modern merchandising and 
mean maximum net profits. Only an 
Irwin trade mark is your guarantee 
of quality and performance. Irwin — 
The standard of the World—“Cuts 
True—Clean Thru”. 


Get This From Your Jobber 


Ask your jobber to furnish you with one 
of these se Auger Display Boards 
—and watch your bit sales grow. 


1 WILMINGTON, OHIO 
ABLISHED 1885 
— 
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To the Hardware Dealer (& as 


DOORS MEAN EXTRA PROFITS WHEN THEY'RE 


ILCO-LOCKED 


Now the amazingly successful BLACK KNIGHT Padlock is available in THREE 
sizes, 1/2", 134”, and 2”. This means that every need for a high-grade lock 
can now be answered by this medium-priced lines @ @ @ © @ @ 
Line it up beside any lock on the market, compare it as regards appearance, 


construction and performance. And then compare prices. You will find 





that in all three sizes, 
now meets the most 
When the BLACK 
was first introduced 
instantly acclaimed. 
persistently forged 

It stands on what 


in sales, in profits, 


Write us for full 


THE INDEPENDENT 
LOCK COMPANY 








the BLACK KNIGHT 
exacting specifications. 
KNIGHT Padlock 
last April, it was 
Since that time it has 
its way to the Front. 

it accomplishes — 

in performance. 


details and prices. 


COMPLETE DOOR-CONTROL BY ILCO LATCHES, LOCKS, KEYS, AND DOOR CLOSERS 
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Have you been buying Colors which have proved to be 
non-sellers? Has this “Age of Color” with its “Wide 
Range” appeal caused you to be overstocked? If so, here 
is the new U. S. Plan, the merchandising value of which 
you will readily appreciate. 

The carrying of a multiplicity of colors is unquestion- 
ably burdensome to the Dealer, for colors are included 
which will neither sell nor harmonize with the color 
scheme of the average home. More colors call for more 
stock, and for every good seller there are two non-sellers 
to reduce the profit on the line. 

It requires but three colors to cover the entire U. S. 
Color Line—three colors that are “The Pick Of The 
Rainbow”—U. S. Bisque, U.S. Ivory, and U. S. Opal— 
colors that are destined to be fast sellers because Mi 


they harmonize and blend with the color scheme 





of any home. 
In the adoption of this Color limitation, great 









U.S. 
“ 

‘s BISQUE 
ie IVORY 
z OPAL 









Looking ahead with Progressive Dealers 


care has been taken to select colors of proven Consumer 
preference. Colors that are truly “The Pick Of The 
Rainbow’’—delicate pleasing hues, easy to look at, easy 
to sell, sure to harmonize. 

The U. S. Color Line is Triple Coated, of uniform 
high quality, durable, beautifully finished and priced 
right—a real merchandising proposition for the pro- 
gressive Dealer who is looking ahead and buying for the 
Purchaser of Tomorrow. 

Write today for detailed information on this “Pick 
Of The Rainbow” line. 


UNITED STATES STAMPING COMPANY 
MOUNDSVILLE, W. VA. | 


Gentlemen: Please send us complete information on your new | 
Color Line, including items and prices. 
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U. S. QUALITY ENAMELED WARE — TRIPLE COATED 
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A Dependable Line 


In this Age of Color it would seem that white 
enameled ware should be passé, but the fact is 
there are millions of women who prefer the 
gleaming U. S. White to colors. 


For building up sales here is a line that is 
hard to beat, dependable in every way. Always 
a good line to carry and easy to sell. 

U. S. White Granite Enameled Ware chal- 
lenges duplication of quality at a lower price. 
It is quality made to retail at a popular price, 
and as attractive in price as it is in appearance. 








This line embodies all the essential require- os 
ments of quality enameled ware, and is one of : 
the most complete lines ever offered the trade. 

Seamless and triple coated U. 5. White Gran- 
ite Enameled Ware is made to last a lifetime. 
Each item is made in one or more sizes to meet 
the needs of your customers. 


Write for Catalog No. 8. 


UNITED STATES STAMPING COMPANY 
MounpsviLt_e, W. Va. 





A complete line including not only house- 2 
hold cooking utensils, but items for hotels and iy 2S ae 
restaurants, sick room and hospital needs. In = és ol 
addition to U. S. White Granite, our U. S. << core wer dep 


Standard White is an excellent quality of two shapes as our regular line 
coat ware. of White and Colored Ware. 


U. S. TRIPLE COATED QUALITY ENAMELED WARE 
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Introducing 


EAGLE Compressed 
LEAD HEAD NAILS 


MADE BY COMPRESSION PROCESS [Ny 


PURE LEAD EVENLY DISTRIBUTED 


_ 
e 


MORE NAILS TO THE KEG — 








@ And now Eagle-Picher introduces the 


new Eagle Lead Head Nails, made by the compression process, which 
produces a better nail than has been hitherto possible. 


The value of using lead headed nails in the erection of steel roofing or 
siding has long been recognized. Lead protects the nail head from rust 
and seals the nail hole, adding life to the roof. 


By the new compression process, cold lead is forced under two tons 
of pressure to envelop the nail head. The lead is evenly distributed on 
top, bottom, and sides, and stays on under the most vigorous driving. 


Eagle Lead Head Nails are neat and compact. In the 134-inch Bright 
style they run go to the pound, and one pound is sufficient for one 


square of corrugated roofing. Made in five convenient sizes,12 to 2% 


inches, Bright and Galvanized. 


We also supply Eagle Lead Washers. Free sample on request. 


THE EAGLE-PICHER LEAD COMPANY : Chica 


NEAT AND COMPACT—NO WASTE —- 
aon 


=—=s ee 
BB 2} SS 

















Sealed with LEAD 
e=the perfect protection 





Ask your jobber 
for a sample— 

or write us for free 
descriptive folder 


go - Joplin - Cincinnati 


Complete stocks and service also available from St. Louis, Kansas City, Dallas 
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is What the Public Knows, 
Wants and Buys, as this i. 
Store’s Record Proves \s 
































Forest Park, Ill., can be proud of this store. In the group above, left to right, are: Geo. E. 
Warner, secretary-treasurer; Geo. W. Warner, retiring head, and Elmer C. Warner, president. 


HAT the public knows, wants and buys P&L Varnish 


Products accounts for increasing turnovers of P& L dealers 





throughout the United States and Canada. An example of 

the power of that famous symbol ‘‘61’’ and effective advertising is 
shown in this record of one year’s business: 

During 1929, a total of 2,104 gallons of P&L products was pur- 

chased by the Warner Paint Co. of Forest Park, IIl., a town of 





15,000 people. In the same year, 186 orders, amounting to 
$7,190.29, were received from this customer for every specialty in 
the line. 

If interested in turnovers, instead of big discounts, write for full 
particulars of the P&L Dealer Proposition. 


PRATT & LAMBERT-INC., Varnish, Enamel & Lacquer Makers, 114 
Tonawanda Street, Buffalo, N. Y. In Canada, 20 Courtwright Street, 
Bridgeburg, Ontario. 


PRATT & LAMBERT VARNISH PRODUCTS 
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BRIGHTON 
CANS and PAILS 


Made especially for customers who 
want better than the average at 
competitive prices. Ideal for special 
sales. 


2114 Winchell Ave. 


Sell Safety 


to your community 





THE WITT CORNICE COMPANY | 






















Widespread public education in methods of fire 
prevention and the consequent passage of waste 
disposal regulations has brought new and profit- 
able business to stores selling 


wiil 


BETTER CANS 


Not only are these nationally famous cans safer i 
for the disposal of hot ashes, but they are more i 
sanitary, stronger and will last longer than ordi- ; 
nary cans. That is why people willingly pay more e 
for them. 4 


Witt special construction and hand hot-dip gal- 

vanizing makes them liquid tight and rust resist- 

ing. Snugly fitting lids make them odor and dust { 
tight. Hl 
The “Can Selling” season is here. We manufac- 
ture styles and sizes for every requirement—and 
can make prompt shipment. If you haven’t the 
new WITT Catalog, write for it now. 


} 

WITT Cans—Ash, Garbage, Roller and Hoisting i 
Cans—and Garbage Pails—are guaranteed to out- { 
last 3 to 5 of the ordinary kind. Approved by | 
Good Housekeeping Institute and Pris- f 
cilla Proving Plant. ( 
4 







Can Specialists Since 1899 






Cincinnati, Ohio i 
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Cy of the most significant tributes ever paid 

; to the uniformity and dependability of 
Burgess Radio Batteries is the fact that, for the 
fourth successive time, Commander Byrd relied 
upon them. Others, too, have selected these bat- 
teries for use when both life and records were 
at stake. Wilkins, for example, used Burgess Radio 
Batteries in his South Pole Expedition—in fact, 
scientists in late years have chosen Burgess Bat- 
teries in preference to others. 


Why do you suppose that world-famous scientists, 
exploring unknown regions far removed from civili- 
zation or flying over the oceans, selected Burgess 
Batteries? Was it because their knowledge, train- 
ing and experience told them that these batteries 
were more uniform? Or was it because careful 
scientific tests confirmed their personal conclusions? 


You may be certain that these scientists would 
not risk, or jeopardize, the success of their expedi- 
tions by using batteries of doubtful origin... or 
batteries whose exacting uniformity, absolute de- 
pendability and length of life were questionable. 

Burgess Batteries have long been distinguished for the qual- 
ities vital to dependability and performance. Countless scien- 
tific tests . .. mechanical, physical, chemical and electrical ... 
are made in the Burgess laboratories to insure the uniformity 
in power and service of Burgess Batteries. These facts account 
for their use by scientists whose exploits are making history. 


The Choice of the 
BYRD 


Antarctic Expedition 


URGESS Batteries . . . radio, ignition 
and flashlight . . . are used by scien- 
tists, explorers, flyers and police cars 
because experience has proven these 
batteries to be in a class by themselves. 


Rain, cold, heat and atmospheric 
conditions do not affect the power, 
capacity, uniformity and dependability 
of Burgess Batteries. 


Smart dealers will urge their cus- 
tomers to use Burgess Radio, Ignition 
and Flashlight Batteries... knowing that 
these batteries will satisfy all require- 
ments under every condition of service. 


BURGESS BATTERY COMPANY 


111 West Monroe St., Chicago, Ill. 


New York San Francisco Boston Atlanta Minneapolis Kansas City 
In Canada: Niagara Falls and Winnipeg 
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Radiant Heater 


Here’s a sure-fire seller for you. A new American 
Radiant Heater which lights instantly, and sells 
at a price that everyone can afford. 


When we say this new American Radiant Heater 
lights instantly, we mean just that. No “ifs” nor 
“ands” about it. We don’t mean that it merely 
has an instant lighting starter or preheater, for it 
hasn’t any starter or “lighter” at all. Simply open 
the valve and light the gas in the fire-clay radiants. 
The ready-prepared gas lights with a clear blue 
flame, and the radiants are instantly aglow with 
intense, healthful, sun-like heat. At last there’s a 
gasoline-gas heater that lights like a natural gas 
stove! 


This little American Radiant Heater sells at a fig- 
ure that will produce a real volume of profitable 
business. You’ll hand your customers a pleasant 
surprise when they say, “How much money?” 


Although low in price, the new No. 3 American 
Radiant Heater is well built, solid as a rock, beau- 
tifully designed and finished. It has a hard, baked- 
on finish of walnut brown crystal enamel. The 
top is porcelain. 


Write for detailed information and prices on the 
new No. 3 American Radiant Heater, and on the 
larger sizes as well. Address our nearest office, 
please. 


American Gas Machine Company, Inc. 


Main Office and Factories: Albert Lea, Minn. 
Branches; 78 Reade St., New York, N.Y. 4242 Hollis St., Oakland Calif. 
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N O matter in what part of the country you do business, 
no matter what kind of trade you serve, from golf courses 
and contractors down to the smallest householder, there is 
one line of garden hose that meets every need and — that line 


is the Boston Line. 


Grouped in this one line are seven standard brands. Each 
brand is a leader in its own price field. Each brand fills a 
definite garden hose requirement. They differ in weight and 
construction for each designed use, but throughout the en- 
tire line they are built to the same high standard of quality 
and workmanship. The Boston Line is the most successful 
selling combination ever offered to the trade. 


Here’s the Boston Line: — 


Moulded Hose. The Bull Dog Cord; Thorobred; 
Vigilant and Vixen brands. Braided cord con- 
struction with corrugated cover. Built of alternate 
layers of live rubber and tightly twisted, braided 
cotton cords, vulcanized into one inseparable wall. 


Plied Hose. The Bull Dog 7 Ply; Good Luck 6 ply 
and Leader 5 ply brands. Improved sheeting hose 
made possible by new plied hose construction. 
Smooth moulded cover. Can also be furnished in 
long lengths without splices. 


One complete line that gives you a hose for every purpose 
at a price for every purse. Get the facts. 


THE BOSTON WOVEN HOSE & RUBBER CO. 
Cambridge, Mass. 
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All of this hose except Bull Dog Cord will be 
furnished in red if desired. Vigilant and 
Vixen brands are also furnished in green. 
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Grouped in this one line are seven standard brands. Each 
brand is a leader in its own price field. Each brand fills a 
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Here’s the Boston Line: — 


Moulded Hose. The Bull Dog Cord; Thorobred; 
Vigilant and Vixen brands. Braided cord con- 
struction with corrugated cover. Built of alternate 
layers of live rubber and tightly twisted, braided 
cotton cords, vulcanized into one inseparable wall. 


Plied Hose. The Bull Dog 7 Ply; Good Luck 6 ply 
and Leader 5 ply brands. Improved sheeting hose 
made possible by new plied hose construction. 
Smooth moulded cover. Can also be furnished in 
long lengths without splices. 

















One complete line that gives you a hose for every purpose 
at a price for every purse. Get the facts. 






THE BOSTON WOVEN HOSE & RUBBER CO. 
Cambridge, Mass. 
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All of this hose except Bull Dog Cord will be 
furnished in red if desired. Vigilant and 
Vixen brands are also furnished in green. 
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Safe at home with American 
Ay os Can be 
used indoors, 


No kiddie’s life is complete 
without a velocipede. 











t giris. 

of the most popular ™ 

} items manufactured. Amertens Doll Cabs ae a. 
you have an ment. % 


MERRY CHRISTMAS will soon be here ! 


It will be your last big opportunity to boost your sales for 1930.. Be sure 
to feature and display American Wheel Goods for Christmas selling from 
November 15th until Christmas. Buy liberally so as to not lose any sales. 
If a carryover exists, the inventory is not frozen as it can be sold during 
the early spring months. 
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Your Jobber Can Serve You— 
INSIST UPON “AMERICAN” 









oe ee American Nations! fompany ww 


American Furni- Sth Ave. Bldg. 
ture Mart 





FIVE FACTORIES” TOLEDO, OHIO, U.S.A. 


WORLD’S LARGEST MANUFACTURERS OF CHILDREN’S VEHICLES 
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Shoots Customers Your Way 











H & R “FOLDING” 


Mr. Dealer, Carry the Shot Gun 
the Motorist Likes to Carry 


Now-a-days, men and boys who hunt usually motor to the woods and 
bays. They like this Gun, because it folds up compactly and occupies 
little space in a car. Can also be taken in a suitcase. No detachable 
parts to become lost or mislaid. Ball and spring device.(patent applied 
for) limits movement of barrel to normal position, except when desired 
to fold gun. Now available in two weights. Light Frame in 410-12 
m/m, 14 m/m and 28 Gauge, with 22-in. Barrel, weighing about 414 
pounds. Heavy Frame in 12, 16 and 20 Gauges and 410-12 m/m, with 26- 
inch Barrel, weighing 534, to 614 pounds. Stock, fine black walnut; flex- 
ible hard rubber butt plate. Retails profitably at $12.00. Weather-proof 
carrying case $1.75 extra. Well advertised—demand already created. 
Order through your jobber. 








H&R ‘22 SINGLE SHOT” 
U.S.R.A. MODEL 


AN ARM OF PRECISION AT A MODERATE PRICE 









This improved model embodies several worthy changes suggested by 
experts of national reputation. The shape of the stock now permits 
the approved high position or grip, and the back of the stock, as well 
as the sides, is checked. 

Hammer throw is now the shortest and fastest in any American arm. 
This insures very fast lock-time and minimizes the disturbing effect 
on the entire arm at time of release. 


The cartridge head is entirely enclosed, eliminating all possibility of 
blown-out cartridge heads. An automatic ejector throws all shells 


entirely clear of the pistol. Order 

Now is the time to equip for the Winter matches and to take advan- Through 
tage of the remarkable results achieved by the U. S. R. A. Model at 

Camp Perry. ; Your Jobber 


HARRINGTON & RICHARDSON ARMS CO. 


WORCESTER, MASSACHUSETTS, U. S. A. 
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Edison MAZDA* Lamps are one of the 
EDISON MAZDA LAMPS products in which public confidence is stimu- 


GENERAL @ ELECTRIC 
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lated and consumer acceptance is maintained by 
high grade and wide spread national advertising. 











During 1930, Edison MAZDA Lamp advertising will reach a total cir- 
culation of more than 87,000,000, in such magazines as The Saturday Evening 


Post, Collier's, Ladies’ Home Journal, Good Housekeeping, and McCall's. 








A total of eight great national magazines and eighteen specialized trade magazines 
carry a sales message about Edison MAZDA Lamps into the home and the business 
office, regularly, continuously! ¢ e o. ¢ + e e 
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A product of highest quality, distributed through outstanding members of the jobbing 
business, backed by an unsurpassed research and engineering service, and .continuously kept a 
before the consumer's attention by national advertising — these factors combine to make Edison : 
MAZDA Lamps truly «The Line of Least Resistance,” the lamps that you should sell. @ ; 


*MAZDA—The mark of a research service 


EDISON MAZDA LAMPS 


GENERAL @ ELECTRIC 
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Doo-Klip Standard Grass Shear 
Retail Price, $1.50 





Youll Score the 
Winning Points 


with your customers by offering them Doo-Klips 
for the 1931 season. 


MODERN DESIGN 
PATENTED FEATURES 
VOLUME SALES 
PROTECTED PROFITS 
SALES HELPS 
FOR INDEPENDENT DEALERS 


“The Line You Want to Sell ”’ 


Doo-Klip Long 
Handle Grass Shear 
Retail Price, 82.50 DEALERS and 
Patented JOBBERS— 





Write us for 1931 sales 
and profit making prop- 
osition. 
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Retail Price, $1.50 


Reins CARLIN 










Made by The Alliance Manufacturing Co. 
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BEE-VAC 
“Chief” 
now $29.50 


Powerful suction 
cleaner. Looks and 
performs like most 
$50 machines, but 
““10- Minute Test” 
cuts the price $20. 
Guaranteed for 


TWO YEARS. 







































Sy per” 
now $492.50 


Motor-driven brush 
model—a $75 vac- 
uum cleaner, priced 
at a saving of over 
$30 by eliminating 
the paid home dem- 
onstrator. Motor 
and brush both full 
ball-bearing. 
















Reer.tes, 
BEE-VAC 


"De Luxe” 


now $39.75 


Ball-bearing, 
straight suction 
model. New selling 
plan saves you fully 
$25 because ‘10- 
Minute Test” saves 
demonstrator’ scost. 





















































Free Gift Coupons bring a complete set of $5 attachments to every buyer of 
FREE A | I ACHMENT. ew 2 BEE-VAC Cleaner, for a limited time. See big Saturday Evening Post 
advertising campaign. 


BARGAIN-DAY PUNCH 
| for Christmas Sales 


Bargain prices! Free goods! Sensational savings! That’s 
the punch BEE-VAC puts into the greatest buying 
period of the year. 






Trade leaders say the public is going to be very care- 
ful about their money this Christmas. The thriftier 
folks are, the more money BEE-VAC dealers will make. 
For we leave it to you—and you know value—if we 
haven’t built the outstanding line of the year at prices 
that undersell competition. A Two-Speed quality wash- 
er for $99.50 in addition to the leading items shown 
here . . . We leave it to you if you can’t make more 
money with volume sales and the larger discounts we 
now Offer. 




































BEE-VAC Waffle-Mold 


Chromium- plated model with 
heati ndicator. As wonderful in 
baking ability asin appearance. 
Like all BEE-VAC products, 
guaranteed against service ex- 
pense. Only $12.50. 


“De Luxe Junior”’ 


....Suction hand model elec- 

tric cleaner. A hundred uses.... 

such as furniture, drapes, auto 

upholstery, clothes. Big value 
at $13.50. 











Saturday Evening Post advertising is putting millions 
of BEE-VAC Free Gift coupons into circulation. They 
are going to influence many a Christmas purchase. Will 
they come to you to be redeemed, or go somewhere else? 
Feature BEE-VAC for the next two months in your 
windows, in your advertising, in your sales talk. It will 
PAY like nothing else can! 

If you are not now a BEE-VAC dealer, you can still 
cash in on our merchandising “scoop” by writing or 
wiring us or your jobber immediately for full facts. 
There’s still time to get your stock of BEE-WAC 


2-SPEED washers, cleaners and appliances. 


BIRTMAN ELECTRIC COMPANY 


4144 Fullerton Avenue, Chicago, Illinois 


(Also BEE-VAC Company of Canada, 
Georgetown, Ontario, Canada) 



























BEE-VAC Automatic 
Electric Iron 


Holds any degree of heat de- 
sired. Change from high heat 
for heavy ironing to low heats 


e = ” 
BEE-VAC “Super Junior’’ 
.... Motor-driven brush model 
for delicate things—at a finger’s 


in handy size. The king of all 
lightweight cleaners. Price only 
$18.50. 
FREE! ‘‘Sanitator- Blower” 
—spraying, moth-repellant and : 1 
o° touch. Chromium plated. Most 


deodorizing outfit FREE to pur- : t ) 
chasers of BEE-VAC Junior mod- beautiful, efficient iron offered 
el cleaners. today—only $6.50. 
ae 
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QUALITY PRODUCT S 


Just what dealers have 16:2° - 
been waiting for in 


BRONZE 
POWDERS 


The modern Sheffield mer- 
chandising push! A _beauti- 
fully lacquered metal revolv- 
ing Counter Display given 
FREE on _ Sheffield’s new 
Bronze Powder deal. It will 
double your sales. Prettiest 
display in the store. 


Complete Dealer’s Asst. 


89-74 ses 
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Dealer’s Complete Asst. 
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An 
immediate 
sensation! 










Slightly higher west 








Y% lb. cans, 25c sellers. 
1 Ib. cans, 75c sellers. 


10 g tubes of 






Jumbo tubes, 25c sellers. 





of the Mississippi and 
south of Tennessee. 






Why be Satisfied with 
a little profit when you 
can make a lot? 


Patching Wood offers you 
larger profits. And quicker 
sales because your customer 
gets more for his money. 
Large tube, or 4 lb. can 
retails for only 25c. Also 
nound cans. ; 








Striking lacquered hanging - or - 
standing Metal Display older 
given FREE with Dealer’s As- 
sortment. 





Women 
all want the 
new “Slide-Off”’ 


TRANSFER SETS 


All waterproof oils, and retailing at | 





only 25c the set. Easiest transfer to 
apply. Beautiful, original, colorful 
designs. With each Dealer’s Assort- 
ment, you get FREE this stunning 
Jade Green Lacquered miniature 
Breakfast Nook Bench with 33 sam- 
ples of loose leaf sets ringed to 
bench back. 


Dealer’s 4 
Complete ] 2-50 NET 


Asst. 
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Pure Oil Colors 


“Ground in Pure Linseed Oil” 


20 popular colors in ready de- 
mand among Artists, Decora- 
tors and Designers. Fine 
quality pure oil paints in tube 
lithographed in its own color. 
Only 10c. each. The large 
metal cabinet, lacquered in 
cool, inviting jade-green is a 
display of which any store 
may well be proud. You get 
it FREE with complete Deal- 
er’s Assortment. Beautiful 
Color Card is also supplied 
with this 20-compartment 
Stock-Display Cabinet. 





The low prices, big values, and up- 
to-date Sheffield merchandising dis- 
plays make Sheffield items splendid 
profit-makers. Get them from your 
jobber. Send your order TODAY. 











How Is Your Stock of: 
Sheffield Kleen-a-Brush . . 


,y 


Wf 
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Actual Size of 
Tube 


. Sheffield Com- 
bination Gold or Silver Paint, etc.? 


If you 


need more, include these on your order so you 


miss no sales. 





THE SHEFFIELD BRONZE POWDER @ STENCIL CO. 


Canadian Factory: 426 Queen St., E., Toronto 
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5817 Kinsman Road, Sheffield Bldg., Cleveland, Ohio 
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SEE THINGS AS THEY REALLY ARE- 


THROUGH THIS NEW, FLATTER GLASS 
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OU can sell it for windows of every type— 
WN ai full satisfaction to the purchaser. For it’s a 
clearer, brighter, better glass—and that’s because 
it’s flatter. The extreme waviness and streaks, the 
surface-burns you think of in sheet glass, just aren’t 
there. Pennvernon has to be flat 
and brilliant, for that’s the way it’s 
made...a new process that keeps 
the sheet absolutely perpendicu- 


lar from the very moment that it 


Pennuernon 


flat drawn 
WINDOW GLASS 


starts up out of the huge tanks of molten “metal.” 

You will have to see and examine a sheet of 
Pennvernon to realize what big selling possibilities 
it has. And it’s ready for you at the Pittsburgh Plate 
Glass Company’s warehouses—in all the leading 
cities. A new booklet about this 
new glass will be sent you, if you'll 
just write the Pittsburgh Plate 
Glass Company, Grant Building, 
Pittsburgh, Pa. 
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NY aggressive dealer can increase his 
volume and profits by handling the Speed 
Queen Washer. 


This statement is based entirely on the experi- 
ences of thousands of active Speed Queen 
dealers. The reasons, briefly, are these: 


The Speed Queen offers everything any 
woman could ask for in a washer, including 
choice of aluminum and porcelain tubs. 


The Speed Queen carries one of the strong- 
est written guarantees in the industry. 


The Speed Queen is popular-priced. 


The new “Johnson’’-powered gasoline en- 
gine model, retailing for $119.50, is unprec- 
edented for a quality-featured washer. 


The Barlow & Seelig Mfg. Company 
recognies that its dealer organization is its 
most valuable asset—and treats it accord- 
ingly. 
If you are interested in increased earnings and 
satisfied customers—you will enjoy being a 
Speed Queen dealer. Address your inquiry 
for franchise particulars to the Barlow & 
Seelig Mfg. Co., Ripon, Wisconsin. 


Aluminum Washer’ 





ELECTRIC GASOLINE ENGINE 
MODEL ie} 4 


Retails for Retai/s For 


$9950 g77950 


EAST OF ROCKIES 


STC EN 




































ae Same 


NS AS BION TE St SPILLS ALON TEE 
IS SES.” 


ERG SATE EUREKA AR aN 


Se a ee ee 


Renee ee 


ee 


weneenantdeeeen ee 








52 


HARDWARE AGE for OCTOBER 30, 1930 

















Busy wheelbarrows are a sure sign of good 
times, and a demand for more wheelbar- 
rows will be one of the first results that will 
follow the business revival now on the way. 
Bull Frog Wheelbarrows ... “Built for 
Work”... are most satisfactory barrows to 
sell because they are most satisfactory to use. 
There is a reputation back of them that 
makes the name Bull Frog the standard of 
wheelbarrow quality. Scientifically de- 


in wheelbarrows 





signed ...in a wide range of models... and 
substantially built in every detail, the Bull 
Frog line is a profitable line to handle. Your 
wholesaler will give you prices and com- 
plete information, or a post card will bring 
you a catalog describing the complete 
Bull Frog line of wheelbarrows, carts and 
scrapers for every garden, farm, mill, 
mine, construction or industrial require- 
ment. 





Bull Frog No. 64 


A long and narrow gn pe! model favored by many contractors because its 
ideal balance and ease of handling in close quarters are im 
factors. E iplaped. like all Bull Frog barrows, with the vastly 


Break” w 


= “8 


No. 6'2 Garden Barrow 

Easily a leading value among barrows of 
its type. Made of selected, seasoned stock, 
it combines great strength with light 
weight, and its large “Never-Break” wheel 
and short axle insure easy running with 
lasting rigidity. Bright red, with black 
trim. Low-priced and a ready seller. 


heel with grease pocket in hub. 


Bull Frog No. 25A-4WR 
Deservedly popular with contractors in all 
lines because it combines extraordinary 
serviceability and stamina with moderate 
cost. Seamless, rolled-rim steel tray, ele- 
vated in front by risers, handles either 
wet or dry materials; exclusive Bull Frog 
“Never-Break” wheel insures both ease 
of running and long life. 


rtant time-saving 
y superior “‘Never- 





Home Barrow No. 301 
Outstanding in its popularity for home 
and general use because of its light weight 
(only 43 pounds), compact design, and 
easy running qualities, combined with 
great strength and snappy appearance— 
and an amazingly low price. Wood parts 
bright red; tray, wheel and legs, black. 








THE TOLEDO WHEELBARROW COMPANY 


Branch Office and Warehouse - 520 West Erie Street, Chicago 


For information regarding Bull Frog products 


WHEELBARROWS 


“Built for Work’’ 


TOLEDO, OHIO 


Lal 1 





your 
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POINTS TO CONSIDER 
When You Put in a Line 


First:—Is the manufacturer capable 
of delivering a dependable product 
on time? Since 1881 Neely has been 
rendering uninterrupted service to 
industry. 
Second:—Can my stock be maintain- 
ed from a nearby source of supply? 
Ask your distributor's salesman for 
complete data on the Neely line. Dis- 
tributors all over the United States 
are co-operating with us to give you 
top service. If your distributor should 
be unable to supply you, write to us 
direct. 

Third:—Will the quality satisfy my 
trade? Service here begins with test- 
ed and proved quality in the raw 
material and continues on down to 
J the final inspection. Neely quality 
} knows no compromise. 

BE» You can build up an increasingly 
it / fy profitable business by concentra- 
ting on this line. 
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NUT & BOLT CO. 

PITTSBURGH, PA. 


BOLTS - NUTS - RIVETS - RODS +». UPSET FORGINGS 
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ROLLING MOTION 
COG GEAR. 

REQUIRES SSAZLESS : \ 

TO OPERATE HAT a difference master 
1\0 design and mechanical per- 
FOR HANDLE fection make in the daily perform- 
[PISTON ROD] VE - ance and service years of Myers 

a Pumps. 














- § 
(REVERSIBLE| JAA 
| SPOUT [ff] 


{UNION NUT 
|FOR SPOUT 


eit 


Built-in-values to give users the 
utmost in pump satisfaction—non- 
corrosive glass valve seat, easy 
operating cog gear head, adjustable 
base, extra large air chamber, full 
size cylinder, unrestricted water- 
ways—analyze them—subject them 
to severe tests—they will reveal to 
you as well as to your customers, 
who after all are the final judges, 
that more water can be pumped 
sarNie ve with less labor in a shorter time and 
2 over a longer period of years than 
INCREASED can possibly be pumped by “just 
ordinary” types of pumps. And 
a SS THEREMYERS & BRO. CO. A: as after all— 

CYLINDER 
SET LENGTH | ; in : ‘ 

PIPE —this is the quality that rings 
) true and means profitable pump 
business for progressive dealers 
(UPPER CYLINDER) Fi’ CYLINDER anywhere. If you have not already 


BRASS on BRASS DOUBLE received a copy of our No. 63 Cata- 


LINED LOWER ° 
CYLINDER @ ACTING log, there is one ready for you. 


\ FORCE Write for it today. 
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TAPPING 
1% OR 1% IN 
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THE F.E,MYERS & BIRO.¢o9. 
ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose, 
WATER SYStENs- HAYand GRAIN UNLOADING TOOLS RAPS. FACTORY and 
RAGE DOOR HANGERS- STORE LADDERS. E 
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PUBLIC PREFERENCE 
for this Nationally Advertised Product 


MAKES IT FASIER TO SELL 

















Residence of L. J. Bland 
River Oaks, Houston, 
Texas 


Chas. W. Oliver, Architect 
Glazed with 
Libbey. Owens . Ford 
Flat Drawn Sheet Glass 











P ROGRESSIVE hardware dealers know it is good business to stock 
nationally advertised products. They realize that they can cash in on 
the public preference that always exists for products of national 


reputation. 


Precisely for this reason; thousands of hardware dealers sell Libbey- 
Owens-Ford Glass—sell it exclusively. They know its higher quality 
—and the public, too, through years of advertising, has learned of its 





superiorities. 
. Hear FLOYD GIBBONS on 
You, too, can profit from this pronounced preference for Libbey. the Libbey-Owens-Ford Radio 


Owens-Ford Glass. Order it from your jobber. Insist upon Libbey. Program every Sunday Evening 
Owens-Ford “A” quality, and look for the label that appears on each at 9:30, Eastern Standard Time 
light. This label assures you of a product of highest quality —and one over Station WJZ and associ- 
which will cut your breakage losses to an absolute minimum! It is ated N. B. C. radio stations. 


truly flat, clear, and possesses a brilliant, sparkling lustre. 


Naasscounay. LIBBEY: OWENS - FORD 


TOLEDO OHIO FLAT DRAWN CLEAR SHEET GLASS 


Manufacturers also of highest quality Polished Plate Glass and Safety Glass for automobiles 


aes il a NE i Rt ts 


sanennauencusahensteamenemeneenanan 
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THERE IS A SPECIAL EGRY SYSTEM FOR HARDWARE DEALERS 








EVERY HARDWARE DEALER 
NEEDS THIS MODERN METHOD OF GUARDING PROFITS 


You know that when small leaks occur in your business, some of your legitimate profits 
disappear. There is a special Egry System designed for your business which, in preventing the 





many leaks that threaten your profits, gives you, through dependable, checkable records, a 
definite control over your sales (cash, charge, C.O.D.), stock—of every important operation. 
An Egry System will quickly pay for itself by stopping small losses, and add materially to your 





profits by increasing efficiency while reducing operating costs. A full explanation of the Egry 
System to meet your individual needs will be sent without obligation. Write for it today. 


THE EG BF secre COMPANY, DAYTON, OHIO 


Makers of the world’s finest recording Register—the EGRY COM-PAK -’ 
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| The NEW 
“DEFLEKTAIR” 


WOOD FRAME, METAL CENTER 


WINDOW VENTILATORS 


MADE IN THE FOLLOWING SIZES 
































No. Height Width—Adjustable 
63 6 inches 19 to 33 inches 
87 S * > oda / lamas 
88 os «“ 27 “ 48 “ 
Ly) i) ma wr. * 














ORDER YOUR 


Coritinontal 
VENTILATORS NOW! 


In each line of merchandise there is always 
one name that stands for quality—that domi- 
nates the field—the LEADER. 

For nearly thirty years thousands upon thou- 














And now comes “DEFLEKTAIR” the New fe Pegs, Gosemaiy acreage ele gp ree” 

; ‘ : : sands wners e thought of an 
Window Ventilator made by Continental. This asked for Continental Window Screens and 
newest ventilator with wood frames and metal Ventilators. 





center admits the maximum of fresh air, with- 
out a drop of moisture. Rain, snow, hail and 
draft are kept OUTSIDE where they belong. 
And what construction—rigid, strong, long- 
lived and attractive—a credit to every window. 








Order NOW for Fall and Winter trade and 
remember to include also whatever you need 
in the cloth style ventilators in both metal 
and wood frames. 








eee 


cataeraesthcenncet nesta sbeapuamastnrianeeneoe ee 























Continental Jobbers can ship PROMPTLY Contiuanial 
from their stock. Metal Frame Cloth Window Ventilator 


v 





























Sereen Co. 


; ' i Conti I 
Detroit Michigan Wood Frame Cloth Window Ventilator 
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During the first nine months of 1930 


Manufacturers used 7I7 more adver- 
tising pages in Hardware Age alone 
than in the other two national hard- 
ware papers combined. 





Hardware Age 2176 pages 
Publication B 399 pages 
Publication C 060 pages 


In other words— 


Almost 60% of the total advertising space in all national hardware 
papers was published in Hardware Age. 


Year after year hardware manufacturers invest the bulk of their adver- 
tising dollars in Hardware Age, thus testifying to the superior effi- 
ciency of this publication as a vehicle for their selling messages to the 
fabric of the hardware trade. 





Experienced advertisers recognize there is no substitute for ‘reader in- 
terest” expressed by voluntary paid circulation at a substantial subscrip- 
tion price. 


The subscription price of Hardware Age is $3.00 annually (ABC). 


BWwiz. a7 & BP EB. 
HARDWARE 


A. i. $ ® Charter Membe: 
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IF CLOVER PRODUCTS ARE GOOD ENOUGH FOR ADMIRAL BYRD 
THEY’RE GOOD ENOUGH FOR YOU 


Grinding and Lapping Compounds -- Abrasive Papers and Cloths 


CLOVER MFG. CO., NORWALK, CONN. 























































































































Ren SAduioul Ridard | 6. Byrd 


UAN (Retired) 


a the Sussaliin am 
of | the Byrd Plsiation [(: ae 


express to 


Clover Mf. Cc 


their enduring appreciation 
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‘Your PHOTO-ENG R AVIN cb We ( | 
IS THE BASIS FOR BEST PRINTING RESULTS 





Our many years of experience making. |", a | F 
advertising and editorial illustrations | 


lox! HARDWARE AGE and the IRON 


Ey 


AGE, especially equips us to render.an: | ; 


unusual photo-engraving service to 





manufacturers,and distributors of hard- 


ware and allied products. 


Bingham helices includes retouching 
your Cheotusragtis or ‘working direct 
from samples of your products. We i 
i produce faithfal ec in black 
_ and white or in cology, making cuts K 


| a Com catalogs, broadsides, prity ven: i 
dt il i 
i 


o's ae 






shits," 





Hie, sts th" 


alli! 


Seger: 


Ge Bighon Bo at. G Gigvaning, Gy. Ini 


239 West 39th Street, . 
News York 
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HARDWARE ITEMS IN EVERY DEPARTMENT 


IMPROVED BY BAKELITE MATERIALS 


In every department of the modern hardware store 
there are various articles that have been made bet- 
ter looking, and more serviceable through the use 
of Bakelite Materials. Handles of lustrous, stain-proof 
Bakelite Molded are used on kitchen utensils, knives, 
whisk brooms, screw drivers and drills, and also door 
knobs and drawer pulls. Brushes have bristles set in 
Bakelite Cement and ferrules of Bakelite Molded. 
Casters of all sizes are formed of Bakelite Molded, 
with treads of soft rubber. Switch and outlet plates, 
appliance plugs, and push buttons are made of the 


same material. All of these articles find a readier 
sale because Bakelite Materials have actually made 
them better. 


Bakelite Molded has found so many uses in the 
hardware field, because it is hard, strong, and has a 
color and lustrous finish that is permanent. Its high 
insulating value and superior appearance have 
made it the preferred material for all kinds of 
wiring devices. Write to us for a complete list of 
hardware items that have been improved by Bakelite 
Materials, together with a list of the manufacturers. 


BAKELITE CORPORATION, 247 Park Avenue, New York. CHICAGO OFFICE, 635 West Twenty-second Street 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario 














BAK 


REGISTERED 


“The registered Trade Mark ond Symbol shown moy be used only on products 
made from motenals manuloctured by Bakelite Corporation. Unger the copr 


B 
CO 
THE MATERIAL OF A THOUSAND USES 


LITE 


VU. ©. PAT. OFF 





to! “Bis the numerical sign for infinity, of ynlimited quantity | symbolizes the 
infinite number of present and future uses of Bakelite Corporation's products” 
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Al ways Ahead / 
\ZIG ZAG/’RULES 


Al WAYS AHEAD! Now — another startling 

improvement! Chromium plated joints — for 
longer wear — for easier operation — for improved 
looks. And to make it easy to spot the Chromium 


“Zig Zag” they are dressed up with green ends. 









Stanley “Zig Zag” Rules have always led the sales 
procession of rules. Users have learned from 
experience that the joints are stronger and 
hold the rule more rigidly when open. 
Carefully selected sticks reduce breakage. 








These latest improvements will help 
you to sell many more genuine “Zig 
Zag” Rules. Our advertising is 
telling hundreds of thousands of 
users about these new rules. 









Order a trial lot from 
your regular jobber 
eesee increase your 

sales of good rules. 








it gl cme ce ca i 
STANLEY © 
“Zig Zag” Rule No. 06 crore 406) “Zig Zag” Rule No. 106 


Yellow Enamel Finish yar a 5 : White Enamel Finish 
Chromium Plated Joints—Green Ends nae Chromium Plated Joints—Green Ends 


This label is the mark of first quality Rules 


If it’s a “Zig Zag” Rule, it’s a Stanley Rule 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS 
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TRADE 











MONEY— 


that’s what you're 
in business for! 


Anp the way to get more of your customers’ money is to 
give them more for it. 

There is a growing army of hardware dealers who have Ask vour Jobber 
found one way to do this and do it profitably. These dealers ‘ 
are offering their customers Excelsior Paint and Varnish 
brushes—brushes that, though moderate in price, have 
quality that is hard to find in many of even the most expen- 
sive makes of brushes. 

oy age moderate prices, Excelsior Brushes are made Manufactured by 
of the very finest imported Chinese bristles, set in a vise-like ° 

ily ait eibindaind Cake. Edward E. Robinson 
It is only by the unique manufacturing methods of Edward 347 West Broadway 

E. Robinson that such a price-quality combination is possible. New York City 








for prices 






















There is only one National House Furnishing Exhibit Manufacturers show complete factory displays 
ce a and endorsed by the — aS, Club In effect bringing their factories to the-buyer 
ts purpose—to promote the interests o is industry All the newest products and staple lines may be seen 







A Dealer-Manufacturer cooperative, non-profit event 7 
Its record—three pooh | previous exhibits No other showing of so many lines under one roof 
Each showing marked increase in buyer attendance Nor opportunity to learn so much in one week 
The Fourth comes January 11 to 17, 1931, Stevens Hotel, More merchandise to inspect than ever before 

Chicago. New features to help buyers added this year 
Nation's leading buyers come, not only to see Can any dealer or buyer afford to miss this 193! Exhibit 





And buy but to confer with one another. 
Held the right time, the central, convenient place 


National House Furnishing Manufacturers Association - - 


Warren Edwards, Secretary 





Write today for further information 


309 W. Washington St., Chicago, Illinois 
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Beginning November 7, Weed 
Chains will be advertised over 
the Columbia Broadcasting Sys- 
tem radio hook-up, every Friday 
evening at 8:30 Eastern, and 7:30 
Central Standard Time. This is 
only one feature of the strong- 
est, most aggressive advertising 
campaign ever launched to help 
dealers sell more Weed Chains. 
Get back of Weeds and Weed 
Americans, the most profitable 
and most necessary of accessories. 











The new 


WEED AMERICAN 
TIRE CHAIN 


supreme 








Reinforcing bars of steel, elec- 
trically we across the con- 
tact links, where the wear 
comes, andcase-hardened with 
the cross links, under the 
Weed process. 


Electrically welded side chains 
are much stronger and non- 
kinking, and take up less room 
when inside the car. 


New Weed connecting hook— 
easy to adjust, quick-acting, 
positive locking. Connecting 
hooks are red, stamped with 
name Weed. Cross chains are 
brass, side chains gray gal- 
vanized. 


























A PRovuct oF THE 
AMERICAN 
CHAIN COMPANY. inc 
in business 


forYour Safety 








OU CAN recommend these 
chains to your hest friends 
and customers—safe in the 
knowledge that they will thank 
you every time they use them. 


This is the modern tire chain, 
designed and built for modern 
cars and modern roads. No 
other tire chain can compare 
with it in gripping power. No 
other tire chain can compare 
with it in mileage. 


Only the Weed American has 


the reinforcing bars of hard- 
ened steel across the contact 


Only the Weed American has 
this new quick-acting, positive- 
locking connecting hook. 


The Weed American also has 


the better electrically welded, 
non-kinking side chain. 


Perfected by Weed Tire Chain 
Endorsed by over 


307,000 users. A product of 


AMERICAN CHAIN COMPANY, Inc., Bridgeport, Connecticut 
World’s Largest Manufacturer of Welded & Weldless Chains for all Purposes 
District Sales Offices: Boston, Chicago, New York, Philadelphia, 


Pittsburgh, San Francisco 


In Canada: Dominion Chain Company, Limited, Niagara Falls, Ontario 
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A Tested Tool 


from 














[i is fair to assert that no i 
twist drills in your stock 
receive a more rigorous series of 





tests and inspections than the ones 


bearin?, the trade mark MORSE. 





Morse testing, does not show up 
on the counter, but it shows it- 
self plainly enough in the repeat 
orders and increased: Zood will 
which MORSE Drills produce 


for the dealer who sells them. 


MOR Skt 


TWIST DRILL & MACHINE COMPANY | 


NEW BEDFORD , MASS.,U.S.A. 


ELI NEE Tita Cag ORS TRON RD ta cae nee AIS 
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“ATLAS TACKS point 


to bigger sales for you” 


You can have Atlas Tacks and Small Nails to 


meet the needs of any type of customer. 


A complete line is available in both quality 


and price range. 


Atlas Tacks and Small Nails are clean cut, 
sharp, serviceable items that will please your 


customers... and bring them back for more. 


Leading jobbers handle the Atlas Line... it 
will pay you to specify them by name in your 


orders. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. 


ST. LOUIS, MO. iy \ 
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a (CHICAGO a A world-wide and increasing de- 
SPRI NG HING ES mand for Chicago Spring Hinges 


indicates a general recognition of 
their quality and value by Archi- 


ie | tects, Contractors and Dealers. 
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Triplex 
Spring Hinge 


Send for 
New Catalogue No. K47 





Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
U. S. A. 
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Why SILVER LAKE SASH CORD Lasts Longer 


Made of 100% long staple cotton. It is tightly braided and pre-stretched. 
Has no false core to disintegrate or rot away. Diameters are uniform 
and a special finish makes for better flexing over window pulleys. 


And, with all the advantages, it costs but a few cents more 
per window. <---~...4_“_-~__-....- ~~... Write for details. 


SILVER LAKE COMPANY 
Newtonville, Massachusetts 


LOOK FOR THE NAME - 
STAMPED ON EVERY | Yer ra) a* 









| 












FOOT OF CORD 
|) “a 
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Swift Cutter Scythes 





The Genuine Little Giant Scythes. The All-Day-Edge Our Swift Cutter Scythes are as good as can be made 
Kind. Imitated but Never Equalled. of one-piece steel. 


BUYERS: Even though you buy scythes from some other manufac- 
turer, tell your salesmen not to refuse orders for the FAMOUS ALL-DAY- 


EDGE SCYTHES, made only by the NORTH WAYNE TOOL COM- 
PANY, for we will supply you with one dozen or one thousand dozen. 


NORTH WAYNE TOOL CO., Oakland, Maine 


GENERAL SALES OFFICE : 6331-6351 Tireman Avenue . Detroit, Mich. 
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Gray-Wick 
Wire Cloth 





WEAVING WIRE CLOTH 


Weaving is the final stage in the making of fine Wire 
Screen Cloth. This photo shows one of our giant 
Looms in operation. An automatic shuttle carries the 
cross wires back and forth through the lengthwise wires, 
to form a perfect mesh. 


12 Mesh, No. 33 gauge each way 

14 Wesh, No. 33 gauge each way 

16 Mesh, No. 33 gauge filler 
No. 34 gauge warp 

18 Mesh, No. 34 gauge each way 


Our Other Brands of Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 




















Made RUST-RESISTING 
With COPPER BEARING Steel 


Wickwire GRAY-WICK Screen Wire 
Cloth is made to resist rust. The wire used 
is drawn from Open Hearth Copper Bear- 
ing Steel which tests have proved to be far 
more rust-resisting than ordinary steel 
wire. This wire is also drawn one-quarter 
gauge OVERSIZE. 


In GRAY-WICK the electro plating is of 
8 to 10% Zinc Coating, enameled with a 
heavy coat of White Transparent Varnish 
—a double protection against corrosion. 


Every operation from raw material to fin- 
ished product is controlled by us in our 
own plants. 


GRAY-WICK is one of the most popular 
and best-selling Screen Cloths on the mar- 
ket. Made in all widths in even inches 
from 18” to 48” inclusive, double selvage. 
Extra wide widths, 54” and 60”. 
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Never-Stain Carver Special 


Blades are in the popular 8 inch length, forged from 
Sterling quality stainless steel. Matched handles. 
Nickel-silver ferrules. 


SET NO. 1. Genuine black stag handles. 








Fifty Cents is doing 
a lot more work this year’ 


SET NO. 2. Genuine black stag handles. 


The Household Blue Streak Can Open- 
ing Machine—for years the fastest 
selling 50c. Can Opener—now wears a : 
big, bright colored wooden handle in | SET NO. 3. Genuine stag handles, finished in natural color. 


place of the metal thumb piece. It is 
a decided improvement—opens cans 
50% easier and quicker. 


Same retail price—50c.—same cost to 





= Table Model SET NO. 4. Genuine natural stag. 
+ Master Blue Streak | 
retails at two-dol- 
lars. A proven 
® seller! The lead- 
f ing quality can 
opening machine. 


SET NO. 5. Genuine black horn handles. 


The Wall Bracket Model 
is a popular number because 
it can easily be attached at 
a convenient working height 
in the kitchen. Completely 
equipped with screws ready 
for easy installation. 


Ask Your Jobber for It 
SET NO. 6. Indestructible black stag handles. Yankee bolsters. 


The Turner & Seymour Mfg. Co. The six sets, each in cloth-lined dome display box, are 


packed as an assortment. 


TORRINGTON, CONNECTICUT - THE ONTARIO KNIFE CO., Frankilinville, N. Y. 
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Sectional 
View of 
Pail 





Each tiny pore is sealed 
by infusion with a spe- 
cial solution making In- 
durated ALMO Ware 
absolutely liquid tight 
and easy to clean. 





Fibre Pails 
Mahogany Finish 


Genuine 





As a rule the leading concerns in every industry 
demand and use the best products obtainable for 
the purpose intended. 


Here are a few of the many well-known com- 
panies who use ALMO Fibre Ware for handling 
acids, dyes, chemicals, and all liquids: The Amer- 
ican Beet Sugar Co., New York Edison Co., New 
York Telephone Co., E. I. Du Pont de Nemours 
Co., Western Electric Co., Eastman Kodak Co., 
U. S. Metal Refining Co., Pennsylvania R. R. Co., 
N. Y. Central R. R., Interborough Rapid Transit 
Co., Manhattan Print Works, Standard Oil Co. of 
New York, Oriental Silk Printing Co., and almost 
all Penal Institutions. 


ALMO Industrial Fibre Ware is made from gen- 
uine Wood Pulp—not waste paper. It is water- 
proof, seamless, odorless, ‘and stainless. Sales con- 
stantly increasing. Good profit. 
JOBBERS—Write for our in- 
teresting proposition. 
DEALERS—Write your job- 
ber. If he cannot supply you, 
then write to us and mention 
his name. 


Almo Trading & Importing 
Co., Ine. 
61 East 11th St. 





Fibre 
Funnels 


New York 





Fibre Spittoons 


—— en 














Jobbers Find DUX Dishmops 
Big Steady REPEAT Sellers 


used every day—every housewife 
needs one or more. 
TRACE MARK REGO 


And it’s the house- 











wives who see and buy 
DUX Dishmops at Re- DISHMOPS 
tail Hardware Stores. with Colored 
Handles 
That’ hy Retail 
at’s why Retailers 15¢ 


find DUX Dishmops : 
one of the fastest sell- A 

ing, most profitable : SS 

little | Housefurnishing a FREE 
items they ever stocked -_ Sampl e 


The rapid turnover keeps Retailers 


constantly ordering DUX Dishmops to any 
from their Jobbers. One Jobber s 
repeated 15 times within 9 months a, Jobber 
\%. 
Sd, 


Here’s Proof From 
MASBACK HARDWARE CoO. 
New York City 


Dux Dishmop Company, 
Mount Vernon, N. Y. 
At your request | just checked over with Mr. Jones, our 
Housefurnishing Buyer, the data you requested regarding 
the Dux Dishmop. 
He tells me our initial order was placed for 6 gross 
mops on March 27, 1929, and since that time we have 
repeated 15 times, some orders totaling 9 gross. 
This is unqualified. testimony to the practical merits of 
Dux, and its obvious salability. Certainly our dealers are 
finding it a profitable, quick moving item. 

Cordially yours, 

(Signed) E. R. Masback, President. 


This FREE Metal 
Display Stand Helps 
Jobbers Get Retailer Orders 


It’s one of those FREE inducement 
offers that .no modern Retailer is 
going to pass up, especially when he 
has only to place an order for three 
dozen DUX Dishmops to get a Dis- 
play Stand 

And as soon as DUX Dishmops are 
displayed—it's just one sale after an- 
other for Dealers and one repeat 
after another for Jobbers. 

You can offer Retailers one 
dozen of a color, or assorted 
colors as they prefer. The 
handles are beautifully lac- 


Feb. 13, 1930. 















| 
| 
Fibre Measures 


quered in blue, green, yellow 
; "ae pee 

JOBBERS send f 
prices 

DEALERS ask your 





r SAMPLE MOP and 





obber to supply you 


'DUX DISHMOP COMPANY. 


55 North Second Ave. 


Mount Vernon, N. Y. 
Western Office: 519 Call Bldg., San Francisco, Cal. 
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THE ELASTIC TIP COMPANY 
@ | RUBBER GOODS AND SPECIALTIES 2 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 


370 ATLANTIC AVE., : 


FAST SELLING TIPS FOR ALL PURPOSES 





BOSTON, 





¢ et 
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Drain Pipe Cleaner 


The Strongest and Best 


For the stubborn stoppages in 
pipes and drains, have 
DESOLVO ready. Quick, easy 
to use and always reliable. 

Get that extra profit and that 
new satisfied customer. This 
new popular price can will 
do it. There is only one 
DESOLVO— refuse substitutes. 


Order From Your Jobber 


Manufactured by 


THE CHAMBERLAIN COMPANY, Pittsburgh, Pa. 














Big Sellers for oto Trade 


Our Catalog shows 
14 different kinds of 
Chime Toys that are 
exceedingly popular 
around the holidays. 
Also many other 
fast selling Toys for 
children. Send for 
catalog and prices. 


The N. N. Hill Brass Co. 
Manufacturers of Bells and Toys 
33 Skinner St. 
EAST HAMPTON, CONN. 








QUALITY-BUILT 
STEEL PULLEYS 


TACKLE or AWNING PUL- 
LEYS IN A VARIETY OF 
SIZES — GALVANIZED 
FINISH 
Superior in every way to cast 
iron pulleys. Sold at equal 

or lower prices. 
See your jobber or write direct 
for prices and information. 


Jobber’s inquiries invited. 
és Hart & Cooley Mfg. Co. 


eben, 


Successors to Federal Mfg. Oo. 
61 W. Kinzie Street, Chicago 
Factory—Holland, Michigan 





Profit makers all the year round 


™ VOLLRATH 
VITALIZER 


for gas and electric refrigerators 


and Vollrath Covered Jugs, Refrig« 
erator Dishes, and Water Cooler. Every woman now 
wants modern refrigerator equipment. 


Write for complete information 


THE VOLLRATH CO. /Est. 1874} SHEBOYGAN, WIS. 











Sales building features 
backed up by prices. A 
real turnover line. 

Write for cata- 

log and new 

prices. 


canning 
cla.t 


UNION STEEL PRODUCTS CO. 
ALBION, MICHIGAN 








Makes soder 

self-fluxing, adheres 

readily to the surface, 

and assures secure electri- 

cal and mechanical joints. 
Never corrodes work. 

Sizes: 2 oz., 4 oz., Ib. and 5 Ib. tins. 

Also 2 oz, tubes and in bulk sizes. Ap- 

proved by National Board of Under- 

writers. Keep stocked. cae through 
Jobbers. Full sized can FREE 


L. B. Allen Co., Inc. 


6732 Bryn Mawr Ave., Chicago, Ill. 
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HERE’S a leader 


for your Toy Department 
that will MOVE 


GIANT ROLLER COASTER 


New simplicity of action—New 
durability—New bright ane DD DO 
New educational feature — New —— 
fun—New and greater value at the 
New Price. 
Forty-two inches long; four-color finish—red, green, 
— and black. Comes complete in gaily colored box. 


+ « - of course it will sell at this new low price 
of $2.50. How many shall we send you? 


THE CONESTOGA CORPORATION 


Main Office and Factory, BETHLEHEM, PA., U. S. A. 
Export Dept. 
Office No. 605, 
130 Pearl St., 
New York City 


RETAIL 


Permanent Showroom 


Room 461, Fifth Ave. Bldg. 
New York City 


Many Hunters Will 


Pyramids Your Sales 


Hoppe’s Gun Cleaning Packs are big sellers for hunting trips. 
handy to carry, needed for proper care of the gun. Display them prominently, with 
Contents: Famous Hoppe’s Solvent No. 9, Hoppe’s Lubricating Oil, 
Hoppe’s Gun Grease, some cleaning patches. Best known, best liked, strongly adver- 
tised. Necessary no matter what ammunition is used. Sold by all jobbers. 


FRANK A. HOPPE, Inc., 2314-H N. Eighth St., Philadelphia, Pa. 





The Kenton Hardware Company 


Buy a Dollar Pack 








Bought in a jiffy, 








Set Aerials 


A Real Builder —— 


Of Profits and Good Will 


The Jaeger Concrete Mixer—miniature road builder 
that works just like the real thing. A Kentontoy 
that every young engineer will want as soon as he sees 
it. Attractively colored. Sturdily built of cast iron. 
Priced low for quick sale. Send for catalog on the 
entire Kenton line. 


atid ee 














Kenton, Ohio 
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A Good Winter Item 
BLUE BIRD Indoor Clothes Reel, 


with 30 feet of line, will make a 
live suggestion to housewives. In- 
door drying is necessary, and no 
reel meets this requirement better 
than BLUE BIRD. Strongly built, 
finished in many colors, packed 
in separate carton. Write for 
y prices. 

Chicago Salesroom, 1498 Merchandise Mart. 


PATENT NOVELTY COMPANY 


wvvywewyeyeewewe wwe wv —————SS} 
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FULL ON LIN 


FULTON ILLINOIS In 











LAMPS 


Licensed Under General Electric Company’s 
Incandescent Lamp Patents 
Sylvania Lamps and Radio Tubes. 
Both of Emporium, Pennsylvania. 
Both are builders of consistent 
profit. Write for details about 


them. 
Sylvania, 
RADIO TUBES 


Licensed Under Radio Tube Patents of 
General Electric Co., Westinghouse Electric 
& Mfg. Co. and Radio Corp. of America. 
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The Fastest Selling 
Scissor Brand | 


Helps Dealers make more 
sales and greater profits 


Our large production enables 
us to offer low-priced and 
medium-priced, strong and 
durable Scissors and Shears 
that cut easily, meet compe- 
tition, and give good satis- 
faction. 

Cast, open-hearth and forged 
steel grades. 

Complete range of patterns 
and sizes to retail profitably 
at 10 cents to 50 cents. 


Send for Catalog No. D-118 
and Price Sheet. 


This catalog illustrates and 
describes our complete line. 


EVERSHARP SHEAR CO. 
100-800 Hicks Street 
Bridgeport 








Lots of Your Customers 
need 


A Handy Capping Tool 
ke this 


ALL STEEL 


BOTTLE CAPPER 


Display Pyramid Bottle Cappers in their colorful, individual 
cartons. You'll find they bring you many profitable sales be- 
cause the Pyramid is such a handy, convenient tool it prac- 
tically sells itself. Write for our special offer on a trial order 
of one dozen and see for yourself what a splendid seller the 
Pyramid Capper is. Handsome display cartons included free 
with every order. 


CROWN CORK & SEAL CO., BALTIMORE, MD. 
World’s Largest Makers of Bottle Caps 























“Gem leads . . . because Gem deserves leadership 


Never a Down Trend 
in Gem Sales—because: 


There has never been a down trend in And back of Gem a nation 

Gem Quality or Workmanship. Every wide advertising campaign 

Gem is Pre-Tested . . . has a correctly that is reaching about 

curved cutting edge that won't lose its everbody. 

‘“*bite’’ . . . compact enough for the 

smallest pocket or purse. Then . . . to help you 
cash in quick, a Hand- 
some Gem Counter Sales 
Display Card that carries 
its own stock . .. does 
its own selling. 


Gem and Gem Jr. Nail 
Clippers are individually 
wrapped in Du Pont Cello- 
phane to keep clean, sani- 
tary and prevent spoilage. 


t \ Gem 
4 it i ih ( 50 cents 
ii hy pet 


Put One or More of These Smart Dis- C J 
plays on Your Counter... Then Watch ~ aor ~iesa 
Them Go. Your Jobber Will Supply 35 Cents 
You. 


The H. C. Cook Company, Ansonia, Conn. 








OAFETY 
Pash Button Knife 


No Breakingo 
No renting of 


CHRADE 


<—__Safet 
Lock” 


Push the button and the blade opens 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


reaoe FVERLASTINGLY SHARP sam 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of « complete line 
of Schrade regular type pocket knives. 
Send for Catalog F. Factories: Walden, N. Y.—Middletown, N. Y 
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Home Grinding of 
Coffee and 


PRR Grain 


Lovers of good coffee insist on 
having an efficient Arcade Crys- 
tal Grinder in their homes. 



















The oil in the freshly ground 
coffee provides far more delicate 
flavor to the coffee if used im- 
mediately after grinding. The 
Arcade Crystal Mill grinds accu- 
rately, quickly, and to any degree 
of fineness required. 


Provides 
a Better 


Flavor to the Beverage 


and a 


Greater Wholesomeness 


to Breads 


Flour made and 
freshly ground from 
an Arcade Flour Mill 
has a far’ superior 
quality for the making 
of pastry and bread. 
The bread made in 
this way has more 
nutriment value. Doc- 
tors recommend it. 





» 
Good Housenceping 
So, ° Institute os 
HOUSEKEEPING MACE 





Write for our Catalog 


Ask Your Jobber for Prices 


’ HRRDWRARE 
ARCABE *“*ravs 
ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 


BRANCH OFFICES REPRESENTATIVES 
New York Dallas J. T. Rowntree, Inc. 
200 Fif.h Avenue D. D. Otstott San Francisco Portland 
Chicago ne. os Angeles Seattle 
853 W. Randolph St. Santa Fe Bldg. Salt Lake City Denver 


Pin Jumbler 
6xtruded Brass 





PADLOCKS 














A word of warning to the customer who 
says, “Oh, I only want a cheap lock,” 
will often sell one of these dependably 
secure Eagle Padlocks of solid extruded 
brass. 


Such a sale is doubly worth while. It 
means a surely satisfied customer and a 
more profitable profit for you. 


There are 6 sizes and key changes are 
practically unlimited. The shackles 
are in two styles—brass or hardened 
steel, 


The Eagle Quality Line 


Night Latches Store Door Sets 


Trunk Locks Padlocks 
Front Door Sets Wood Screws 
Cabinet Locks Stove Bolts 





EAGLE LOCK CO, 


26 Warren Street ew York 


Bronch Offices: 
521 Comnerce St. 177-179 N.Fronklin St. 114 Bedford St 
Philodetanio, Pa. Chicogo. Ill. Boston, Maso 
Works ot Terryville, Conn. 
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Known toAll Tool Users 


| “Cleveland” Grindstones are easy to sell be- 
| cause they are favorably known to all tool 
users. These famous grindstones have de- 
monstrated their real worth to farmers, me- 
chanics and home owners for the past 85 
years. .. The two 


“CLEVELAND” 


Grindstones 


illustrated below are exceedingly popular 
with the farm trade. The STERLING is a 
foot power grinder noted for easy operation 
and wonderful grit. Used by thousands of 
farmers. 


The HARVEST KING is a power grindstone 
which is just right for modern farm tools and 
implements. A big seller in sections where 
power is available. The big “Cleveland” line 
includes patterns for every requirement. Send 
for details. 


THE CLEVELAND QUARRIES COMPANY 
Cleveland, Ohio 


28 West Broadway, New York 
Lombard & Co., Inc., Boston, Mass. 
New England Agency 

















For Farm Use 










For Foot eNELa, with 
Power O4 hy ° Gas Engine 
Operation ronal ann y Electric 

A) ) 
















Was 
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WN 


\ 
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STERLING 


Substantial, light running, 
mounted with a “Cleveland” 
Grindstone, genuine Berea grit, HARVEST KING 
which we alone manufacture. 19” 

Frame of h angle steel 
to 22” in diameter, 134” to 2%4” 1%” x “i%" & 367,» strongly 
thick. Frame can be set up in — Se = nord 

vee : : standar ig! grade _ select 
o My merely by manipuisting “Cleveland” Grindstone. Shipped 
one bolt. Shipped knocked down folded complete, stone crated 
and crated. separately to save freight. 


















EDLUND 


CAN OPENER 








The Edlund Junior 
shown here is a house- 
hold size. A guaranteed, 
_ quality article — outstanding 
among can openers. Complete line 
includes other types and sizes. 





EGG BEATER 


Another guaranteed 
Edlund product. Un- 
usually strong and at- 
tractive. Beats quickly— 
smooth running. A qual- 
ity item at a popular 
price. 


a 


From Your Jobber or Direct 
EDLUND COMPANY 


Burlington, Vermont 





(N)) 




















5 
MADE SHARP AND STAY SHARP 


WILL MAKE YOUR 
CUTLERY COUNTER PROFITABLE 


cor 80 years the finest knives made for-«many trades—manual train- 
irig school and kitchen use, and here’s why !—Bvery blade specially 
processed steel—Every knife hand honed—Every knife Stays Sharp— 
Every handle well proportioned, a perfect fit for the hand. 








Bee onc 
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5, Shirt Cattors and Pattern. Makers Handles ind Blades * 
























R. MURPHY KNIVES made and sold for 80 years. 
lists and illustrates them all. 


Our catalog 


Write for your copy and prices today. 


ROBERT MURPHY’S SONS CO. 


Ayer, Massachusetts Established 1850 
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MODERNISTIC 


7 ; 
Five exclusive Modernistic designs by Russwin are c € q t | O N S 


shown on this page. The illustrations are about one 

third size. Russwin, acknowledged originator of dis- + A R D WA R : + 
tinctive Modernistic hardware of the finest metals 

(Bronze or Brass), is constantly adding to its line, thus 

keeping pace with all that is new and authentic in b y R U S S \/ | N 
architectural thought and design. Russell & Erwin 

Manufacturing Company (The American Hardware 


Corporation, Successor), New Britain, Connecticut 


—New York, Chicago, London. 





ool 





For the architect’s convenience, 
Russwin Hardware is illustrated 
and described in Sweet’s Cata- 
logue— pages C-3137; C-3216. 








UsswIN 


a’ DISTINCTIVE 'N 
HARDWARE 


Hardware that lasts ~ Base Metals of Bronze or Brass 





Atmos si 
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According to the Service Required 


SAMSON SPOT CORD 


SS. ‘ ae: si 
A Sa ee am, ae asa ee ee 
¢ a 2S i, on, te ae he ty = Pn i eG Sg 
1A 





fe 


TRADE MARK REG. U. S. PAT. OFF. 


vacausox’ == Made of fine plied yarn and guaranteed free from flaws. 
For use in the best class of work. Will last.at least a genera- 
tion and is the most durable for any class of work. 


Je) 5 (@) ANI DG @O) 00) 


Sg Ore” Cg ne S. 
PPE EPL Oe On me OE 


Made of yarn not quite as fine. A smooth firmly braided 
cord, very serviceable for ordinary work, and for many pur- 
poses “good enough”. 


SACHEM CORD 


——> SF. 3, ie, ne” ¥ Se es 
PF oe 


a A 


Made of coarser yarn but not Roving. A cord we are not 
ashamed to manufacture for use where first cost is the main 


Preset te(aa-tecelee 


There IS a difference in Sash Cord”’ 


HESE brands, which have We also make Clothes Lines, 

along established manu- Small Lines and Braided Cot- 
facturer’s reputation behind — ton Cord up to 1 inch diame- 
them, save you from com-_ tter for all purposes; also 
et leee- tele Cejarurciceetaey Glazed Cotton Twines. 


Send for catalogues, samples and information to help sales 


SAMSON CORDAGE WORKS, 89 BROAD ST., BOSTON, MASS. 
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A good many dealers are selling 
Forstner Auger Bits in sets of 9, 11, and 
17, instead of one or two at a time, and 
profiting greatly by doing so. 

It’s easy to sell them in sets, because 
every woodworker needs the entire set 
in his work and will buy it readily if 
you show him the advantages of keep- 
ing the bits in a handy, compact case, 
each size in its proper place—always 
convenient and ready for use. 


Forstner Auger Bits are unlike all 


FORSTNER 


Labor Saving Auger Bit 
























Why Not Sell Them In Sets? 


others. They cut from the outer rim. 
Will bore any arc of a circle in any di- 
rection. The entire surface is at work 
all the time, no jagged ends; every part 
of the work is smooth and polished, 
regardless of the grain or knots in the 
wood. 


Used for such work as core boxes, fine 
and delicate patterns, veneers, screen 
work, scalloping, fancy scroll twist 
columns, newels, ribbon molding and 
mortising. 


The Progressive Mfg. Co. 


Torrington, Conn., U. S. A. 


Sold by 
Leading 
Jobbers 











Send for 
Catalog 
and Discounts 














Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 
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New Plan of Identified Brushes 
Increases Paint Department Profits 


Now customers can choose the right brush for each job Wuanrtwe 
without any wasted time on their part or the clerk's. Now WAN 
they can get satisfactory results from their painting 


work and encouragement enough to tackle new jobs i’ /- 
which otherwise would be left undone. BRUSHES 


And what does this mean for you, Mr. Dealer? Just 
this! Whiting-Adams brushes for paint, varnish and enamel are 
packed in separate display cartons which identify the particular 
brush and illustrate its use. You save time, sell superior brushes, 
make greater brush profits, and sell more paint because good 
brushes stimulate paint sales. 


National advertising is telling consumers about this new 
method of identifying brushes. A full page advertisement 
appears in the September issue of Popular Science 
Monthly—out August 2. There are other points in the 
story of Whiting-Adams identified brushes that will 
interest you. Send for complete information. There 

is no obligation. Just give your name and address 

and mention the source of your brush supply. 


WHITING 
y ADAMS 


COMPANY 


690-710 HARRISON AVE. 
BOSTON, MASSACHUSETTS 


rae ‘I PA) BRUSH MAKERS TO THE PAINT INDUSTRY SINCE 1808 
~ ‘— = 
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Bethlehem Bolts and Nuts are 
carefully inspected, and come 
to you in strong, neat packages. 


satisfied customers 


Nothing has contributed more 
to the success of Bethlehem Bolts 
and Nuts than their uniformity, 
their unvaryingly high quality. 


Bethlehem Bolts and Nuts are 
a product of Bethlehem Steel 
Company. Every step in their 
manufacture, from the mining of 
the ore, through the process of 
making the steel, rolling the bar, 
forming the bolt and the nut, 
threading, sorting, packing, is 
carried out within the Bethlehem 
organization, under the skilled 
supervision of men familiar with 
every phase of bolt manufacture. 
They are so good that a produc- 
tion of millions of pieces each day 
is necessary to meet the demand. 


Sell the bolt with 
the ‘A’ on the head 
—you will make 





Look for the “A” 

= — ‘ar a Bothle- 
em It is your 

means . identifica- 

tion of these good 

bolts. 


Naturally this company is 
anxious to have these products 
readily identified. So an “A” is 
stamped on the head of every 
Bethlehem Bolt. The “A” is a 
mark of quality as well as a means 
of identification. Sell the bolt 
with the “A” on the head. You 
will make satisfied customers and 
lay the foundation for future 
orders. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, 
Baltimore, Washington, Atlanta, Pittsburgh, 
Buffalo, Cleveland, Cincinnati, Detroit, Chicago, 
St. Louis 
Pacific Coast Distributor: Pacific Coast Steel 
Corporation, San Francisco, Los Angeles, Portland, 
Seattle, Honolulu 
Export Distributor: Bethlehem Steel Export 
Corporation, 25 Broadway, New York City 


BETHLEHEM 


BOLTS anD NUTS 








| 8 
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STERLING 


POULTRY FENCES 
WILL BRING MORE 
15) OL) On) Dee Om (0) OR, 


HE STERLING Line of Poultry Fences will 

bring you maximum profits on poultry fence 

sales. There is a STERLING Fence for every 
requirement — designed and fabricated to give 
better service and satisfaction. Specifications of 
every STERLING Fence combine strength and effec- 
tiveness with economy — resulting in exceptional 
values at attractive prices. 


Increase your fence sales — and your profit — 
this year with the STERLING Line of Poultry Fence. 


A Complete Line 


The Northwestern Barb Wire Company are fabrica- 
tors of — 
Straight Line Combination Netting 


Straight Line Netting Poultry Fence 
Field Fence Corn Cribs 


Ornamental Lawn 
Fence 


Ornamental Gates 
Farm Gates 


Red Head — Gold 
Band (Spiral 
Wrapped) Bale Ties 
Barb Wire 
Smooth Wire 
Nails 


Dillon Combination 
Hoist and Fence 
Stretcher 


for complete information and prices on 
See Your Jobber tr: SteRuine Line ov write direct 


Sinee 1879 


Northwestern Barb Wire Co.. sTERLING. ILLINOIS 
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Here’s A 
Level I Can 
DependOn 


“CONCENTRATE ON QUALITY” 


A level is a precision tool. It must have accuracy and high quality construction. 


The dealer or jobber who encourages the sale of low priced levels of questionable accuracy 
is fooling nobody but himself. EMPIRE LEVELS are of the finest quality. They are 
extremely reliable and accurate. The interchangeable vial case (patented) construction gives these 
levels a range of usefulness possessed by no other level. And above all, they are saleable—the 
fastest selling level made—because the workman simply must have quality in his level. 


Dealers who are not selling Empire Levels are rowing against the current. 


Empire Level Mfg. Co., Milwaukee, Wis. 
Manufacturers of Quality Levels, Tool Bags and Plasterers Tools. 


~~ 
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30th Annual 
Hardware and Housefurnishing Exhibit 


The Pennsylvania and Atlantic 


Seaboard Hardware Association, Inc. 


610 Wesley Bldg., 17th and Arch Streets — 
PHILADELPHIA, PA. 


MR. MANUFACTURER 
MR. JOBBER 


MR. SALES AGENT 


YOU ARE INTERESTED IN MAKING MORE SALES 
TO HARDWARE STORES IN PENNSYLVANIA, NEW JERSEY, MARYLAND, 
DELAWARE AND THE DISTRICT OF COLUMBIA, AREN'T YOU? 


80% OF ALL THE DEALERS IN THIS TERRITORY 
WILL SPEND ONE DAY OR MORE AT OUR 30TH ANNUAL CONVENTION 
AND EXHIBITION, PHILADELPHIA COMMERCIAL MUSEUM, FEBRUARY 


10, 11, 12 AND 13, 1931. IN ADDITJON TO THESE LIVE DEAE- 


ERS, 50,000 CONSUMERS OR USERS WILL SEE YOUR LINE. 


WHERE AND HOW, AT SO LITTLE COST, CAN 
YOU MEET SO MANY PROSPECTS? WRITE US FOR FULL INFORMA- 
TION. 
THE PENNSYLVANIA AND ATLANTIC SEABOARD 
HARDWARE ASSOCIATION, INC. 
610 WESLEY BUILDING, 


PHILADELPHIA, PA. 





30th ANNUAL CONVENTION AND EXHIBITION 
Commercial Museum, Philadelphia, Pa., February 10, 11, 12,13, 1931 
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As Strong as an Ox! 
—Profitable to Sell— 


Each TUCKER’WAY Folding Chair is a veritable 
Samson. Each is strong enough to hold the heaviest 
heavyweight. In a recent test it held 7 anvils weighing 
720 Ibs. and didn’t whimper. 

These chairs are easy to open—easy to close—EASE-y 
to sit in—stack as easily as pancakes—and are easy to sell. 
Made of wood throughout, waterproof varnished—may be 
left out in the rain—won’t turn white, rust or warp. 


Well Built 
Won’t Tilt 


Made in regular juvenile sizes, in 
natural (Beech) or Walnut finish, 
red, green, orange, blue or black. 
Sold singly or in sections. 


Send for Samples and Catalog! 


Test their strength. (No free samples. May be re- 
turned or kept as part of order.) Write for catalog 
of entire line of PEERLESS Folding Furniture. 


Order from nearest representative 


L. T. Decker, 7429 Jeffery Ave., 
Chicago, Ill. 
H. S. Cleveland Co., 115 S. E. 4th St., 
Minneapolis, Minn. 
A. Darusmont, Jr. 49 Central Ave., 
Cincinnati, Ohio 
M. W. Mitchell, 119 S. Queen St., 
York, Penn. 
Alden Glaze & Co., 121 Second St., 
San Francisco, Cal. 
L. W. Clarke, 1140 Broadway, 
New York City 
C. J. Smeltzer, 437 Gladstone 
Ave., Toronto, Ont., Canada . 
E. L. Roach & Co., Ine., 216 
Chestnut St., Philadelphia, Pa. 
C. J. Cheeseman, Clarkston, 
h. 


Mich. 
TUCKER 
Duck & Rubber Co. 


Fort Smith, 
8 Arkansas 
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ATKINS 


FAMOUS SELLING 
REASONS 


I © 73 Years ExperIENCE—as manu- 
facturers of high quality saws. 


2e¢Tue Best MatTerRIAL—SILVER 
STEEL, Atkins’ exclusive formula. 


3 ¢ Untrorm TemPpeR—no soft or hard 
spots, hold their tension. 


4 ¢ Perrect WorKMANSHIP—the best 
brains, skill and money can pro- 
duce. 


& ¢ Exc.iustve Features—in both de- 
sign and finish are exclusive with 


Atkins. 


6 ¢ Erricrency—cuts faster because of 
sharp, correct shaped teeth and 
grinding. 

7 eLone Lastinc—Si.ver STEEL 
lasts longer than ordinary saw steel. 


Se Usen Prorectep—every Atkins 
product has the maker’s name 
clearly etched on the blade and isa 
positive guarantee of satisfaction. 





®e¢Sreapy Demanp—resale value of 
Atkins Saws is greater than just 
ordinary saws. 


10¢ Distrisution—Service Plants: 
Atlanta, Chicago, Memphis, New 
Orleans, New York, Portland, 
Seattle, San Francisco, Vancouver, 
B. C., and Paris, France. 
Factorres—Machine Knife, Lan- 
caster, N. Y. Grinding Wheel, De- 
troit, Mich.; Cantol Waz, Blooming- 
ton, Ind.; Canadian, Hamilton, Ont. 


THINS 


OOD SAWS 


T: YOU as a dealer in profit-making quality 
goods, we present Atkins SILVER STEEL 


Wood Saws. You will find in them a source of 
satisfactory profit for both you and your cus- 
tomers. They offer an ideal combination of bet- 
ter quality to the user, resulting in a quicker, 
more profitable turnover for you. Show your 
customers the SILVER STEEL etch on these blades. 
It signifies highest quality. 
Write us for prices and illustrated facts 


covering this line 


ce ATKINS company 


INDIANAPOLIS, INDIANA 


steeL SAWS 
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“We'll Order It for You” 


TOCKS of salable merchandise in the hard- 
ware field, wholesale and retail, are too low; 
too low for efficient, profitable selling; too 
low for the service they should be able to 

render; too low to inspire confidence in the gen- 
eral public to buy. This is one of the really big 
obstacles in the path of business recovery. 

We do not believe that sane business methods at 
this time justify buying for lengthy periods ahead. 
We do not believe they justify the carrying of in- 
numerable slow moving items. We are firm be- 
lievers in such huying methods and policies as will 
insure a reasonable merchandise turnover. But— 
We can see no prospects of individual profit or gen- 
eral prosperity in stocks which are constantly short 
of merchandise which the public has a right to ex- 
pect a hardware merchant to carry. Neither can 
we detect any indications of personal gain or busi- 
ness recovery in wholesale stocks so inadequate that 
an average shipment to a retailer lacks item after 
item that appeared on his order. 

“Back orders” and “outs” do not harmonize with 
a program of business revival. No customer—be 
he consumer or retailer—ever receives a prosperity 
complex or a buying impulse from depleted, inade- 
quate stocks, and this is particularly true during 
periods of slow business. 

True, there are numerous instances where too 
much money is tied up in slow movers, dead stocks 
and over supplies of various items or lines. With 
that in mind, stocks are being gaged on the basis of 
investment in goods, without regard as to whether 
or not that investment covers enough salable mer- 
chandise. The public is not interested in your dead 
stocks. It is not interested in your over stocks. It 
wants what it wants, when it wants it, and does its 
purchasing on that basis. You must have what the 
consumer wants or lose sales. The public will not be 


penalized for your mistakes in past buying sprees. 

Too many merchants today are attempting to sell 
chances on some jobber’s stock rather than real mer- 
chandise from their own shelves. Too many whole- 
salers are trying to market indefinite “back orders” 
and “direct shipments” instead of goods which their 
retail customers can turn into immediate cash. 

Send in an order to some wholesalers today, and 
the back order notations on the resultant invoice 
make it look like a cross word puzzle. Walk into 
many retail hardware stores with a list of reason- 
able wants and listen to the comments: ‘Sorry, but 
we are out of that. We’ll order it for you.” 

We are heartily in sympathy with the wholesaler 
or retailer who strives to keep his stock to the low- 
est ebb consistent with service and profit. Under 
no circumstances would, we so much as suggest the 
buying of goods which their judgment and their 
records show will not move freely or profitably. 
But, when thoughts of dead stocks keep their job- 
bers or retailers from carrying reasonable supplies 
of live items which their own recotds show to be in 
demand—that’s a horse of another color. All the 
optimism in the world won’t make your past buying 
errors fill the gap of your present stock needs. 
Parrot like repetition of “TI’ll order it for you” will 
never satisfy cifstomers whose needs are immediate. 

Keep your stocks at proper levels. Don’t over 
buy. Do your best through advertising, display, and 
salesmanship to move your slow selling items. But 
—if you expect to stay in business and prosper 
Keep Up Your Stocks of Salable Goods. The busi- 
ness undertaker is camping along the trail of back 
orders and outs. “We’ll order it-for you” is music 
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CLEAN.CUT 
BRUSH PROFITS 


HE profits you make on Osborn 

Brushes are clean-cut profits.. 
Once sold—they stay sold because 
every Osborn Brush is quality-built 
to do a good job and maintain 
customer satisfaction. 
















From the complete line of Osborn 
Brushes you can make your own 
selection of profit-makers that 
especially appeal to your class 
of trade. 





Make the most of your brush 
business—sell Osborn Brushes. 






THE OSBORN MANUFACTURING COMPANY 


INCORPORATED 


5401 HAMILTON AVE. CLEVELAND, OHIO 
Sales Branches: 
New York + Detroit - Chicago - San Francisco + Los Angeles 
















A Better Wearing Brush 


or Every Use 








Osborn Scratch Brush No. 1779— 
one of a complete line of brushes 
for every possible requirement. 
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Complete Report of 


of the National Hardware Association and the American Hardware 
Manufacturers Association held October 20 to 23, 1930 


THE MANUFACTURERS 


Re-elected all officers to serve an- 
other term. 

Their studies and discussions em- 
braced a wide variety of subjects of 
general interest to all manufacturers, 
in which hardware manufacturers 
sought to learn not only from the ex- 
periences of fellow members but also 
from the successes and failures of 
those who produce other lines as well 
as from wholesalers and retailers. 

A particularly informative session 
was that devoted to seeking a means 
for increasing the sales volume of 
tools through the independent re- 
tailer. 

There was a marked avoidance of 
trying to shift the respansibilities for 
trade evils wholly on the shoulders of 
other factors in the industry. All men- 
tion of the current depression was re- 
freshing in that speakers sought only 
to learn from this experience and did 
not waste time with needless bromides 
on the subject. — 
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THE WHOLESALERS 


: Elected G. Sumner Wii- 
son as president, succeed- 
ing A. H. Nichols. 

Each session bristled with facts and 
figures based on the actual experiences 
of wholesalers who had successfully 
solved or were well on the way to 
solve serious problems faced by the in- 
dustry. Members and invited manu- 
facturers and retailers were particu- 
larly generous with specific informa- 
tion and made available for general 
use data from their own files. 

Although registration was slightly 
below that of last year, average at- 
tendance at all sessions was unusually 
high. The same was true of the man- 
ufacturers’ meetings. 

Leading topics studied were: analysis 
of dealers’ accounts to determine what 
business was profitable; simple meth- 
ods of stock control; compensation of 
salesmen and the necessity for seeking 
new lines, particularly those which 
could be sold at an individual high 


unit of sale. 
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| The Atlantic Ci ty Convention 
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Future Prosperity Will Depend 
On the Efforts of Individuals 
President A. H. Nichols Declares 


Presiding Officer of Wholesalers 


Association Addresses Joint Opening 
Session Which Officially Opens the 
Annual Atlantic City Convention 


largely depend upon the confi- 

dence and actions of the indi- 
vidual, declared A. H. Nichols, of Buhl 
Sons, Detroit, Mich., in his annual 
address as president of the National 
Hardware Association, delivered at 
the joint opening session of the con- 
vention Monday evening. He pointed 
out that to remain in business, every 
firm must progress, and that to stand 
still was to invite decay. Courage and 
a smile were recommended in meeting 
temporary trade depressions. 

In his address President Nichols 
said: 

“Most of us who are here this eve- 
ning have come with the desire to 
gain some facts that will guide us in 
the future. We have the experiences 
of the past, we know the present, but 
no one can tell us what is ahead of 
the business interests of the country, 
because there never has been a time 
when the prosperity of the future de- 
pended so much upon the confidence 
and actions of the individual as at 
the present time. 

“When we left our homes one year 
ago to come to our convention, busi- 
ness was in a satisfactory condition— 
1929 will go down as a good business 
year. But during our convention there 
was a sharp decline in the stock mar- 
ket, followed by still greater declines, 
with the result that many large for- 
tunes, made on borrowed capital, were 
completely wiped out. Soon the deal- 
ers of music, jewelry and furniture 
complained of a decline in sales, and 
then someone whispered that the holi- 
day trade would suffer—in a short 
time orders were canceled, buying was 
curtailed and business found itself 
facing a general decline. 


P isreey” eres in the future will 


“We could not call it a panic for. 


there had been no unusual number 
of failures among our banks or large 
business enterprises. We could not 
call it hard times, for money was 
plentiful and interest rates were rap- 
idly being lowered, therefore it was 
called ‘a business depression,’ and 
this thought spread until nearly every 
country in the world is today suffer- 
ing from ‘a business depression.’ 


“While these depressions should not 
be necessary, they make us pause long 
enough to realize that we have not 
been paying as close attention to 
business as was formerly our custom, 
and we busy ourselves eliminating 
waste, carelessness, lowering our in- 
ventory and discontinuing some of the 
extravagant habits which always seem 
to form through a period of pros- 
perity. 

“Recently a president of one of our 
largest banks, during an address to a 
group of young employees told them 
that if they wanted to learn the bank- 
ing business, they could learn more 
during a six months’ period of busi- 
ness depression than they could in 
five years of prosperity. 

“Many of our great business en- 
terprises, as well as many of our 
larger cities, after reaching a certain 
degree of prosperity drop back far 
below their normal condition, simply 


CLARENCE E. BENNETT, Stanley 
Works and R. W. SHAPLEIGH, Shap- 
leigh Hardware Co. 


A. H. NICHOLS 


because they have failed to realize 
that prosperity cannot continue for- 
ever, 

“To remain in business we must 
progress, to stand still means decay. 
To progress we must face many tem- 
porary’depressions of trade with cour- 
age and a smile. Prosperity is not 
something that comes to us of its own 
accord, we cannot relax in our office 
or on the golf course, waiting for the 
wind to blow prosperity our way. If 
we want, prosperity we must go out 
and make it ourselves, we will not 
find it by condemning our country, 
our competitors or by continuing with 
our extravagant habits. 

“When we find business drifting 
away from us, when we fear that we 
may be unable to control the situa- 
tion, when our profits begin to 
dwindle, our first inclination is to con- 
demn present conditions rather than 
to endeavor to find a remedy. 

“The present business depression is 
caused from a lack of faith in our- 
selves. We have for a long time felt 
that the play days, the good times 
that we have been enjoying would not 
continue forever, and from the first 
unpleasant report received we all 
seemed to say ‘I told you so.’ 

“The fears that have confronted us 
have influenced the public to become 
cautious in their buying, and the pub- 
lic is the power that controls the busi- 
ness machinery of the world and to 
produce more than we can consume 
means lower wages, unemployment, 
cheaper merchandise and diminishing 
profits. 

“The manufacturers can be of great 
assistance in remedying such a con- 
dition when they carefully analyze 
the situation together and confine 
their production to what they know 
they can economically sell through the 
proper and regular channels. The 
stabilization of business can be ac- 
complished by both limiting credits 
and preventing overproduction. Fur- 
thermore, the manufacturer must re- 
alize that the wholesaler is the foun- 
dation of all commercial distribution 
and the success of the wholesaler de- 

(Continued on page 186) 
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Unwarranted Price Demoraliza- 


tion Makes Buyers Suspicious 
J. E. Stone Tells Manufacturers 


In Address as President He Makes 
No Predictions of Future — Tells 
Members to Write Their Own 
Tickets for the Immediate Future 


president of the American Hard- 

ware Manufacturers’ Association, 
Joseph E. Stone, vice-president, Stan- 
ley Works, New Britain, Conn., gave 
the opening session on Tuesday morn- 
ing a real starting point for discus- 
sion. Briefly commenting on cur- 
tailed business activities, Mr. Stone 
said: 

“What has happened in the busi- 
ness world to seriously curtail the 
activities of most of the members of 
our association is too well known to 
dwell on at length. Regardless of 
the causes of the present depression, 
we well know the effects, and we 
have progressed, if so it may be 
termed, from a disturbing to a dis- 
couraging and finally to a disgusting 
state of affairs. 

“Without discussing economics, 
commodity or stock and bond prices, 
bank rates, etc., but confining our- 
selves entirely to the hardware manu- 
facturing business; we may well ask 
ourselves, where do we stand today 
and where do we travel from here? 
We see behind us reduced consump- 
tion, but such reduction has not been 
to the extent that is reflected in our 
businesses and so we must assume 
that the difference is made up by a 
reduction in the inventories of both 
jobbers and retailers. We see in 
many lines demoralized prices; prices 
that bear no relation to the law of 
supply and demand and much less to 
costs, and which have caused the cau- 
tious buyer to suspect all prices. We 
see a deluge of small, expensive to 
handle, unprofitable orders. In con- 
nection with this, it seems to me we 
have talked enough about this sub- 
ject and should make some definite 
move to correct it. 

“Our jobber friends have the same 
problem to contend with; in fact, 
theirs is the major problem. I would 
suggest that you discuss with some 
of your jobbers what are the proper 
quantities in which to pack or bundle 
your goods, so they can be economi- 
cally passed on by the jobber; then 
pack or bundle them that way; if 


[ his semi-annual address as 


called on to break packages or 
bundles, make a proper charge for 
doing so. 

“We see many other things, gen- 
eral in most cases, individual in 
others, that we might t:rm distress- 





J. E. STONE 


fully profitable and pass on to the 
next subject. 

“Where do we travel from here? 
Again avoiding economics, I see some 
opportunities to effect a better con- 
dition in the hardware business. The 
American people are _ proverbial 
money spenders. I might say we are 
money wasters instead of spenders 
and indulge our fancies to the detri- 
ment of our needs. Thus we have 
seen the enormous growth of new in- 
dustries catering to our pleasures and 
vanities, and as a result staple in- 
dustries such as ours have suffered. 


However, with the present tendency 
on the part of the great buying public 
to economize, does it seem improb- 
able that if, properly approached, the 
buying mind cannot be diverted to 
hardware? It means team work all 
down the line, but with attractive, 
useful, necessary merchandise, prop- 
erly priced and attractively displayed, 
it can be done. 

“T emphasize again what I spoke 
of at our Galveston meeting—that is, 
wherever it is possible to do so, dress 
up your goods with colors. It not 
only adds feminine appeal, but has a 
tendency to add warmth to what has 
been at the best a rather drab affair 
—a hardware store. 

“Tf we are to travel far, it seems 
to me that a great deal of this uszless 
price cutting that is going on should 
be stopped. Price revisions that are 
made on changing costs are always 
sound and desirable, but those made 
to artificially stimulate immediate 
sales are demoralizing to some and 
disastrous to others. Many jobbers 
that I have talked with recently con- 
demn this practice and point to a de- 
preciated inventory as a result of it. 
May I say here that many buyers 
have asked me to say to you that if 
it is your intention to issue new price 
sheets around the first of the year, 
that you do so as soon after Dec. 1 as 
possible, so they will know how to 
price their inventories. 

“As to the immediate future, I 
make no prediction. It is a case of 
write your own ticket. Already we 
have suffered from the cry of the 
demagogue and the many optimistic 
statements that have been issued that 
have no basis to substantiate them 
but hope. 

“If we travel from here, it is be- 
cause we have put our houses in 
order and can now demonstrate that 
a business depression can only be re- 
lieved by a strenuous and honest en- 
deavor, intelligently applied.” 


Freight Classification Report 
ty FFORTS of the freight classi- 


fication.committee in endeavor- 

ing to secure a more satisfac- 
tory freight classification through 
appealing to the Consolidated Classi- 
fication Committee have thus far been 
unsuccessful according to the report 
of C. J. Whipple, chairman of the 
committee, which was presented at 
the final jobbers’ session. Mr. Whip- 
ple was unable to be present and the 
report was read by Mr. Fernley. It 
reviewed the activity of the committee 
in attempting to adjust the matter 
and outlined three courses of pro- 
cedure which might be followed at his 
juncture. 

However, the committee recom- 
mended that in view of the expense 
involved and in view of present busi- 
ness conditions, that the matter be 
dropped until improved conditions 
would warrant further action. 
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Accessories Branch Studies Field 
For New Lines with Higher Units 
of Sale—G. S. Wilson, Chairman 


Newly Elected President of Jobbers 
Association Opens Discussion at 
Tuesday Afternoon Session. 


SON, Decatur & Hopkins Co., 

Boston, in the course of his 
annual address, delivered at the 
Tuesday afternoon meeting of the 
Accessories Branch of the National 
Hardware Association, briefly re- 
viewed recent business conditions and 
its effect on the business of wholesale 
hardware establishments. The advis- 
ability of distributing new lines, espe- 
cially those of high unit value, such 
as radio, was commended. Mr. Wil- 
son then referred to the concern of 
the hardware trade with regard to 
the sale of electrical appliances by 
public utilities, saying: 

“What have we faced as whole- 
salers? What effects have these con- 
ditions had in our scheme of things? 
In the first place, every time we have 
replenished our stocks we have had 
to do so at lower prices. Admittedly, 
this is nothing to enthuse over. We 
are in a buyers’ market, but it is 
just as unsatisfactory to us as it is 
to those who produce the merchan- 
dise we purchase. It is expected that 
all phases of business become vic- 
tims of the contagion, but it doesn’t 
appear to be healthy. 

“Selling radio is a rather individual 
proposition in our business. The hard- 
ware dealer to be successful with 
his radio line must have real sales- 
men, not just clerks. He must profit 
by the experience of the automobile 
dealer who secures the bulk of his 
business by promoting the personal 
solicitation and demonstration. His 
sales force must have the ability to 
make potential purchasers out of all 
leads. 

“The hardware man, as a rule, has 
a wide acquaintance in his com- 
munity. It should capitalize upon it 
and direct his sales promotion ac- 
cordingly. With a sales force which 
is radio conscious and a service de- 
partment which is thorough, a sub- 
stantial business ought to be built up 
and with it an enviable reputation. 
Wholesalers should cooperate with 
dealers in modernizing their stores. 
making attractive displays of instru- 


C HAIRMAN G. SUMNER WIL- 





G. SUMNER WILSON 


of Decatur & Hopkins Co., 
Boston, Mass, who was 
elected president of the Na- 
tional Hardware Association at 
the closing session. Mr. Wil- 
son brings to this office a 
wealth of practical experience 
both in the study of distribu- 
tion problems affecting hard- 
ware wholesalers and in his ap- 
preciation of association work. 





WALTER FOSS Sr., Wooster Brush 
Co. and ROY E. BOFFENMEYER, 
Lamson & Sessions Co. 


ments, putting the eye appeal into 
the department. We all know that 
women are doing most of the buying, 
and atmosphere counts. 

“Electrical appliances are proving 
a great asset to the hardware dealer. 
This is the era of electricity and he 
should take every advantage to sell 
electrical merchandise. Competition 
is extremely keen with the power com- 
panies selling at low prices, easy pay- 
ment plans, trade-in allowances and 
various methods which would be 
hazardous for the hardware dealer, 
who has_no electric power to sell and 
counter-balance loss of profit in the 
sale of appliances. 

“Llew Soule, of HARDWARE AGE, 
recently wrote an editorial on this 
subject. It is interesting and infor- 
mative. Let me read a short para- 
graph of it to you. Mr. Soule writes: 

““Don’t spend all your time worry- 
ing about chains. Do a little worry- 
ing over the utilities. There is more 
of a menace to the independent re- 
tail dealer in the merchandise depart- 
ments of the public utilities than in 
all the chain stores and catalog 
houses combined.’ 

“There is no mincing of words in 
that statement, and I believe Mr. 
Soule is sincere and knows whereof 
he speaks. Our program calls for 
a discussion of this subject later, 
and it should disclose points of un- 
usual interest. Automotive equip- 
ment should not be slighted in our 
résumé of the field. Our sales in 
this particular line have been cur- 
tailed to a marked degree. In fact, 
the equipment business at the present 
time consists of a few accessories, 
replacement parts and garage ma- 
terial. 

“Undoubtedly, the largest indi- 
vidual item is tire replacements. We 
are contending with new competition 
due to the entry of the large oil 
companies into the retail tire busi- 
ness. Today the hardware dealer 
meets the keenest competition he has 
ever experienced. Couple this with 
the comptition from mail order houses 
and you have issues which demand a 
thorough investigation into ways and 
means to protect our interests and 
future. 

“While I have merely skeletonized 
my inferences on the various topics, 
I feel that this particular year the 
convention can be of inestimable 
value. Serious problems confront us. 
It is our duty to direct our efforts 
toward the end which contemporaries 
are working. 

“If we can expedite our return to 
normal conditions, we shall have 
helped immeasurably in unloosening 
the fetters which seem to have busi- 
ness in general inert and helpless. 
Let us become inspired and try and 
adjust our own course that it may 
show the way to others. I earnestly 
hope that every one present will enter 
into the spirit of the meeting and 
talk freely on the divers subjects at 
hand.” 
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1—Robert Raymond, Evansville Tool Works. 2—H. B. Collison, Hercules Powder Co.; H. J. Strugnell, Rem- 
ington Arms Co. 3—Mrs. G. H. Kennedy, Mrs. George H. Griffiths and Mrs. L. B. Jackson. 4—Walter M. 
Bonham, C. M. McClung & Co., Knoxville, Tenn.; Miss Florence Cavert, Mrs. Bonham, Saunders Norvell, Rem- 
ington Arms Co., and Miss Evelyn Bonham. 5—Mrs. H. H. Kimball, Mrs. W. G. Fisher and Mrs. Felix Van 
Cleef. 6—H. H. Kimball, Barker, Rose & Kimball; W. G. Fisher, Matthews & Boucher, and Felix Van Cleef, 
Van Cleef Bros. 7—Frank Green, Fayette R. Plumb, Inc.; B. S. Stelle, R. F. Wilson & Son; Frank L. Camp- 
bell, Fayette R. Plumb, Inc., and E. A. McKenna. North Bros. Mfg. Co. 8—Ernest Estwing, Estwing Mfg. Co., 
and Lee H. Ingraham, The Ferro Machine & Foundry Co. 9—C. F. Gallagher, Miss E. Kreimeier, H. M. 
Demarest, Mrs. Nickell and Tom P. Nickell, Great States Lawn Mower Co. 10—R. S. Fenn, F. G. Hammer, 
P. E. Barth and G. F. Wiepert, Sargent & Co. 11—George W. Huntley and Mrs. Huntley, Cutler Hdw. Co: 
. 12.—W. I. Moody, Orgill Bros. Co. 





























Left to right—W. H. Rattenbury, Landers, Frary & Clark; S. Powell, Clearfield Hdw. Co.; J. M. McDaniel, 
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American Wholesale Hdw. Corp. and S. R. Weigand, Atlantic Screw Works; J. J. Collins and L. A. Bur- 


ton, G. F. Wright Steel & Wire Co. 


The Compensation of Salesmen 
Is Most Important Factor in Sales 


Management Says L. E. Crandall 


afternoon session of the Acces- 

sories Branch of the National 
Hardware Association, L. E, Crandall, 
vice-president and general sales man- 
ager of Simmons Hardware Co., St. 
Louis, discussed “Sales Management 
and How It Can Be Made- More 
Effective.” After touching upon sev- 
eral less important phases of the sub- 
ject, Mr. Crandall stressed the im- 
portance of an adequate and accep- 
table compensation plan for salesmen. 
Relative to this, he said, in part: 

“The proper distribution of sales 
effort, over entire lines, the method of 
securing larger volume, collecting past 
due accounts, creating incentives for 
loyal cooperation, are all important 
factors which can be influenced and 
progressively strengthened by an ade- 
quate and acceptable compensation 
plan. 

“The salesman is primarily inter- 
ested and justly so in his compensa- 
tion and that in itself makes it a most 
important factor in management of 
sales; it therefore is important to give 
this subject profound and compre- 
hensive study before final adoption. 

“It seems to me, when I look retro- 
spectively over past years of expe- 
rience, that regardless of the plans 
employed none have been quite suffi- 
cient. Always there have been those 
who were dissatisfied, and with those 
salesmen who are not satisfied distem- 
per is in constant process of fomen- 
tation and there are but two alterna- 
tives—change the plan or dismiss the 
man. It is a waste of time to tempo- 
rize. There can never be designed a 
compensation plan that will be satis- 
factory to the salesman whose draw- 
ing account is more than he can earn. 


G sttemoon before the Tuesday 


Can’t Get Maximum Value on Mini- 

mum Pay or Expect Loyal, Intelligent 

Sales Staff on That Basis, Simmons 
Executive Tells Jobbers 


“There are so many negative and 
conflicting influences in every com- 
pensation plan that I know of, that 
insofar as my opinion goes the per- 





L. E. CRANDALL 


fect and all-practical plan is yet to 
be devised. 

“IT propose no recommendation, but 
will inject just a few pregnant 
thoughts which seem to me to be 
worth while. Proper consideration 
must be given to an equitable return 
for the saiesman’s investment of his 
time and effort. 

“Too, many unwise attempts have 
been made to get the maximum value 
from the salesman with minimum 


. 


pay; such an attempt is obviously eco- 
nemically unsound and invariably re- 
sults in maximum pay for minimized 
effort. 

“Again, it is difficult to design any 
one plan which will be suitable to the 
ambitious and competent salesman 
and also to the plugger salesman; to 
the territory which is remotely located 
and the one adjacent to the house; all 
salesmen, all territories have certain 
peculiafities which seem to warrant 
individual consideration and_treat- 


. ment. 


“The most universally adopted com- 
pensation plan in our business is the 
profit-sharing basis, which, like all 
others, has its advantages and disad- 
vantages. 

“Next in popularity I presume is 
the salary and commission plan plus 
bonuses for specialized effort on cer- 
tain lines. 

“The straight commission plan and 
also the point system are not popular 
as they cannot be practically or satis- 
factorily applied to hardware selling. 

“A weakness in every plan is that 
the salesman enjoys his full propor- 
tion of profits earned in good times 
but does not and possibly cannot stand 
his proportionate share of retrench- 
ments made in dull periods. This is a 
matter which can be equalized by an 
adequate protective reserve to be set 
up in prosperous years to provide for 
lean years that inevitably follow. 

“Tf you believe that one plan can be 
adopted for all salesmen, the only 
thought I hope to leave with you on 
this subject is to make sure that the 
plan you employ is sufficiently flexible 
to apply to each territory with satis- 
faction to the salesman and safety of 
the company.” 

Other high lights in Mr. Crandall’s 
address were, in brief, as follows: 

“The jobber is no stronger than the 
man who represents him. Man power 
is the all-compelling force in business. 
Obviously, care and discretion should 
be exercised in choosing men. It is 
my opinion that vastly greater mis- 
takes are made in the selection of men 
than are made in training them. 

(Continued on page 186) 
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Left to right—E. L. Hornibrook, G. F. Wright Steel & Wire Co.; Chas F. Reynolds, The Eberhard Mfg. Co.; 
Frank I. Clark, Iver Johnson Arms & Cycle Co.; G. K. Taylor, Jr., H. E. Nettleton and I. G. Crocker, 


Youngstown Sheet & Tube Co. 


Col. Payne Explains Industrial 
Phase of National Defense Plan 


Hardware Manufacturer Who is Also 

Assistant Secretary of War Outlines 

Part Manufacturer Must Play in 
Case of Future Wars 


IMSELF a hardware manu- 
H facturer, a past president and 

incumbent member of the ad- 
visory board of the American Hard- 
ware Manufacturers’ Association, the 
Hon. Frederick H. Payne brought an 
unusually interesting message to that 
organization’s Wednesday morning 
session. As chairman of the board of 
the Greenfield Tap & Die Corp., 
Greenfield, Mass., he-was able to ap- 
preciate the hardware viewpoint in his 
talk, which as Assistant Secretary of 
War dealt with the industrial phase 
of the National Defense Plan. In part 
Colonel Payne said: 

“Efficient planning for the national 
defense is the devising in time of 
peace of methods for employing all 
of the national assets in order to ex- 
ert the maximum force promptly 
against any aggressor. 

“This planning does not indicate 
any desire for war. The War Depart- 
ment has nothing to do with the for- 
mulation of policies affecting our re- 
lations with other nations. Under our 
system of government our army and 
navy never have had, and never can 
have, any part in bringing about in- 
ternational conflict. Moreover, no 
agency could view with more favor 
than does the War Department the 
unceasing, practical and fruitful ef- 
forts of our President to promote 
amicable relations and maintain peace 
among the nations of the globe. Those 
men upon whom must fall the awful 
responsibilities of leadership in com- 
bat, cannot help but look forward 


hopefully to the day that shall mark 
the permanent sheathing of the war- 
rior’s sword. But world conditions as 
they exist today dictate the mission 
assigned the existing army and navy 
by the people of the nation through 
their representatives in Congress. This 
mission requires them to be ready to 
develop promptly the full military 
power of the country against any ag- 





COL. F. H. PAYNE 


gressor and to insure the nation’s 
safety until the building up of the 
war machine can have been completed. 
Today the total strength of our ac- 
tive army, National Guard and or- 
ganized reserves is about one-third of 
1 per cent of our total population. In 
other great countries this ratio is 
from three to forty-five times as 
great. Peace-minded as a people and 
favored by a geographical isolation 
from powers sufficiently strong to 
threaten our security, we have ever 





maintained in time of peace only the 
minimum force deemed necessary to 
accomplish these limited and wholly 
legitimate purposes. For the same 
reasons We have never accumulated 
and maintained in time of peace large 
stocks of reserve munitions to meet 
our immediate needs in the event of 
war. 

“From what I have said it is easy 
to appreciate the principal aims of in- 
dustrial planning. These are: 

(1) To reduce to the minimum the 
period between the declaration of an 
emergency and the time when indus- 
try can begin mass production of es- 
sential munitions in war. (2) To de- 
velop such a system for the control of 
industry that every essential facility 
will be assured of adequate amounts 
of raw materials, power, money, labor 
and transportation. 

“In planning for the procurement 
of army supplies, obviously the first 
step is to determine what the army 
will need. .To accomplish this, mili- 
tary staffs make careful analyses of 
all strategic situations that might con- 
front us. They estimate the rate at 
which’ our combat units could enter 
the assumed theaters of operations, 
and with the aid of experience tables 
compute the amounts of munitions 
that would be necessary. Under the 
most serious situation that would 
probably arise army purchasing 
agents will be contracting for sup- 
plies at an average rate of $30,000,- 
000 per day. 

“The gist of the plan adopted by 
my office for the procurement of army 
munitions is simply this: In time of 
peace to allot to suitable industrial 
establishments the task of initiating 
promptly upon the outbreak of war 
the production of specified amounts of 
essential items. Eventually the aggre- 
gate of these allotments will comprise 
the full list of army requirements for 
the initial stages of a major war. 

“To provide for the desired distri- 
bution of this production task the 
country has been divided into fourteen 
districts. Based on information ob- 
tained through detailed industrial sur- 

(Continued on page 168) 
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Left to right—J. P. McKinney, Jr., and W. A. Scott, McKinney Mfg. Co.; J. C. Hay, Iron City Tool Works; 
J. H. Oliver, Oliver Bros. Co.; B. R. Foley, Birtman Electric Co.; Frank S. Rost, Frankfort Hdw. Co.; Llew S. 
Soule, Editor, Hardware Age, and Rudolph Tenk, Tenk Hdw. Co., Quincy, III. 


Population Shift Requires Many —— Changes 


Reports Secretary Rockwell 


AKING his semi-annual report 
M as secretary-treasurer of the 
American Hardware Manu- 
facturers’ Association, Chas. F. 
Rockwell at the closing session Thus- 
day morning said in part: 

“More business and best business 
is our goal, but in planning for the 
years ahead none should disregard 
an element which has heretofore been 
less important. America’s growth 
from the beginning has been so con- 
stant and so tremendous that we have 
in general accepted population in- 
crease as common place, something 
always to be depended upon to absorb 
ever increasing production, but such 
reports as have come from the Census 
of 1930 demand thoughtful considera- 
tion in all plans for productive ex- 
pansion. 

“Shifting tendencies of population 
mean ultimate changes in many lines 
of business. Unless there be a re- 
versal of national immigration policy, 
which is unlikely, and an increase in 
the birth rate, for various reasons 
likewise improbable, the expectation 
for the next decade is for a con- 
tinued drop in the rate of population 
increase in the country as a whole. 
Forty years ago the yearly rate of 
gain approximated 3 per cent; twen- 
ty years ago, about 2 per cent; the 
present annual gain is at the rate of 
but about 1 per cent. Unquestionably 
the retarded growth of population in 
the United States is one of the im- 
portant factors in the agricultural 
depression. 

“Urban population has increased 
from approximately 30,000,000 in 
1900 to about 75,000,000 in 1930. In 
the same period farm population 
dropped from one-half to one-fourth 
of total population. Obviously, this 
tendency toward urban expansion 
cannot indefinitely continue at the 
present rate. 


At Closing Manufacturers’ Session 

He Reviews Tendencies of This 

Shifting—Also Comments on Tariff 
Activities 


“It is further indicated that the 
birth rate for the country as a whole 
has been lowered approximately one- 
fourth in the last ten years. Despite 
a lowered death rate, the ‘natural in- 
crease’ has dropped from about ten 
to about seven per thousand in that 
period. It is estimated that the loss 
in the years immediately ahead will 
equal present gain from immigration. 

“Changes occurring in bases of 
population growth and distribution 
will not be reflected clearly until the 
detailed analyses are available, but 
enough already is known to smartly 
emphasize to manufacturers the eco- 
nomic danger of replacing without 
fullest advance investigation of con- 
sumptive possibilities, products now 
obsolete or in failing demand by 
others apparently yet staple. It is 
probable that greatest profit in fu- 
ture years will be from products or 
devices entirely new and based upon 
study of what will-best meet the 
convenience, comfort and pleasure of 
a people enjoying the highest stand- 
ard of living in the civilized world. 

“The announcement that the United 
States Tariff Commission has sched- 
uled investigations of a wide variety 
of commodities is generally regretted 
by the business world. Many will 
agree with the following recent com- 
ment by Calvin Coolidge: 

“‘The low tariff advocates first 
secured the flexible provisions of the 
law. When careful research under 
it showed rates were too low, with 
the exception of some agricultural 
schedules, flexibility was abandoned 
by its former sponsors. New inves- 
tigations would probably reveal about 
the same conditions. 





CHAS. F. ROCKWELL 


“While we talk of a scientific 
tariff to balance the difference in cost 
of production at home and abroad, 
conditions change so fast that rates 
can be only approximate. We do not 
wish to exclude foreign goods, but 
to give our. people only a fair chance 
in their own markets under our scale 
of wages and standards of living. 

“*A very bad tariff would be bet- 
ter than constant agitation, uncer- 
tainty, foreign animosity and change. 
We have recently had well over a 
year of tariff discussion with result- 
ing injury to business. Hope for a 
purely scientific tariff discussion will 
prove a delusion. Any prolonged in- 
vestigations, covering many schedules 
for the purpose of rewriting the law, 
will do more harm than good. Many 
will be injured, while none will be 
satisfied. And the country will not 
be benefited.’ 

“Under present law an investiga- 
tion for the purpose of determining 
the difference between foreign and 
domestic costs may be initiated in one 
of four ways: (1) on the request of 


- the President; (2) upon the resolution 


of either or both Houses of Congress; 
(3) upon the Commission’s own mo- 
tion, and (4) upon the application of 
any interested party. 

(Continued on page 170) 
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Llew Soule Leads Discussion On 
Competition From Utilities 


ture of the Tuesday afternoon 

jobbers’ session, Llew S. Soule, 
editor of HARDWARE AGE, deplored the 
merchandising methods of public util- 
ities. In brief, Mr. Soule’s remarks 
and those of others participating in 
the discussion were as follows: 

“The subject of utilities merchan- 
dising is one of vital interest to hard- 
ware retailers, wholesalers and man- 
ufacturers, as well as to the general 
public. 

“Tf conditions which prevail with 
some of the utilities companies con- 
tinue to their logical conclusion, much 
of the merchandising of appliances, 
particularly major appliances, may be 
lost to the hardware retailer and job- 
ber. 

“Meanwhile manufacturers are in- 
terested because if the utilities should 
obtain a monopoly of the appliance 
business they can sell only the appli- 
ances they choose. They can, if they 
choose, manufacture the appliances 
they sell. There are already instances 
of this kind on record. 

“If it is logical for utilities to sell 
appliances, it is equally logical for 
them to make appliances. 


[' a discussion which was a fea- 


“If this were merely a matter of 
competition, however, in which the 
most economical method of distribu- 
tion would win on its merits, we would 
have little to say. But it is not. It is 
unfair competition. The utilities op- 
erate on a franchise which gives them 
a virtual monopoly on the service they 
represent. The state guarantees them 
a certain fixed percentage of profit on 
their investment. They can and often 
do operate their merchandising de- 
partments at an actual loss, and 
charge the losses to general operating 
expenses, which are a part of the in- 
vestment referred to. 

“Meanwhile the public does not get 
a square deal in the matter. What is 
saved through low prices on a few ap- 
pliances may be made up in increased 
service rates, which would be paid in- 
definitely, year after year. At the 
same time the public faces the dan- 
ger of a monopoly in appliances. Once 
in control of the appliance market, the 
utilities can set their own prices on 
appliances as they now do on service. 
They can also sell only such appli- 
ances as use excessive amounts of 
power. The incentive is there, as well 
as the opportunity. 


“The Hepburn Act, passed in 1906, 
prohibited the railroads from selling 
coal in order to increase their freight 
tonnage. If it is inimical to public 
interests to increase freight hauls, it 
is equally inimical to public interest 
for utilities to sell appliances in or- 
der to increase their power loads.” 

In the discussion following ‘Mr. 
Soule’s talk, Arthur Kimball, presi- 
dent of Landers, Frary & Clark, 
brought’ out the point that there 
should be a differentiation between 
the small appliances and major appli- 
ances. He said that sales of small 


appliances through retail hardware — 


channels was increasing. He also ex- 
pressed the belief that every effort 
should be exerted to confer with util- 
ities executives on the subject. He 
further expressed the belief that con- 
ditions were showing a consistent bet- 
terment. 

He was followed by Frank Watts, 
Electrical Dealer, who, while ac- 
knowledging the unfair tactics of 
many utilities companies, declared 
that the selling of appliances by util- 
ities had increased the sales by other 
merchandisers. 

He said the trade could get no- 
where by attacking the rights of the 
utilities to merchandise appliances, or 
by attacking service rates. The only 
place where success could be attained 
would come, he said, through work- 
ing against the unfair methods em- 
ployed in the merchandising. 





1—J. H. Holcombe, Lamson & Sessions; H. B. Thompson, Conklin Tin Plate & Metal Co. 2—Mrs. Robertson 


and W. F. Robertson, W. F. Robertson Steel & Wire Co. 
Mrs. E. D. Jones. 4—J. E. Core and W. J. Fickes, Jackson Mfg. Co. 


Segal Lock & Hdw. Co. 


3—Mrs. E. C. Waldvogel, Mrs. H. F. McKnight, 


5—Isadore Segal and Samuel Segal, 
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Turnover Has Been Over- 
Emphasized and Has Encouraged 
Unnecessary Higher Costs 


in Distribution 


question of turnover has been 

over - emphasized in recent 
years, and that efforts to attain too 
high a turnover is just as likely to 
interfere with profits as a slow-mov- 
ing stock of merchandise and a low 
stock turn, C. J. Whipple, president, 
Hibbard, Spencer, Bartlett & Co., Chi- 
cago, addressed the Wednesday morn- 
ing jobbers’ session. Mr. Whipple had 
“The importance of a satisfactory 
turnover and how it may be accom- 
plished,” as his subject. He related 
how his firm has improved its turn- 
over, showing through keeping a de- 
partmental record of stock turnover, 
and covered every important factor 
dealing with his topic in a concise and 
enlightening manner. 

Mr. Whipple’s address, in part, fol- 
lows: 

“Frequent small orders and broken 
packages have added to the expense 
of both manufacturer and jobber as a 
result of an effort toward a greater 
stock turn. This, of course, adds to 
the cost of distribution and in the 
final analysis reduces rather than in- 
creases turnover. 

“The chief virtue of turnover is a 
greater return on the capital invested, 
but, in my opinion, that is brought 
about not so much by the saving in 
interest on the capital invested in 
merchandise as it is by lessening the 
losses that come from obsolete mer- 
chandise. When goods go out of gen- 
eral use and are no longer in demand, 
the concessions which have to be made 
in order to dispose of them usually 
more than offset any large discount 
that the big purchase enables you to 
secure. Sometimes such merchandise 
cannot be moved even at a discount. 

“The net operating profit is, of 
course, a combination of margin and 
turnover. If the gross profit margin 
is increased, we can stand a lessened 
turnover. There is no set rule that 
applies to all kinds of merchandise. 
When we place orders for seasonable 
goods long in advance of the season 
and then take advantage of the pre- 
payment discount offered by the man- 
ufacturer, we increase our gross 
margin but, at the same time, we de- 
crease our turnover. On the whole, 


JAY ‘stestion of his belief that the 


however, prediscounting has been a 
very profitable part of our business, 
although there is danger of extend- 


» 


C. J. Whipple Says Seeking Greater 
Stock Turn Has Increased Small 


Orders and Broken Packages—Ex- 
plains His System of Departmental 
Stock Turn. 





MRS. WHIPPLE and C. J. WHIPPLE, 
Hibbard, Spencer Bartlett & Co. 


ing this to specialty lines which are 
apt to go out of style. It seems to 
work best with staple items that do 
not vary much from year to year. 


“Some years ago that was a differ- 
ence in opinion as to how to figure 
turnover, but now it seems to be gen- 
erally accepted that the turnover is 
the result of the cost of sales divided 
by the average monthly inventory at 
cost. ; 

“We have improved our turnover 
showing since we started to keep a 
departmental record of stock turn- 
over. A.sample form of this is shown. 
It is made up monthly and separated 
according to our buying departments. 
In the first column the value of the 
stock on hand at the end of the month. 
The third column shows the number 
of months’ stock on hand, which ob- 
viously is the result of the stock on 
hand at the end of the month divided 
by the cost of the goods sold during 
the previous month. Next is the turn- 
over rate per annum, which, of course. 
is twelve months divided by the num- 
ber of months’ stock on hand. The 
next four columns give similar fig- 
ures for the previous year, and in the 
extreme right-hand column is the ac- 
tual turnover for the entire year for 
that department. We started keeping 
this record some eight years ago, and 
since that time have decidedly im- 
proved our rate of turnover in cer- 
tain departments that were much be- 
low the general average. I must con- 
fess that the improvement has been 
slight in, perhaps, half of the depart- 
ments. 

“There has also been another good 
result from this record and that is, 
the automatic disclosure of slow-mov- 
ing merchandise. Frequently during 
the year we find lumps in our stock 
that come to light because the depart- 
mental turnover is not as rapid as it 
should be. 

“Theoretically, available storage 
space should have nothing to do with 
(Continued on page 172) 
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Chart referred to in Mr. Whipple’s talk 
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Left to right—1. C. H. Longfield and George S. Case, Lamson & Sessions Co. 2. O. B. Surpless, Surpless- 
Dunn & Co.; Mrs. Surpless, Will Bassett, Columbus Handle & Tool Co. 3. J. P. Maloney, Pyrene Mfg. Co.; 
Wm. I. Gick and Henry J. Funk, Albany Hdw. & Iron Co. 4. Mrs. Cross and W. E. Cross, Clemson Bros., 
Inc. 5. W. C. Nelson, American Screw Co.; R. B. Jones, Clyde Cutlery Co.; A. W. Barnett, G. & H. Bar- 
nett, Inc. 6. George T. Kimball, American Hdw. Co., and Mrs. E. G. Van Buskirk. 7. W. T. Earle, Oneida 
Community Co., Ltd. 8. E. A. Tanner, Milcor Steel Co., and Mrs. Tanner. 9. N. A. Gladding, E. C. Atkins 
& Co., Inc., and W. J. Dress, Duluth Show Case Co. 10. F. R. Nichols and H. J. LaFrenz, Nichols Wire, 
Sheet & Hdw. Co.; R. A. Smith and G. F. Stanton, Baltimore Copper Mills. 11. A. J. Deniston, Jr., The 
Deniston Co.; E. T. Long, Jr., Gulf States Steel Co., and G. R. Douglas, Keystone Steel & Wire Co. 12. Rob- 
ert Doti, Igoe Bros.; C. M. Powers, Cleveland Chain Co., and W. W. Hulfish, Worth, Hulfish & Co. 13. S. L. 
MacHitt, Center Hdw. Co.; Bert Morrison, W. H. Morrison, Inc., and I. Alkon, Gunn-Alkon, Inc. 14. Willard 
Parker, S. G. Russell, Mrs. Everett and Fred Everett, Columbian Rope Co. 15. G. M. Riley, M. R. Denver 
and H. B. Bannister, Irwin Auger Bit Co. 16. Harold G. Blodgett, Hardware Age; J. E. O’Toole and Frank 
P. Tenney, Utica Drop Forge Co. 
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Secretary Fernley’s Report Shows 
Interesting Data for Jobbers 


Printed Copies of Annual Report 

Distributed Include Analysis Work 

Inventories, Sales, Margins and Other 

Factors Affecting Wholesale Opera- 
tions. 


George A. Fernley distributed 

printed copies of his annual re- 
port among the members of the Na- 
tional Hardware Association in at- 
tendance at the Tuesday morning 
meeting, following opening remarks 
by President A. H. Nichols. Several 
of the most important activities of 
the secretary’s office during the past 
year were reviewed in the report, 
which also announced the enrollment 
of 16 new members. Some of the 
outstanding activities outlined touched 
upon in the résumé were: Wholesaler- 
Retailer Cooperation, The Retail 
Hardware Survey, The National Busi- 
ness Survey Conference, Overhead 
Expense Report, Cost Analysis, Trade 
Practice Conference, Hardware Coun- 
cil, Slogan Contest, Relations with 
Manufacturers, Inadequate Margins, 
Wholesale Advertising, Cash Dis- 
counts, Broken Packages, Merchan- 
dising of Appliances by Public Utili- 
ties, Chain Stores, Legal Matters, 
Price Discimination, Salesmen’s Auto- 
mobiles, Freight Classification, Col- 
lection Bureau, Overstock, Size of 
Catalog Pages, Returned Goods and 
other matters. 

An especially interesting page of 
the report was devoted to several ta- 
bles relative to Cost Analysis, which 
were prepared in connection with the 
survey made by the association. The 
tables are reproduced at the right. 

With reference to Inadequate Mar- 
gins, the report stated: 

“Although the cost of distributing 
hardware is accurately established by 
our Overhead Expense Reports, some 
manufacturers do not provide mar- 
gins sufficient to cover it. Failure on 
their part to do so is an unjust im- 
position and menace to the net profit 
of our members. 

“To continue in business and effi- 
ciently serve manufacturers and re- 
tailers, it is essential that they make 
a net profit, and correction by such 
manufacturers of their policies would 
not only minimize a problem of real 
importance to our members but be 
welcomed as concrete evidence of their 
sincere desire to cooperate in placing 
conditions on an improved basis. 

“As a result of studies of the cost 
of merchandising many lines gener- 
ally carried by members, there has 
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developed an increased tendency to 
eliminate items on which the margin 
is insufficient or which because of 
their small demand tend to inflate 
inventory investment unduly. Such 
a practice not only helps to reduce 
the cost of doing business, but enables 
the wholesaler to conduct his business 
more efficiently and with greater 
profit. 

“Numerous communications from 
members indicate increasing dissatis- 
faction with conditions surrounding 
the distribution of certain lines. 

“A recent survey made to deter- 
mine why a line was looked upon as 
unprofitable indicated that our mem- 
bers are dissatisfied with the failure 
of the manufacturers to allow the 
usual premium of 2 per cent for cash 
and with the inadequacy of the mar- 
gin when taking into consideration 
such factors as the cost of handling 
the small unit of sale, breakage, re- 
turns, broken packages, etc.” 

Relative to the Merchandising of 
Appliances by Public Utility Com- 
panies and Chain Store Competition, 
the following was set forth in the 
report: 

“For several years our association 
has been endeavoring to cooperate 
with the National Electric Light As- 


(Continued on page 171) 








ANALYSIS OF INVENTORIES AND SALES OF COMPETING 
LINES, BRANDS AND SIZES 














: No. of Lines Brands and Sizes Having Greatest Sales 
Line Brands % of Total %of Total % of Total 
Number and Sizes Number Number Inventory Sales 
1 38 10 26.3 58 84 
2 18 6 33.3 20 77 
3 12 8 66.6 36 88 
4 33 20 60.6 84 98 
5 21 12 57.1 88 97 
6 15 7 46.7 91 95 
7 26 14 53.8 84 91 
8 10 6 60.0 76 75 
9 40 16 40.0 59 90 
10 19 10 52.6 44 89 
11 15 7 46.7 ; 72 92 ° 
12 26 , 7 65.4 80 96 
Average 23 11 48.0 66 90 
ANALYSIS OF ORDERS FROM RETAIL CUSTOMERS 
Size of Number of Number of Per Cent of Total 
Order Orders Items Orders Items Sales 
Ue | ree 12,068 19,374 28.0 wah. 2.5 
Eee ee 6,853 16,372 15.9 6.0 4.4 
le | a ee eee 4,526 15,008 10.5 5.5 5.0 
ks, eee ree 5,560 28,378 12.9 10.4 9.5 
See Ae 26 sis cbse se Scams 7,718 69,710 17.9 25.5 24.2 
OE FO Hos Kwleia’oacioweye 6,375 124,026 14.8 45.5 54.4 
BAA | 6 vbw sed ese soda vwiee 43,100 272,868 100.0 100.0 100.0 
ANALYSIS OF SALES TO CUSTOMERS 
Purchases Number of Per Cent of Total 
per Year Customers Customers Orders Items Sales 
OS ee errr 616 29.5 5.2 2.4 2.6 
STOOD 6 anes soos s ieee 892 42.8 29.4 14.5 21.6 
ge Je eee 282 13.5 18.9 13.5 19.1 
SEO £0 SL S00... ovis 136 6.5 14.8 13.3 15.9 
$1,000 to- $2,000 ........... 73 3.5 10.5 21.8 11.7 
IS 87 4.2 20.8 34.5 29.1 
BM. Gice's oh un seas See 2,086 100.0 100.0 100.0 100.0 
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Study Stock Sheets to Determine 
Profits and Need of All Lines 


Suggests L. H. Weber Telling Jobbers 

Thursday Morning of His Own Ex- 

periences in the Analysis of Stock 
Records 


N analysis of lines and of the 
A items embraced in each line 
was advocated by L. H. Weber, 
George Worthington Co., Cleveland, 
Ohio, who addressed the final jobbers’ 
session Thursday on the subject, “Is 
It Profitable to Analyze Lines?” 
Mr. Weber declared that both profits 
and the need for the item or line 
should be taken into consideration in 
the analysis, saying in part: 

“The subject here is ‘Is It Profit- 
able to Analyze Lines?’ I think that 
can be answered very easily in one 
word. I would answer it ‘Yes.’ 

“Well, I do not believe that a man- 
ufacturer, a jobber or retailer even 
should fail to analyze a line. 

“It is not only profitable to analyze 
lines, but it is absolutely essential 
that lines be analyzed; then, not only 
lines, but items in the lines. We do 
not think it is profitable to buy all 
items in lines, although we want to 
represent the lines and carry them, 
but it is impossible to carry every- 
thing a manufacturer makes in a line. 
That is one of the analyses that we 
should consider. If you do _ not 
analyze lines how would you proceed 
with business—buy all the lines of- 
fered or buy no new goods, and 
simply carry all old lines or staple 
items? But a man who can analyze 
lines properly has an important duty 
to perform and is a very valuable 
man. 

“You ask how do you analyze lines. 
I think first from a profitable stand- 
point and then from a necessity or 
utility standpoint. I mean by that 
you have to use some gray matter at 
that point. For example, if you are 
carrying a line of lawn mowers, the 
way we do it there are certain un- 
profitable features entering into it, 
and that is in case of repairs.” 


“We feel that we must carry cer- 
tain repairs for certain particular 
lawn-mowers. We do not consider 
those repairs profitable, but you take 
the items of wheels, side-plates, cut- 
ter-bars, etc., the investment is not 
very great, the profit is not very 
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Geo. Worthing- Columbian 
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great, but it is just one of the essen- 
tials. Now this dees not mean it is 
even necessary to carry revolving 
knives and all the bolts and screws 
that enter into a lawn-mower that 
might give out or might require re- 
placement, but the essentials. It 
saves a lot of direct shipments, ex- 
press charges, and also if you have 
those goods in stock it accommodates 
a customer. 

“In the supply business there are 
certain sizes, valves and fittings of 
certain kinds that from a_ strict 
analysis of your stock sheets prob- 
ably would not be so profitable, but 
it is necessary to round out your line 
and to accommodate your customers 
with some of these unprofitable items. 
It is not necessary to carry a heavy 
stock of these, but suppose you are 
in the supply business and a manu- 
facturer has broken down and he is 
dependent upon you for his supplies, 
he is very much disappointed and put 
to a great deal of expense if he has 
to wait to ship them from the fac- 
tory. If you can supply with that 
item there is not much question but 
what he is going to depend upon you 
more for his regular supplies that 
should show a profit. 


Left to right—W. F. Henning, American Screw Co.; C. F. Sharrocks, Baker, Hamilton & Pacific Co.; F. O. Lincoln, 
Morse Twist Drill Co.; R. O. Recknagel and E. J. Williams, Corbin Screw Corp.; Mrs. Foss and Don. J. Foss, 


“I do not suppose there is anyone 
here in the wholesale business that 
does not have stock records. I do 
not suppose there. are very many here 
that do the actual work of the keep- 
ing of those stocks. I do think it is 
very essential that those stock’ sheets 
be studied, for they are merely left 
in the clerk’s hands and the order is 
automatically made up. In our case, 
at least, I would not have an oppor- 
tunity to study the stock sheets, but 
I do try to analyze from the stock 
sheet any line that I think contains 
items of which the sale is doubtful. 

“There are many lines that need a 
careful study, and along with the 
supply items you might consider the 
line of files. You do not need a stock 
sheet for that on eight and ten sizes. 
You need a stock sheet to know 
about the odd styles, and if there is 
no sale on certain files they should 
be dropped from the line; but that is 
just another item that enters into the 
supply business. It is necessary to 
carry certain files that the sale is not 
heavy on to accommodate the manu- 
facturer and the dealer at times. 
The investment is not heavy and we 
feel they are essential. I merely 
mention this line along with saws, 
paint and varnish brushes and many 
lines that need a careful analysis. 

“We are just about to issue a new 
catalog and in building this catalog 
the first thing we did was to analyze 
our sales and build our catalog from 
this analysis. This was done by di- 
viding our old catalog up into par- 
tials and sending the section to the 
various departments. The items to 
go into the new catalog were 
checked from the stock sheet by the 
department heads. So we feel we 
now have a catalog; in fact, the best 
catalog that has ever gone out in our 
territory. There is no phase of the 
wholesale business that will not 
stand analyzing carefully and it must 
start with the merchandise you buy. 
The sale must be analyzed—the im- 
portance of certain items in the line, 
and we found in making a thorough 
analysis that there were a great 
many items that can be dropped out, 
not so many lines, but certain num- 
bers of sizes in the lines, and I think 
that under present conditions it is 
very important to carefully analyze 
lines we carry.” 
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Left to right—Chas. B. Parsons, 


Corbin Cabinet Lock Co.; R. M. Parsons, Stanley Works; 
Chas. J. Smith & Co., Pres. Metropolitan Wholesale H 


Must Change Business Viewpoint 
and Stop Searching for Alibis 


C. K. Woodbridge Tells Manufac- 

turers That Standard of Living Is 

Based on Tomorrow’s Dollar. Stresses 
Importance of Sales Planning 


men to change their viewpoint 

and carry the banner of leader- 
ship, and crusade into fields that are 
greener and more profitable than the 
dump yards of calamity, which are 
throwing their foul odors around us, 
declared C. King Woodbridge, presi- 
dent of the American Machine & 
Metals, Inc., before the manufac- 
turers, Tuesday afternoon. 

“There is too much search for 
alibis to justify the fact that our 
enterprises are not as affluent as 
they were two years ago,” said Mr. 
Woodbridge. ‘Too many of us are 
not constructive. Not looking forward 
to a brighter and better future. The 
big issues confronting business are 
what they have always been—sales, 
production, management and finance— 
but the enterprises achieving success 
and going forward are those with 
vision, who are working earnestly 
and optimistically and who are per- 
forming honest service.” 

“Sales executives should recognize 
that the standard of living is based, 
not on the dollar in the pocket but 
on the new dollar coming tomorrow,” 
stated the speaker. “Habits of people 
today are changing more rapidly 
than twenty years ago. Thus the 
principal value of management, in 
any business, is its skill in determin- 
ing what is going to happen tomorrow 
rather than its ability to record facts 
and analyze balance sheets. “We 
ought to look at our business from 
the outside in,” Mr. Woodbridge re- 
marked. “Sa'es start outside in the 
field. The problem is to find out 


Ll is time for American business 


what people want, what they can pay 
and then manufacture a quality prod- 
uct to fit the need.” 

Pointing to the recent significant 
changes in management operations 
and the search for greater knowledge 
of markets, he asserted that no busi- 
ness organization can be conducted 
without planning. The larger busi- 
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ness organizations, today, have execu- 
tives and whole departments devoting 
their entire time to thinking about 
what is going to happen tomorrow 
and making plans to take advantage 
of the changing conditions. The 
sales organization should not be con- 
demned because it does not go out 
and obtain a larger volume of sales 
if that organization has not been 
given the proper sales tools. Every 
business should have a purpose, or an 
objective, and a plan for reaching it. 

“In one of our companies,” he said, 
“we developed a chart for our sales- 
men which read, ‘Where is your busi- 
ness? Why is it there? When are 


P. and F. Corbin Co.; Geo. T. Kimball, American Hdw. Corp.; A. L. Mackay, 
E. E. Baldwin, Corbin Screw Corp.; C. J. Smith, 
dw. and Housefurnishings Ass’n and J. H. Cherry, Sec. 


you going to get it?’ The sales man- 
ager of that business showed me, a 
few days ago, some sheets on his 
desk covering the planned work of 
his men, what they were doing this 
month, what they were going to do 
next month and what they hoped to 
do beyond that. This man, who had 
made such a signal success in selling, 
walked into my office one Saturday 
afternoon. I said to him, ‘Why are 
you sticking to this business? What 
do you see in it?” He said, ‘You 
have an objective and you have taught 
us how to plan the day’s work. When 
I do not come in town each morning 
with a plan of the day’s work in my 
hand, I make a fizzle of the day’s 
work and I might just as well have 
stayed home.’ So I say, manage- 
ment with thoughtful leadership will 
coordinate all operations for a com- 
mon objective. 

“The character of salesmen should 
be such as to fit in with industry’s 
problems. Selling should compliment 
the spirit of modern business. If 
industry will face the economic con- 
ditions unselfishly, solve the prob- 
lems in the interest of cooperation 
without destroying individuality, the 
job of salesmanship will prove itself. 
Do that and you have the choice of 
the choicest, for real men of charac- 
ter approaching a job of selling ask 
themselves ‘What is the objective? 
What must be done to reach it? 
Does my experience, my stock of 
physical energy, my sp:ritual out- 
look justify my attempting it? Should 
I succeed, will I be wroud of the 
accomplishment, amply rewarded for 
my work, and look the future in the 
face with financial confidence?’ Re- 
member that—where men’s hearts 
are, there also are their treasures.” 


Mr. Woodbridge declared that sales 
at a profit is the only sustaining force 
in business. Business administration 
will seek men who recognize this fact 
and men who by imagination, vision 
and ability to deal successfully with 
human nature inspire leadership. A 
good sales organization will depend 
on four factors: product, policy of 
the house, personnel, and _ inspira- 
tional leadership. 
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Left to right—W. L. Blumberg, W. L. Blumberg & Co.; Geo. Tolley, Underhill, Clinch & Co.; Otto Dederer, 

Sickels, Loder & Co.; Herbert Lawrence, Underhill, Clinch & Co.; L. H. Turner, Kelly Axe & Tool Works 

of the American Fork & Hoe Co.; Maj. A. J. Holloway, American Steel & Wire Co.; A. R. Murphy, National 
Enameling & Stamping Co. and R. R. Enoch, Wayne Hdw. Co. 


Nearer Real Stabilization Today 
Than at Any Time Since 1914 


Mental Depression Entirely Out of 

Proportion Discouraging Consump- 

tion and Production John E. Edgerton 
Tells Manufacturers 


ECLARING that business is 
1) nearer real stabilization today 

than it has been at any time 
since 1914, John E. Edgerton, told 
the manufacturer’s Tuesday after- 
noon session some of the lessons that 
have been or should have been learned 
from the vanishing depression. As 
president of the National Association 
of Manufacturers the speaker had at 
his command the information gained 
from that office. In part he said: 

“We have had a depression; no one 
who knows industry or business will 
deny it. But with that business de- 
pression we have had a national men- 
tal depression entirely out of propor- 
tion to the other, with the result that 
consumers have slackened in their 
purchasing and manufacturers have 
slackened in their production. Cer- 
tainly nothing has happened in that 
depression to weaken the faith of 
understanding minds in the essential 
and basic parts of our American 
economic system and its adaptability 
to the highest ends of progress; nor 
in our scheme of government. With 
other nations looking to us for en- 
lightenment on their own industrial 
backwardness, would anyone consider 
for a moment a change to the eco- 
nomic policy of any other people and 
a recession to lower living standards? 

“We have had a _ depression—a 
twelve-year depression, with peaks 
and valleys, that started with the 
World War. But we are nearer real 
stabilization today than we have been 
at any time since 1914. 

“When the great conflict began, 
and when the United States entered 
it, the whole world was in a period 
of destruction. Food, clothing, chemi- 
cals, metals, scientific instruments, 
building material, property, were des- 





troyed, thousands of tons at a time— 
billions of dollars worth. Replace- 
ment were obligatory, regardless of 
cost. Factories were over-extended 
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to meet the devastation for years to 
come, for no one knew when the end 
would be. At one time this country 
was supplying the needs practically 
of the allied armies. 

“Then suddenly came the end of the 
war. Billions of dollars worth of im- 
mediate war material were scrapped 
but the factories had gained such tre- 
mendous momentum that a great flood 
of supplies rolled up before produc- 
tion could be stopped. We arrived ata 
point of industrial indigestion and for 
the last decade have been slowly re- 
covering our industrial health, in spite 
of temporarily rising temperatures in 
the years 1921, 1928 and now. It has 
taken a long time to rid ourselves of 
the surplus; but today manufactur- 
ers’ warehouses and _ merchants’ 
shelves are low-stocked. 

“Abundant evidence is appearing 
on all sides that the worst is back 
of us and that the outlook for the 
winter, among the members of our 
organization at least, is preponderat- 
ingly favorable in the varying de- 


grees of excellent, good and fair—the 
general level being a shade lower than 
last year but higher than other years 
such as 1926 and 1927. Best of. all 
we find that our general standard of 
living has not declined, but has ad- 
vanced, because of the fact that com- 
modity prices have been declining 
while wages have remained practical- 
ly the same. 

“Information is continually coming 
in to us today of increasing employ- 
ment, some companies putting on 
many thousands in addition to those 
at work thrcugh the summer. And, 
coincidently, some of this increase in 
employment has been forced onto com- 
panies that have slackened in their 
production to find now that the only 
way to meet the demands is to push 
production as hard as possible. The 
casual observer who walks through 
our stores will see shelves far down 
from their usual display, which 
means that when the normal increase 
of fall and winter purchasing begins 
—as it always does—the consumer 
will be embarrassed by his inability 
to get what he wants and the manu- 
facturer will be embarrassed because 
he cannot meet promptly the demand. 

“Our depression has brought into 
cleaver view some egregious abuses 
of both of our economic and political 
mechanisms, but at the same time it 
has demonstrated their sufficiency of 
strength for as severe a test as has 
yet been known. If all the people, 
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producer and consumer, will demon- 
strate their faith in our industrial 
structure by producing and buying 
normally—and now, this will do more 
than any other effort to carry the 
country well out of its spasm of 
inertia and into practical action and 
better times.” 
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Hardware Industry Is Inconsistent 
in Selling Policies and Other 
Activities, Says C.D. Smiley, Jr. 


Civil Wars Within Industry 

Strengthen the Very Competition 

Hardware Associations Are Trying to 

Fight, Declares President of Simmons 
Hardware Co. 


hardware ranks and character- 

izing his observations as those 
of an “outsider coming in,” C. D. 
Smiley, Jr., deplored the “inconsist- 
encies” which had impressed him 
very forcibly when he became the 
president of the Simmons Hardware 
Co., St. Louis, Mo. Giving a straight 
from the shoulder picture as he saw 
it, Mr. Smiley addressed the manu- 
facturers’ Tuesday afternoon session, 
saying in part: 

“The most outstanding condition 
that impresses one from the outside 
can be expressed in one word, ‘incon- 
sistencies,’ in the industry. The in- 
consistencies seem to me to be all the 
way through the industry; with the 
dealer, with the jobber and with the 
manufacturer. 

“Take the dealer’s picture for a 
minute. His association is trying to 
stabilize a certain condition in the 
industry and, at the same time, the 
individual dealer is trying his level 
best to break down the very thing his 
association is trying to stabilize. 

“Again, you find the retail associ- 
ation out in openly declared war on 
the mail order houses and, in its en- 
deavor to carry on an aggressive 
campaign, it plays right into the hands 
of the very thing it is fighting, let- 
ting the mail order houses sit back 
and enjoy the fight we are putting on 
in our own camp. Every time we put 
on a civil war in our industry, the 
mail order houses are strengthened 
in their position, and we are the less 
able to meet competition from the 
outside. 

“Another inconsistency that I ran 
into early in my experience in the 
hardware field was with a very good 
customer of ours. I had an oppor- 
tunity to have quite a lengthy con- 
versation with this dealer and he told 
me of his troubles. He complained 
very bitterly about two of our com- 
petitors who had come into his city, 
gone over his head, and were selling 
the industrial trade that he had for- 
merly sold. I asked him how much 
business he was giving these two job- 
bers of whom he was complaining. 
He said, ‘Not a cent.’ I then asked 
him how much of his merchandise he 


CO ssa G himself a newcomer in 


‘was buying direct from the manufac- 


turer, and going over the head of the 
jobber. He answered, ‘About 50 per 
cent.’ When I asked him if he 
thought he had driven these jobbers 
to the industrial trade, his only an- 
swer was that they had done it first. 

“Now let us take the inconsisten- 
cies of the jobber. I am not going 
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to say very much about this because 
I know too much about it, but one of 
the first things I ran into was a more 
or less concerted action on the part 
of the jobbers to encourage the manu- 
facturer not to sell the mail order 
houses. I know that at the same 
time some of these jobbers were voic- 
ing their objections to the manufac- 
turers, they themselves were filling 
orders that were to be shipped to the 
mail order houses. Gentlemen, if we 
live in glass houses, we should not 
throw stones. 

“When we come to the third branch 
of the industry, the inconsistencies of 
the manufacturer, I will be able to 
only scratch the surface, as my time 
is limited to three hours. I will dis- 
cuss only three or four that have im- 
pressed me very forcibly because I 
have been unable to understand them. 

“First, let us take the case of a 
new manufacturing plant or a manu- 
facturer who brings out a new article 
in his line, and goes to the jobber 
with a proposition to introduce the 
line. The jobber goes to some ex- 
pense to put the article on the mar- 
ket, and builds up a nice business on 
same. The jobbers all over the coun- 
try are doing the same thing, and 
just as soon as the product has real 
consumer acceptance and national 


distribution the manufacturer decides 
that the product needs some techni- 
cally trained salesmen to do the job 
correctly, and therefore withdraws 
the line from the jobber and goes di- 
rect. What does the jobber do He 
turns the other cheek and says, ‘Now 
slap this one.’ 

“Just before leaving St. Louis our 
buying department informed me that 
a manufacturer from whom we have 
been buying a considerable amount 
of merchandise each year has decided 
to put over just such a deal, and 
withdraw the item from the jobber 
entirely. 

“Now let us look at the manufac- 
turer who has enlarged his plant ca- 
pacity during an abnormal period, 
brought on by a war or an inflated 
buying craze caused by over-extension 
of credit, time payment plans, etc. 
When times return to normal this 
manufacturer finds that he has a big 
plant to try to keep busy, and the 
normal demand through regular 
channels is not taking care of his 
over-capacity. He then is tempted by 
the ‘BIG’ buyer, the mail order house, 
and falls for the big business that he 
has to take at a price that lets him 
out on labor and material, a price be- 
low the price at which he sells the 
balance of his product. By doing 
this he immediately puts his own 
product in competition with his for- 
mer established regular channels of 
distribution. Because of the price at 
which he has to sell the mail order 
house, the mail order house distrib- 
utes his product at prices below those 
at which the independent dealer, his 
established distributor, can afford to 
sell, and thus the manufacturer 
cripples the very market in which he 
had expected to make his profit. By 
doing this he is injuring the industry 
that has built his business. Again I 
say—lInconsistent. 

“We have heard a great deal this 
year about maintained prices, and 
there is one industry that started out 
this year with a determined effort to 
carry out its program. It has_in- 
sisted that its distributors. shall 
maintain its suggested resale prices. 
After this policy had been fairly well 
put out to the industry, the mail or- 
der houses came out with their cata- 
logs, and are offering these products 
at prices that the independent 
dealers cannot afford to meet. This, 
again, is caused by the temptation of 
the big distributor who has done noth- 
ing for the industry but disturb other 
channels of distribution by taking 
advertised, trade marked lines and 
selling these products at figures be- 
low those to which the independent 
dealer can go. These manufacturers 
maintain a rather elaborate sales 
force, consisting of divisional man- 
agers and so-called ‘missionaries,’ 
who do not create any new business, 
but merely divert from one channel 
to another the business that is al- 
ready established. These sales forces 

(Continued on page 172) 
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1—Mrs. North and George M. North, The Lamson & Sessions Co. 2—Geo. Lee, Landon P. Smith, Inc.; J. D. 
Rennick, J. D. Rennick Co.; H. S. Forsberg, Forsberg Mfg. Co., and D. G. Smith, Landon P. Smith, Inc. 3—Mrs. 
Lacey and M. J. Lacey, Peck, Stow & Wilcox Co. 4—H. T. Coldwell, Philadelphia Lawn Mower Co.; Ed. Wein- 
garten, Fayette Nims, Cronk & Carrier Mfg. Co.; J. Q. A. Sands, Sands & Hulfish, Inc.; W. Glenn Pearce, Sec- 
retary Pasha and Ernest Johanneson. 5—Roy E. Greenwood, Simonds Saw & Steel Co. 6—Mrs. J. A. Warner 
and Miss C. Holloway. 7—E. W Howell and A. P. Hendricks, Hendricks & Howell 8—T. H. Fox, Hercules 
Powder Co.; R. P. Boyd, Savage Arms Co., and C. W. Hymer, Hercules Powder Co. 9—Hugh F. McKnight 
and W. R. Hill, Sargent & Greenleaf, Inc. 10—S. J. Mayer, Segal Lock & Hdw. Co,. and Mrs. Mayer. 11— 
Jos. Pollak, Pollak Tool & Stamping Co.; F. Lawrence, Lawrence Bros. and John S. Tomajan, The Washburn 
Co. 12—Mrs. H. Larcher, Mrs. Chauncey English and Mrs. W. L. Pond 13.—Mrs. Paulscraft and Wm. B. 
Paulscraft, R. K. Carter & Co. 14—Mrs. R. J. Christy, Mrs. D. L. Christy, R. J. Christy, and D. L. Christy, 
The Christy Co. 
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Left to right—Mrs. Alverson, A. E. Alverson, Greenlee Tool Co.; Fred Pfeifer, Payson Mfg. Co.; Don S. Bris- 
bin, O. H. Hager and A. L. McKinnon, Columbus-McKinnon Chain Co.; .N. T. Jacobs, and W. A. Ready, 


American Shovel & Tool Co. 


W. M. Bonham Urges Whole- 
salers to Study Cost of Dead Stock 


move to horses that eat their 

heads “off,” W. M. Bonham, 
president, C. M. McClung & Co., 
Knoxville, Tenn., discussed “To what 
extent do slow-moving items and lines 
add to overhead expense,” at the 
Wednesday morning jobbers’ session. 

Mr. Bonham’s remarks were as 
follows: 

“T know I cannot tell you anything 
that vou do not already know. You 
could tell me a lot, but I find in these 
conventions we are not likely to tell 
each other very much unless we get 
off in a corner and discuss it per- 
sonally. If we would put into practice 
about one-half the things we hear 
here after we get home it would be 
worth while. I am going to confine 
my few remarks to a story and to 
some facts wrapped around it. Mr. 
Harper said he never was a buyer; 
I never was. There are some advan- 
tages in not having been a buyer. A 
buyer knows just what he can do, but 
the man who is not buying does not 
know that and he may ask him to do 
things he cannot do. He may be fool- 
ish about it most of. the time, but 
finally gets down to it one way or the 
other. One of the things is to cut 
your line of goods down to where you 
know you are going to get a real 
profit and eliminate slow-moving 
goods. You will have a hard job. 
Such goods as nails are slow-moving 
goods. 

“A few years ago our credit man 
had been selling a contractor down in 


] IKENING stock that does not 
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Georgia. This contractor was just 
about busted. Before the crash came 
the credit man thought he would go 
down there and save a few dollars. He 
went down and looked the stock over. 
Most of his stock was ,under lien and 
nothing in his store. He saw a couple 
of nice horses. He says ‘How about 
these horses?’ And the contractor 
said, ‘That is a fine team; they are not 
covered.’ He says, ‘I will trade those 
horses for my debt.’ The trade was 
made. The credit man came back and 
said that was all he Gould see, those 
two horses, and he thought he could 
sell them. ‘All right,’ I said, ‘that is 
fine.’ He went down and got them. 
Then we had to hunt a livery stable to 
keep them in. 


“That was a pretty hard thing to 
find, but we found it. Then we went 
out to find a market for the horses. 
Unfortunately there was not much 
market for horses. Two months 
passed; three months passed. Feed 
bills came in. Those horses ate more 
corn than any pair of horses I have 
ever seen. The livery stable bill came 
in. That meant money. In about 
ninety days we sold those horses for 
less than what the upkeep had been. 

“The question is, how many of us 
are operating livery stables? That is 
almost a disgraceful question to put 
to you men. To what extent are we 
operating livery stables and to what 
extent’ is our stock made up of horses 
that are eating their heads off, and 
finally when we find out we sell them 
cut at less than the cost of keeping 
them? 

‘What are horses? Ends of lines. 
After you get the line you find that 
out of that line about one-third fai’s 
to turn over. What does it cost to 
feed these horses? That is a hard 
thing to figure out. There are cer- 
tain intangibles like expense and office 
expense, insurance and taxes, rent and 
things of that kind. We found it cost 
us $13.60 to carry one hundred dollars 
worth of goods a year—$13.60. 

“TI believe if you figure that out in 
your own business you will find it is 
around that average. All right, I 
will assume now that the hundred 
dollars’ worth of goods has not moved 
for a year. If it has not moved you 
have lost that profit. We figure that 
you should get a net profit of 3 per 
cent. That adds another three dol- 
lars; that is $16.60. If we should get 
three turnovers, that would make the 
cost $26.60; assuming if you use that 
same investment and the same floor 
space you would have to cut that 
some.” 


Left to right—E. E. H. Wright and C. G. McGhee, Welland Vale Mfg. Co.; T. E. Hoffman, John H. 
Graham & Co.; Frank Laughlin, Cincinnati Tool Co.; Will J. Feddery, Hardware Age; Jas. Gardner, Cin- 
cinnati Tool Co.; S. Herbert Smith, Nicholson File Co.; Mrs. Pharr and F. E. Pharr, Buhrman-Pharr Hdw. Co. 
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H. J. Funk Talks on Stock Control 
and the Disposal of Obsolete 
Merchandise 


when minimum quantities should 

be purchased to meet business 
demands, constitutes the greatest evil 
in improperly. used stock control, ac- 
cording to Henry J. Funk, Albany 
Hardware & Iron Co., Albany, N. Y., 
who spoke at the Wednesday morning 
jobbers’ meeting. However, properly 
used, he declared that stock control 
was very essential to the wholesaler 
and to every similar business organi- 
zation. Mr. Funk’s subject was “Ade- 
quate stock control by wholesalers and 
the disposal of obsolete and unsale- 
able goods.” His address, in brief, 
follows: 

“It is my understanding that there 
are three basic stock control systems, 
one being the maximum-minimum, one 
the stock report by stock departments 
without maximum and minimum quan- 
tities, and one where stock is reported 
to the buyer who does not use a stock 
report book system, but relies wholly 
on his judgment when ordering stock. 
This last system I sincerely trust is 
not in use by any of our members at 
this time, as it is one which is bound 
to create over and _ under-balanced 
stocks. 

“Systems 1 and 2 have their evils, 
and when they are not carefully 
watched they can create trouble by 
leaving on your shelves obsolete and 
slow moving merchandise. 

“Stock control cannot be operated 
successfully by a buyer or someone 
who has charge of stock by simply sit- 
ting at a desk when the actual mer- 
chandise is in the warehouse. We in 
our business have found from actual 
experience that the buyer should know 
his stocks and see them at least once 
or twice every week, that is he should 
take time to walk through the ware- 
house and check up on items he does 
not personally believe are moving fast 
enough, either making a mental note 
or a paper note, so he in turn can give 
the slow moving stocks special atten- 
tion. 

“When a stock is moving slowly it 
is time’ the buyer change his stock 
control maximum and minimum quan- 
tities, and if the stocks are moving 
too slow it is well that he have his 
salesmen or sales manager put a little 
special effort behind these items or 
lines and reduce them to a new mini- 
mum-maximum stock rather than the 
old minimum-maximum stock. 

“Stock controls are naturally very 
essential, but it is my own personal 


() wien min maximum quantities, 


belief that your warehouse help at 
large can do equally as well by re- 
porting at least once a month to the 
buyer or sales manager such items or 
lines in stock that are not moving. By 
so doing you can reduce your obsolete 
or unsalable merchandise at least by 
60 per cent to 75 per cent each and 
every year. 

“Stock Reports. There are a great 
many methods of keeping stock rec- 
ords and most every system has its 
good and bad points. Some organiza- 
tians believe it well to take weekly 
or monthly reports of stock. This I 
do not feel is absolutely necessary 
with the exception of seasonable mer- 
chandise, which shouid be watched 
very carefully, and if the buyer will 
analyze these stocks he can go through 
the season with very few shorts and 
at the end will have very little or no 
carryover, as weather and conditions 
in the territory may warrant reor- 
dering fill-in shipments, and at times 
it is much better to pay the less car- 
load rate of freight than the low car- 
load rate and carry over a large stock 
from one season to another. 

“Obsolete and Unsalable Merchan- 
dise. It is true that merchandise be- 
comes obsolete, but it is not true that 
merchandise becomes unsalable, as 
all merchandise has a sale value, and 
if given the proper attention and ef- 
fort ways and means can be found to 
dispose of odd or obsolete merchan- 
dise. 

“What causes these two evils of ob- 
solete or unsalable merchandise, and 
who in your business is responsible? 
This is to me the great question to be 
answered. In analyzing our own 
business I find myself, as a buyer, 
personally responsible for at least 50 
per cent of the so-called obsolete or 
unsalable items we have on our in- 
ventory at the end of the year, and 
the other 50 per cent I can divide about 
evenly between the salesmen on the 
road, who do not become interested in 
certain lines, and our men in charge 
of stock, who neglect to report slow 
moving items. 

“What creates obsolete and unsale- 
able merchandise? A great deal of 
this trouble can be avoided by the 
buyer if he will carefully analyze new 
lines he is buying for his stock, and 
that is, do these new items or lines 
conflict with lines he already has in 
the warehouse? If so it would be my 
suggestion that buyers do not add a 
line until such time as the present 





H. J. FUNK 


stock is in a condition whereby he can 
safely purchase the new line without 
creating too much so-called obsolete 
or close-out merchandise. How often 
have you found it in your own busi- 
ness when you have added a new line 
in competition to the line you have 
been selling that your salesmen will 
immediately start selling the new line 
and absolutely forget you have ever 
had the old line in stock? I believe it 
is much more economical to lose some 
profit on new merchandise if you had 
added it to your stock rather than 
take a loss on an old line, which you 
must sometimes do to close out after 
a new line has been added. 

“How many buyers will listen to 
high pressure salesmen to the effect 
that their competing jobber in a 
neighboring city has bought so many 
gross of an item and they should do 
likewise, and how many of you gentle- 
men here today have checked up on 
these statements and found them to be 
absolutely untrue? 

“New items added to stock should 
be considered very carefully and also 
as to what quantity should be pur- 
chased on the initial order. How 
much better it is to order new items 
three or four times the first month 
than it is to order once and carry the 
stock for perhaps one year? Also a 
great many items that are purchased 
will go very well for a short period, or 
what we many term the “once over,” 
and after the trade has been covered, 
how much of this merchandise have 
you left on your shelves which you 
must then find ways and means to dis- 
pose of without a loss? 

“It is my personal belief that the 
best method of disposing of obsolete 
merchandise is to give your salesmen 
a list of such merchandise at least 
once a month, with the quantities on 
hand, and keep them posted as to how 
this stock is moving and by so doing, 
if you are not already using this 
method, you will surprise yourself to 
see how little obsolete merchandise 
you will have in your warehouse at 
the end of the year. This is a great 
problem, and must be given a great 
deal of attention by the buyer, sales 
manager, salesmen and all con- 
cerned.” 
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FRANK E. HARWI 


concentrated purchasing by re- 

tailers were outlined by F. E. 
Harwi, A. J. Harwi Hardware Co., 
Atchison, Kan., in his address deliv- 
ered at the Wednesday afternoon 
jobbers’ meeting. Mr. Harwi spoke 
on “The Value of Concentration of 
Purchases by Retailers.” In advocat- 
ing wider adoption of the concen- 
trated buying policy among dealers, 
he said in part. 

“The one difficulty which I have en- 
countered in the successful advance- 
ment of this idea is the effective in- 
fluence of my competitors in the op- 
posite direction. It is all very fine 
to point out to the retail dealer the 
advantages of concentrating his buy- 
ing to a limited number of wholesale 
houses if yours happens to be one of 
the houses which is enjoying a major 
share of his trade and that condition 
will remain most satisfactory until 
your competitor comes along with a 
hot price on some of the merchandise 
for which you have charged this 
dealer more money on the foolish pre- 
sumption that you are entitled to a 
fair profit. On the contrary, when 
you are presenting this same argu- 
ment to the dealer who is giving the 
major portion of his business to your 
competitor, then the opportunity open 
to you to convince your retail friend 
that your house should occupy that 
obviously delightful position as one of 
his major sources of supply, is to 
convince him that you are in a po- 
sition to place merchandise of equal 
value in his hands on a lower basis 
of price. This condition is part of 
the thing that is the matter with the 
wholesale hardware business today. 

“Reverting again to the serious 
side of this subject, I would hate to 
admit that if given the opportunity 
for an hour’s discussion with any 
fair and open-minded retailer that I 
could not convince him that this was 
the best policy for him to pursue re- 
gardless of whether my house hap- 
pened to be in the picture or not. 
From the credit standpoint alone the 
advantages of concentrating pur- 
chases stands out in bold relief. 

“The basis of any dealings that in- 


| YOUR important advantages of 


F. E. Harwi Outlines Advantages 
of Dealers Concentrating Buying 


Tells Jobbers How This Should Re- 

duce Wholesaling Costs, Improve 

Credit Relations and Save Time for 
Retailers. . 


volve the value of concentrating of 
purchases must be confidence. Our 
civilization is built on confidence be- 
tween men. This is perhaps the 
most difficult year in the recollection 
of many of us present in which to 
sell the idea of confined purchases be- 
cause of demoralized markets and the 
fact that the price element enters so 
strongly into every transaction the 
retail dealer makes. I hold no brief 
for my local competitors, but because 
of my familiarity with the standing 
and reputation of the wholesale 
houses in our territory, I would not 
hesitate to recommend to any retail 
dealer that he select two or not more 
than three of the wholesale sources 
of supply available to him in our ter- 
ritory and place his confidence in 
those houses and confine his pur- 
chases to them. 

“There are conflicting arguments 
as to whether buying or selling is the 
most important consideration for the 
retailer and the competitive set-up of 
prices represented by the mail order 
houses, the chain stores and the utili- 
ties has complicated this situation 
and has tended to incline the dealer 
to the thought that buying his mer- 
chandise at a price that will enable 
him to compete with these outlets 


may be the most important job that 
is assigned to him. 

“I think perhaps the weakness of 
that relationship may be laid at the 
door of the wholesaler or the manu- 
facturer, particularly the latter, for 
we as wholesalers do not fabricate 
merchandise, we distribute it. Our 
costs are fixed by the manufacturer. 
We are presumed to be entitleed to 
the privilege of adding a profit com- 
mensurate with the service we ren- 
der and, after doing so, our next 
step is to pass that merchandise into 
the hands of the retailer. It is our 
duty and our obligation to find a way 
out of this situation by insisting that 
the manufacturer enable us to own 
merchandise at a price which with 
freight and a reasonable profit added 
will let us pass that merchandise to 
the retailer at a figure that will en- 
able him to meet the competition in 
his trade territory—this means every 
type of competition—mail order re- 
tail unit, chain store or what not. 

“Statistics demonstrate beyond any 
question that an overwhelming por- 
tion of hardware sold in the United 
States is distributed through whole- 
sale and retail hardware units, but 
the price for that distribution seems 
to be set by the very small minority 
represented by other channels of dis- 
tribution. What a farce it seems that 
the combined purchasing power of 
the wholesale hardware houses of 


(Continued on page 173) 


H. C. Glover, W. A. Griffin, J. C. Griffin, L. A. Abrams, E. W. Stevens and 
A. A. Chisholm, Griffin Mfg. Co. 
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Allen Compares Hardware Profits 
of Past Three Years With Those 


of Mail Order and Chain Stores 


ONTRASTING hardware store 

profits during the past three 

years with those of three com- 
petitive types of retail establishments, 
W. B. Allen, Palo Alto, Cal., presi- 
dent, National Retail Hardware As- 
sociation, speaking before the Wed- 
nesday afternoon session of the Na- 
tional Hardware Association, declared 
that hardware retailers were alone 
in being able to say that they had 
earned more per dollar of sales during 
1929 than in 1928. In this fact, Mr. 
Allen found encouragement for the 
craft, because the downward trend of 
profit was reversed in a year when 
other lines were unable to maintain 
their position. “A comparison of the 
profits made during the past three 
years by hardware retailers, mail or- 
der houses and department stores,” 
was the subject discussed by Mr. 
Allen, who said in part: 

“As the topic assigned me involves 
far more than can be covered ade- 
quately during the time at my dis- 
posal, my remarks will be confined 
entirely to a brief discusion of out- 
standing trends during the three 
years prior to Jan. 1, 1930, and my 
opinion as to their significance. 

“Why did Sears-Roebuck, Mont- 
gomery Ward and the leading chains 
make less money on sales in 1929 than 
in 1928, although volume increased? 

“Why has the.trend of department 
store earnings been consistently 
downward since 1927? 

“Why did the average hardware re- 
tailer make more money in 1929 than 
in 1928, a reversal of the slow down- 
ward tendency in effect from 1923 
through 1928? 

“An examination of their annual 
reports goes far toward explaining 
what happened to the leading mail 
order houses. 

“Montgomery Ward’s total sales in 
1929 gained about 25 per cent over 
1928. 

“In view of the excellent record 
made by sales, the decline of 24 per 
cent in total net income and of 40 per 
cent in earnings per dollar of sales 
needs explanation. The president’s 
letter to stockholders states that the 
payment of shipping charges on mail 
order business during the last half of 
the year accounted for most of the 
fall in profits. Since the decline in 
mail order sales during the first half 
of 1929 was accounted for by the fact 
that the company was not prepaying 
shipping charges, it is clear that this 
practice proved to be costly both be- 


fore and after its adoption. One 
wonders what would have happened 
to earnings if delivery costs had been 
paid throughout the year. 
“Sears-Roebuck increased its vol- 
ume 28 per cent. Total profit made 
a much better showing than Mont- 





W. B. ALLEN 


gomery Ward’s, for it gained almost 
12 per cent, but dropped over 12 per 
cent per dollar of sales. 

“Sears declared that prepayment of 
shipping charges—a policy followed 
all year—did not influence earnings 
materially, so they must have found 
ways to compensate for this expense. 

“It seems to me that an equally im- 
portant factor in the poorer earnings 
records of these two big institutions 
was the creeping in of unusual costs 
in conjunction with the great efforts 
to increase sales. 

“During 1928, they were skimming 
the cream in their chain expansion. 
The pressure for volume last year un- 
doubtedly caused new stores to be 
opened in towns and in locations 
which were not favorably enough sit- 
uated to bring adequate returns upon 
the investment. Furthermore, the 
problem of trained personnel proved 
more disturbing—one that will re- 
quire time to solve satisfactorily. 

“Perhaps, too, the new merchandis- 
ing methods—new as far as the mail 
order houses were concerned—in- 
volved expenses which were unfore- 
seen or underestimated. In any case, 
the next few years are likely to be a 
period of strengthening their present 
positions rather than an era of reck- 
less expansion into new fields. 

“Unfortunately, detailed informa- 


tion relative to operating costs of 
mail order houses and chain systems 
are not available to the interested 
public. If they were, we could learn 
some things about margins and ex- 
pense items which would throw still 
more light on last year’s ebb in prof- 
its on sales. 

“During 1927, 1928 and 1929 mar- 
gins of department stores varied but 
little. Stores which sold less than 
$500,000 had an average margin of 
around 29 per cent. Those with sales 
of $500,000 to $1,999,000 averaged be- 
tween 31 per cent and 32 per cent. 
When volume exceeded $2,000,000: the 
typical margin was between 33 per 
cent and 34 per cent. Most hardware 
retailers would consider themselves 
very fortunate if they could attain 
such ratios. 

“Unfortunately for department 
store owners, expense has not been 
so fixed; it has advanced slightly each 
year with an unsatisfactory effect 
upon earnings. It is interesting to 
note that the rise in operating costs 
has been greatest in the group of 
largest stores—another example of 
the price paid for getting large 
volume. 

“Pay rolls, advertising and supplies 
have accounted for most of the 
mounting total of expense. As the 
ratio of stores suffering an operating 
loss has been increasing so consistent- 
ly and the average return on invest- 
ment has declined, something must be 
done to halt the trend. 

“Now we come to the experience of 
hardware retailers, the phase of this 
subject which is of particular inter- 
est to all of us. 

“The rise in earnings on sales from 
2.22 per cent in 1928 to 2.51 per cent 
resulted from an increase in margin 
of 26.24 per cent to 26.50 per cent 
and a slight decline in expense. A 
very gradual increase in margin has 
occurred each of the seven years for 
which the survey has been compiled. 
*“Although the drop in operating 
costs—23.99 per cent against 24.02 
per cent in 1928—was very small in 
itself, it had a good deal of signifi- 
cance. 1929 was the first year in the 
period covered by the Surveys during 
which total expense was lower than 
in the preceding twelve months. 

“Greater sales per person employed, 
faster stock in turn, lower wage and 
rent costs per dollar of sales were re- 
sponsible for halting the upward 
march. 

“Another encouraging feature of 
the 1929 results is to be found in the 
high proportion of reporting dealers 
who had an operating profit. Almost 
two thirds made money aside from 
cash discounts and other income. 
Furthermore, the average of current 
assets for each dollar of total liabil- 
ities reached the excellent ratio of 
3.7 to 1—indicative of the strong 
financial position enjoyed by these 
retailers. 

“Dealers located in towns of less 


(Continued on page 173) 
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Left to right—George H. Griffiths, General Manager, Hardware Age; L. B. Jackson and J. D. Bayley, Wickwire 
Bros.; A. C. Albrecht, North Bros. Mfg. Co., Mrs. Albrecht, Mrs. Titgemeyer, C. W. Titgemeyer, Osborn Mfg. Co. 


Insufficient Margins, Lack of Sales 
Effort and Competition Cause 
Unprofitable Merchandise Lines 


C. S. Harper Offers Study of the 

Reasons Why Certain Lines Are Un- 

profitable to the Wholesaler, at 
Wednesday Morning Session 


HREE important factors having 

a direct bearing on unprofitable 

items, namely, insufficient mar- 
gin, lack of sales effort and competi- 
tion, were discussed by C. S. Harper, 
Harper & MclIntire Co., Ottumwa, 
Iowa, at the Thursday morning ses- 
sion of the National Hardware Asso- 
ciation. The subject of Mr. Harper’s 
address was, “Why are certain lines 
unprofitable?” and his remarks, in 
brief, were: 

“We all know that certain lines 
which are handled by wholesale hard- 
ware houses are considered by these 
houses to be unprofitzble. Whether 
they are really unprofitable or not 
can only be determined by a thorough 
analysis of every one of the lines in 
each particular wholesale house. It 
is apparent that a line which might 
be unprofitable with one house could 
show a profit with another house 
which operated in a different terri- 
tory or which handled the line some- 
what differently. 

“The ideal line of goods for whole- 
sale purposes is one which is in de- 
mand in a territory so that a reason- 
ably attractive volume can be secured 
and one upon which competitive con- 
ditions allow a reasonable margin of 
profit. If these factors are present, 
it is to be supposed that the turn- 
over on the line will be a sufficient 
number of times to at least reach the 
average turn-over rate. 

“A great many lines which are han- 
dled by wholesale hardware houses 
fall into the above classification. If 
that were not true, we could not con- 
tinue in business. Other lines, upon 


which the gross margin of profit is 
considerably below the average, make 
up this disadvantage by a high rate 
of turn-over. 

“We are trying to consider here 
some lines which seem unprofitable 
and the various reasons therefor. A 
line such as carpenter tools will at 
once occur to many of you. In this 
line many manufacturers suggest a 
resale schedule on their tools, which 
schedule is sometimes followed and 
sometimes disregarded by wholesalers 


C. S. HARPER 


in making their selling prices. The 
volume of sales on carpenters’ tools 
has been dwindling for the past ten 
or twelve years, and the reason for 
this is, of course, the large amount 
of wood-working now done by ma- 
chinery. The margin of gross profit 
allowed to the wholesaler on many 
lines of tools, as set by the suggested 
resale schedule, was fixed in the days 
when volume of sales on this line was 
much greater than it is at present. 
With a dwindling volume it is ap- 


parent that,a greater margin of gross 
profit is necessary if the line is to 
continue in the profitable classifica- 
tion. Dwindling volume affects turn- 
over to a certain extent, and any 
attempt to keep up volume means in- 
creased sales expense on this line. 

“The above reference to carpenter 
tools is not intended as a criticism 
or reflection on the manufacturers of 
such lines, but merely as a statement 
of well-known facts, and the state- 
ment is made in the hope that with 
the facts before us some course may 
be pursued whereby this necessary 
line of goods can be made more profit- 
able. It might be said that if ‘sug- 
gested resale prices’ did not allow 
sufficient gross margin of profit, 
wholesalers could sell at higher prices. 

“In the case of many lines of tools, 
however, the retail price is fixed to 
the consumer by the price published 
in the leading mail-order catalogs, so 
that the retail merchant is unable to 
get a higher price and thereby in- 
crease his margin of profit. It is 
quite usual for the mail-order houses 
to price nationally known brands of 
tools at 10 per cent below the ‘sug- 
gested price to the consumer’ and to 
sell their own brands of tools much 
cheaper. This fact very closely limits 
the dealer’s margin of profit, no mat- 
ter what brand of tools he sells or 
how complete his stock may be or 
how well he is equipped to render 
good service. 

“Certain lines of goods which are 
not affected by the factor of dwin- 
dling volume, and the distribution of 
which is pretty closely controlled by 
the manufacturer, are unprofitable 
because the suggested resale price 
fixed by the manufacturer is inade- 
quate to cover the expense of whole- 
sale distribution. There is a line of 
clocks which falls into this classifica- 
tion, and in such a case as this the 
manufacturer probably has it in his 
power to increase the margin. If this 
is the case, he certainly should give 
serious consideration to an adequate 
margin for the wholesaler. 

“It has been suggested that prob- 
ably certain lines are unprofitable 
because of lack of sales effort on the 
part of the wholesaler. I have been 
unable to see that this is true in many 

(Continued on page 174) 
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1—C. F. Barker, Lamb & Ritchie; R. H. Sanderson, president, American Steel & Heavy Hardware Ass’n. 2 
Mrs. Hollander and H. Hollander, Beh & Co. 3—A. W. Walker, Walker & Son, Toronto, Canada, and Mrs. 
Walker. 4—P. D. Preston and A. E. Newton, The Collins Co. 5—R. A. Sundvahl, Corbin Screw Corp.; A. J. 
Eggleston, Richards-Wilcox Mfg. Co. 6—F. E. Harwi, A. J. Harwi Hdw. Co., and Miss Mary Blair. 7—Ed. W. 
Smith and H. F. Hanks, Pittsburgh Steel Co. 8—Mrs. M. L. Kempe and M. L. Kempe, The Bassick Co. 9—H. 
E. Masback, E. R. Masback, Masback Hdw. Co. 10—J. G. O’Brien, Caldwell Mfg. Co., and Gustav Bommer, 
Bommer Spring Hinge Co. 11—W. G. Carey, Jr., and E. D. Jones, Yale & Towne Mfg. Co. 12—E. W. Lee, 
American Screw Co., and J. T. Braswell, King Hdw. Co. 13—Phillip Rogers, Millers Falls Co.; C. F. English, 
and P. J. Cosgrave, Hardware Age. 14—E. W. Stevens, Griffin Mfg. Co.; Mrs. Stevens; H. J. Menges, Jos. 
Woodwell Co.; Geo. C. McBeth, Lufkin Rule Co.; Harry M. Jay, Miller Bros. Hdw.; Walter Bromley, American 
Screw Co. and T. C. Harrington, Miller Bros. Hdw. 
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Left to right—Mrs. Koester, Ed. Koester, Vichek Tool Co.; Mrs. King and John S. King, King & Wiley & Co.; 


Wm. A. Tobler, C. F. Silvester, C. R. Babson, and Wm. Buxbaum, Winchester Repeating Arms Co., Inc. 


Long Terms Started by Manu- 
facturer Offer Dealer a 


Stumbling Block 


Secy. Fernley Reads Paper Submitted 
by J. E. Woodmansee Thursday 
Morning 


I ONG terms offer a_ stumbling 
block to many dealers, accord- 
ing to the opinion expressed in 

a paper prepared by J. E. Woodman- 
see, Richards & Conover Hardware 
Co., Kansas City, Mo. Mr. Woodman- 
see was unable to be present, and his 
manuscript on the subject, “Are long 
terms advantageous to retailers,” was 
presented by Mr. Fernley at the final 
jobbers’ session, Thursday morning. 
The paper prepared by Mr. Woodman- 
see voiced the belief that extended 
terms originate with the manufac- 
turer, while too many wholesale firms 
have considered terms the selling fac- 
tor, rather than price. Extracts from 
the manuscript follow: 

“If you were to ask the question of 
a manufacturer, are long terms ad- 
vantageous to manufacturers, the re- 
sponse undoubtedly would be yes. Let 
us first view this from the standpoint 
of the manufacturer. The manufac- 
turer sells principally to the large dis- 
tributors, both wholesale and retail, 
and to have an even flow of business 
through the factory the manufacturer 
desires to give terms to those to 
whom he sells in order that the same 
terms may be passed along and the 
needs of the distributor can be antici- 
pated, orders being placed with the 
manufacturer so that he will know 
for some months ahead. The larger 
portion of the business of many man- 
ufacturing plants is built around the 
anticipated needs of the distributor. 
I am bringing the manufacturer into 
the discussion because it has a bear- 
ing on the actions of the jobbers or 
wholesalers. 

“Recently a manufacturer discussed 
this question with me, advising they 
were coming to us at the present time 
with a well known line, extending to 


us May 1, 1931, terms, expecting us 
to give these same terms to our sales- 
men for the purpose of obtaining or- 
ders for delivery Jan. 1. It is obvi- 
ous, therefore, that extended terms 
begin with the manufacturer. 

“So far as the 
jobbers through- 
out the country 
are concerned 
through their 
sales force in 
many instances 
terms have been 
the selling fac- 
tor rather than 
price. It is a 
practice of a 
few of our na- 


tionally known 

wholesale hard- tay 2 ce il 
h ses enry Disston 
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particularly in i 

the South and Southwest, to extend 
terms that are far beyond reason and 
I believe harmful to the better intcr- 
ests of the retail dealer. For illus- 
tration, these nationally known houses 
sell general fill-in orders to be de- 
livered in early spring with fall dat- 
ing. They repeat in the fall by sell- 
ing general fill-in orders carrying 
spring datings. These are not spe- 
cial orders, but cover practically the 
entire hardware line as sold by all 
hardware jobbers. 

“We believe that a retail dealer pur- 
chasing abnormal quantities of mer- 
chandise or extending terms is reduc- 
ing his turnover and creating addi- 
tional overhead expense, and in the 
event of poor crops and poor market 
conditions on agricultural crops the 
dealer is burdened with an overstock 
of merchandise which in some in- 
stances becomes obsolete or shop- 
worn, reducing the value and oppor- 
tunity to earn profit. For this rea- 
son failures are increased in number 





and the merchandise sells for much 
less in liquidation. 

“In my opinion an even flow of busi- 
ness can be obtained by both manufac- 
turer and jobber by adhering strictly 
to regular sales terms. It is a fact, I 
believe, that there is no manufacturer 
or jobber in the United States that 
can go beyond regular terms and 
draw business that is not also obtain- 
able by others in the same trade line. 
I mean simply this. No matter what 
terms or prices are quoted by one 
wholesale house, the same conditions 
will be met and in many instances sur- 
passed by competitors. It is my ab- 
servation that no matter what we do 
the information will soon be carried 
to our competitors and they meet the 
conditions or beat them. 

“For a number of years the jobbing 
industry, because of many other sell- 
ing factors entering the field, name- 
ly, mail order houses, chain stores and 
cut rate stores, have felt the neces- 
sity of assisting the retail dealer to 
be a better merchant. This means 
not only a new arrangement of the 
dealer’s stock, a better display of 
merchandise, up to date accounting, 
but a selection of quality merchandise 
offered to the public at a fair price, 
balanced stock in order to meet the 
needs, and a reduction of obsolescence, 





G. F. WRIGHT 
G. F. Wright Steel & Wire Co. 


“For several years past I have 
made a study of the selling of the 
larger units of merchandise which run 

(Continued on page 148) 
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Left to right—J. L. B. Holme, John H. Graham & Co.; W. G. Shelton, Remington Arms Co., Inc.; C. W. Titge- 
meyer, Osborn Mfg. Co.; D. E. Gibbs, Wemberly & Thomas Hdw. Co.; Chas. W. Beaver and W. S. Mace, Lock- 
wood Mfg. Co.; Arch Hager, C. Hager & Sons Hinge Mfg. Co.; Mrs. Hager; Mrs. R. H. Baker and R. H. 


Baker, Fones Bros. Hdw. Co. 


Konold Gives Manufacturer's 
View on Analyzing Lines 


On Sales Basis 


Tells Wholesalers That Estimated 85 

Per Cent of Sales on 15 Per Cent of 

Lines Is Tragically True Picture of 
Situation 


ANUFACTURERS will find 
M many benefits in a thorough 

analysis of lines, declared 
William S. Konold, Warren Tool & 
Forge Co., Warren, Ohio, in speaking 
before the Jobbers’ Thursday morn- 
ing meeting. Mr. Konold’s subject 
was “The necessity of analyzing lines 
from the manufacturers’ standpoint.” 
He related how an analysis of the 
sales volume in the plant, with which 
he is connected, disclosed that ap- 
proxmiately 85 per cent of the vol- 
ume was produced by 15 per cent 
of the lines. In a later study, he 
said, of 665 items considered, 304 or 
46 per cent were eliminated. When 
the whole industry participated in a 
similar study, only 370 items were 
found to be in active demand na- 
tionally. Of the remaining 360, 
about 187 were active locally, 86 were 
classed as slow, while 87 were dis- 
continued entirely. Extracts from 
Mr. Konold’s address follow: 

“Our company has always been 
dimly conscious that an analysis of 
lines was a good thing, but it never 
occurred to us that any good might 
come of it. Slow moving items were 
things to be endured. Special pat- 
terns were things necessary to some 
customers’ happiness. If the manu- 
facturing schedule got cluttered up 
with these odds and ends jobs, well— 
that was too bad and we’d replenish 
the stocks of fast movers just as 
soon as we could. Or, if the regu- 
lar goods were in stock they would 
be shipped and the odds and ends 
back ordered. Then would begin 
tracer letters and reassuring replies 





WM. S. KONOLD 


—pressure of the sales department 
on the manufacturing end for de- 
livery and finally a special job made 
of it either by interrupting some other 
work or doing it overtime. These 
were simply hardships to be endured 
and the high extra cost swallowed 
with as good grace as possible. 

“One day there popped out of the 
swarm of statistics an unusual ratio 
that caught the manufacturers’ at- 
tention. Someone has figured out 
that 85 per cent of the sales volume 
was produced by 15 per cent of the 
lines. A rough analysis of our own 
sales proved this to be so close it 
wasn’t even funny. We then began 
to take serious notice of the 85 per 
cent of our lines that were lagging 
so far behind the busy 15 per cent. 
Now that we were looking for bad 
news, we found plenty of it. i 

“In the matter of dies, for exam- 
ple—it costs just as much to make 
a set of dies for a run of 20,000 pieces 
as it does for 200 only. Likewise, 
the set-up time is exactly the same; 
but it makes 100 more die changes 


to get the same volume, adds just 
100 times the set-up rate of from 
3 to 5 hours per change. 

“It wasn’t hard to find a lot of 
extra expenses directly chargeable te 
this group. But what to do about it? 
Our analysis showed that we should 
discontinue 85 per cent of our line. 
Would the jobber let us pick from 
his order what we wanted and give 
the rest to someone else? He would 
not. 

“About that time the simplified 
practice, sponsored by the Secretary 
of the Department of Commerce be- 
gan to take form. Our industry 
along with a great many others, 
went to Washington with their 
troubles and with the consent of the 
jobber and the consumer, a major op- 
eration was performed on the ill- 
favored goods. In our own industry 
out of 665 items studied 304, or 46 
per cent were eliminated. 

“This did not take them all out 
because the idea was too new and 
the analysis not deep enough to war- 
rant more than a good pruning. If 
an item showed signs of life no mat- 
ter how faint, it was left with the 
hope that it would revive. 

Em the meantime, the results of 
analysis began to show and both 
manufacturer and jobber liked it. The 
study of the lines was continued and 
a year ago more patterns and sizes 
were discontinued. 

“Again the whole industry partici- 
pated in the analysis. Some 730 items 
studied disclosed the fact that only 
370 were in active demand national 
ly. Of the remaining 360, about 187 
were active locally, 86 definitely 
classified as slow and 87 discontinued 
entirely. 

“In our industry there always will 
be some tools that cannot be discon- 
tinued. The demand will always be 
small but never die out. I refer to 
such hard tools as are used by black- 
smiths, stone masons. 

“These tools have got to be made 
and they should carry their own costs, 
but it’s impossible to pass the extra 
expense on to the customer. 

“We are working now on a plan 
to divide up with the other manu- 
facturers the group of slow but nec- 
essary items so that the manufactur- 

(Continued on page 150) 
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Canadian Purchases Here Too 
Great in Proportion to Our 


Buying Says Hatch 


| N HAT Canadian business rela- 
tions with the United States 
have been growing steadily in 
extent for many years was pointed 
out by Col. A. F. Hatch, of the Stan- 
ley Works of Canada, Ltd., Hamilton, 
Ont., at the Wednesday morning ses- 
sion of the manufacturers. The 
speaker provided figures which were 
enlightening as to trade between the 
two countries. He said in part: 
“For the twelve months ending 
March 31, 1930, we Canadians bought 
from the United States goods to the 
value of $847,466,079. During that 
same period the people of the Un ted 





E. H. HOFFELD 
Ferdinand Dieckman Co. 


States bought from Canada goods 
worth $514,000,000. In other words, 
during that year, on a per capita 
basis, each bought from the United 
States $85 worth of goods, while each 
inhabitant of the United States 
bought from Canada less than $5 
worth. 

“Our greatest purchases from you 
are in the field with which we hap- 
pen to be connected, namely, metals. 
We bought from the United States 
last year metals to the value of $367,- 
904,491. Of this, the largest item was 
iron, amounting to $284,165,760. This 
included ore, pigs, ingots, rolling mill 
products, tubes, pipe and fittings, and 
other articles based on iron. We have 
plenty of iron in Canada, but it is low 
grade and more costly to work than 
the fine iron ores available in Michi- 
gan. 

“We bought from you $37,937,283 
worth of crude petroleum and $24,- 
877,693 worth of refined petroleum. 
We have some petroleum, but not 





nearly enough to supply all our motor 
cars. 

“We bought also from you a great 
deal of manufactured goods, although 
we have an industrial system in Can- 
ada. The following are examples of 
our annual purchases from you: 


Manufactures of leather.. $4,679,656 


Electric apparatus ....... 34,177,488 
Rolling mill products .... 50,200,611 
Engines and boilers ..... 13,845,194 
Farm implements ....... 29,338,753 
eee ere 62,692,524 
PRIME Kina discs wurst pioetele 2,412,356 
WMDEES tatu wcvacewsew 73,846,161 
aD ee ee eee 11,592,086 
Parrtiriane bcs hee oes ce 3,171,620 


“Our principal sales to you during 
the year were as follows: 


EAD . Sawsk es fe9 5 eb eee 12,916,519 
ee See ee 18,846,297 
2h eS es ar ae 14,571,904 
ee een eee 7,750,207 
Grain and products ...... 11,981,893 
Hides and skins, raw .... 17,572,463 
BROS yt ew tnsee sige See sire 6,446,315 
Milk and cream ......... 5,378,994 

“We also sold you $113,364,467 


worth of metals, but these were chief- 
ly in the raw or partly finished state 
and included copper ore, gold ore, 
nickel, lead, silver and zinc. 

“Our greatest item of export to you 
was paper, totaling $128,081,602. Our 
third largest item was unmanufac- 
tured wood, totaling $70,855,750, and 
manufactured woods, which includes 
both chemical and mechanical pulp, 
totaling $37,684,939. 

“Summarizing the trade briefly, one 
might say that we buy from you those 


natural products such as cotton, coal, 
iron ore, petroleum, which, owing to 
geographical disadvantages or lack 
of adequate supply, we must have, 
but we also buy from you very large 
quantities of manufactured goods. 

“You buy from us chiefly food 
products, including grains, meats, fish, 
dairy products, fruits, and also a 
great deal of raw materials, such as 
logs, rough lumber, metal ores, such 
as copper, zinc, nickel, lead and sil- 
ver, and you use these in manufac- 
turing produces of many kinds. 

“The feeling has been growing 
steadily that we should manufacture 
more of our own raw materials into 
finished goods. Putting it another 
way, we should follow the policy 
which the United States initiated and 
followed with such great success dur- 
ing the past hundred years, namely, 
that of stimulating and protecting 
home production in every possible 
way. That policy has certainly pro- 
duced wonderful results in the United 
States, and we believe that it will do 
so in Canada. 

“We in Canada must shape our 
policy in order to reduce our pur- 
chases abroad. We cannot afford to 
spend so much, that is a plain fact. 
We must buy less from other coun- 
tries, even if we have to go without 
some things, and we will have to 
save a greater surplus and export it 
in order to make ends meet and pay 
our debts. One hears sometimes talk 
about retaliation in tariffs. We are 
not retaliating against anybody. Re- 
taliation is poor business at any time. 
The economic fact of the situation ex- 
isting between our countries is that 
we are still buying far too much 
from you in proportion to what you 
buy from us, considering the differ- 
ence in population and wealth of the 
two countries. 

“T suppose. you have all noticed 
that there have been some changes 
in the Canadian customs tariff recent- 
ly. These changes have all been up- 
ward, but our tariff is still much 
lower than yours. For example, con- 
sider the rates on various articles of 
hardware, as shown below. 





British 
Pref. Tariff 
15% 


Article 
Door hangers 
Hand tools, 


such as hammers, 


planes, wrenches, bits, etc.... 15% 
Shovels and spades ............. 10% 
ee eee ee eee eee oe ea 10% 
Locks (when not plated): 

SEC MNNE Tc orcas nee er aleSe's 6 a.cle 20% 

fe ge. a re re ie 15% 
M’f’tures of iron or steel, n.o.p... 15% 
M’f’tures of brass or copper, n.o.p. 20% 


70 


Canadian Tariff 


Intermediate General 
Rates Tariff U. S. Tariff 
25% 30% 45% 
27% % 30% 45% 
15% 20% 30% 
15% 20% 45% 
20% ad val. 
2712 % 30% plus speci- 
25% 30% fic rates 
varying 
from 70c. 
to $2.00 
per doz. 
25% 80% 45% 
27% % 30% 45% 
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Wholesaler Justifies His Existence 


Only Through Economical 
_ Distribution 


Leon F. Banigan, Editor, Motor 
World Wholesale, Tells Convention 
of Problems Faced in the Wholesale 
Distribution of Automotive Goods 


HOLESALERS distribute at 

\ \ least a billion and a quarter 

dollars worth of automotive 
merchandise each year to satisfy 
the demands of the motoring pub- 
lis, said Leon F. Banigan, editor, 
Motor World Wholesale, Philadelphia, 
in an address before the Accessories 
Branch of the Wholesaler’s, Tuesday 
afternoon session. Mr. Banigan had 
“Problems in Connection with the 
Sale of Automotive Equipment by 
Wholesalers” as his subject, and his 
address embraced the following high- 
lights: 

“In order that you may get a pic- 
ture of the ditch in which the whole- 
saler digs, it will be necessary for me 
to wax slightly statistical. 

“The meal ticket of the automotive 
equipment wholesaler, his excuse for 
existence, his secret passion, is the 
26,000,000 motor vehicles which today 
are a part of the business and social 
fabric of the modern machine civiliza- 
tion in which we live. 

“Those 26,000,000 motor vehicles 
make 300,000,000 stops a year at 
116,000 automotive maintenance and 
supply stores which are retail cus- 
tomers of the wholesaler. That does 
not include refueling stops. Three 
hundred million stops a year means 
25,000,000 jobs a month done on 
26,000,000 motor vehicles—a job a 
month for each motor vehicle. 

“We don’t know the total dollar 
value of all merchandise that is sold 
in a year to keep the 26,000,000 motor 
vehicles running. We do know that 
more than one and one-quarter billion 
dollars worth of maintenance machin- 
ery, tools, parts, accessories and sup- 
plies are sold through 4500 listed auto- 
motive wholesale outlets located in 
1200 cities and towns in the United 
States. But that figures does not in- 
clude the millions of dollars worth of 
automotive merchandise distributed 
annually by car factories through 
54,000 enfranchised dealers of those 
factories. It does not include the 
millions of dollars worth of merchan- 
dise that finds its way to the car 
owner through chain stores, mail or- 
der houses and cooperative buying 
rackets. 

“And so the picture that I wish to 
leave with you while we discuss the 


wholesaler’s problems is the picture 
of 4500 automotive wholesaling estab- 
lishments distributing the products of 
more than 3000 supply manufacturers 
to 26,000,000 motor vehicles, 52 per 
cent of which are garaged in towns 
of less than 5000 people. And they 
consume at least a billion and a quar- 
ter dollars worth of merchandise sold 
through wholesalers each year in 
order that you and I may satisfy that 
overwhelming desire of man since the 
time of Adam to go somewhere faster 
sitting down. 

“When the first motor vehicles were 
built, your customers, the _ black- 
smiths, kept them running. And you 
hardware wholesalers had thrust up- 
on you demands for automotive mer- 
chandise which sent you scurrying to 
automotive supply manufacturers to 
satisfy those demands. 

“As car ownership increased, spe- 
cialization in automotive wholesale 
service developed. Some hardware 
and farm implement houses became 
automotive houses as a process of 
natural evolution. Some of you de- 
partmentized, and today the auto- 
motive industry is proud to list many 
of your automotive departments 
among its most efficient automotive 
wholesalers. 

“In 1925 there were 20,000,000 mo- 
tor vehicles in the United States, and 
the States of New York, Pennsylvania 
and New Jersey alone had more mo- 
tor cars to be kept running than there 
were in the entire United States only 
ten years before. 

“Now don’t worry. I am not going 
to burden you any longer with al! 
these figures that read like a boot- 
legger’s bank account. But let’s 
visualize, if we can, an automotive 
market which, between 1915 and 
1930, has grown from 2,500,000 to 
26,000,000. 

“And let’s just pause in passing 
to reflect that within this period pro- 
ductive and distributive capacity has 
outgrown demand—even in the auto- 
mobile industry with its phenomenal 
growth of markets. The automotive 
supply business, because of its pros- 
perity, has attracted millions of 
capital which has been invested in 
plants and plant machinery to build 
things to hang on automobiles. 

“Every man with ten dollars in his 
pocket who stood at a crosswalk and 
waited for a stream of automobiles 
to pass was inspired with a very 
original idea, to wit: ‘If I could only 
build something to sell to each one 




































LEON F. BANIGAN, Editor Motor 
World Wholesale, a U. B. P. Publication 


of those car owners, I could ride in 
automobiles, too.’ Some of them made 
millions doing just that. Most of 
them just made it tough for every- 
body else in the industry. 

“And in addition to the problem 
created by over-production and hand- 
to-mouth buying, and the acceleration 
in tempo of modern business, the auto- 
motive equipment wholesaler found 
himself infested with quite a few of 
his own little personal cooties which, 
to him, seemed even more trouble- 
some than the pests that were annoy- 
ing all other wholesalers. 

“And thus service—service which 
ran the average operating expenses 
of the automotive equipment whole- 
saler up to 1.3 per cent of gross profit 
on net sales—became of paramount 
importance in the success of auto- 
motive wholesale establishments. The 
jobber who clung to the old-fashioned 
idea that the wholesaler’s obligation 
was fulfilled when he carried a well- 
selected stock of merchandise, bought 
in suitable quantities, warehoused a 
reserve stock for retailers within a 
radius of economical distribution, and 
resold in proper units to the retailer, 
might be justly proud of his virtue 
(see U. S. Circuit Court of Appeals 
in the Mennen case), but it didn’t 
look so hot when listed by the sheriff 
as his only asset. 

“Automotive wholesalers might 
meet in solemn conclave and decide 
among themselves who were. whole- 
salers and what their functions were, 
and many of the graybeards among 
us did, but supply was away ahead 
of demand and manufacturers were 
reaching for more markets. We ate 
regularly only when we impressed 
our retailers with the fact that our 
services made it easier and more 
profitable for them to buy from us. 

“Because of the very technical 
nature of a large proportion of auto- 
motive merchandise, _ specialization 
grew. Wholesalers specialized in 
parts, in maintenance machinery, in 
tires, in electrical equipment. And 
today more than 50 per cent of the 
larger automotive wholesalers of this 
country are operating machine shops 

(Continued on page 148) 
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Give Hardware Trade Exclusive 
Sale on Tools to Increase the 


Volume, W. B. Allen Urges 


hardware merchant W. B. Allen 

urged the manufacturer’s Tool 
Group to consider a policy of main- 
tained quality, better training for 
those who sell tools, more attention 
to the teaching of retail clerks on 
the use and care of tools and a dis- 
tribution policy which would give the 
retail hardware trade the exclusive 
sales rights on tools. The last point 
which suggests an agency proposition 
has been keenly discussed among re- 
tailers in recent years. Mr. Allen, 
the owner of the Palo Alto Hardware 
Co., Palo Alto, Cal., is president of 
the National Retail Hardware Asso- 
ciation. His contribution to the dis- 
cussion “How to Sell More Tools 
Through the Independent Dealer,” 
follows in part: 

“And you all know that modern 
business training educates the inde- 
pendent dealer to buy only as his 
sales demand. 

“The subject of ‘How to Sell More 
Tools Through the Independent Deal- 
er’ resolves itself into the problem of 
display, salesmanship, and coopera- 
tion between the independent dealer, 
the wholesaler, and the manufacturer, 
the same old story of a working to- 
gether of the three branches of our 


G ‘taraware as a successful retail 


Giving a Retailer's Viewpoint at 
Wednesday Afternoon Session, He 
Stresses Need of More Intensive 
Training for Those Who Sell Tools 


industry, the display of merchandise 
to attract the attention of consumers, 
and the education of the salesman on 
the article he has to sell that he may 
impress the customer with his knowl- 
edge of the uses of that article and 
thus obtain his confidence. 

“This subject is of great impor- 
tance to all branches of our industry, 
and is far too large to be solved by 
any one individual or by any one 
group. It will require the efforts and 
cooperation of all three branches. 

“First, the manufacturer should 
see to it that with every tool there 
must go that quality that will assure 
the consumer that he is getting full 
value for his dollars. 

“Secondly, he should study with 
great care the use that each and every 
tool has to perform, and pass that 
knowledge on to the jobber and the 
retailer, again satisfying the user 
that every effort has been made for 
his interests. 

“Thirdly, the manufacturer and the 
jobber should realize the purchasing 


power of the independent dealer, 
remembering that a multiplicity of 
distribution channels only makes for- 
added expense, when the amount con- 
sumed is the same, and that it is to. 
his interest to place in the dealer’s 
hands, quality merchandise, at a fair 
price and with exclusive sale. Since- 
this subject was assigned me I have 
appealed to manufacturers and job- 
bers as well as to retailers for sug- 
gestions, and in nearly every instance 
they have all agreed that the retailer- 
should ‘owri his merchandise right.’ 

“While I appreciate the purchasing 
power of the chain stores and catalog 
houses, and that it is difficult for a 
manufacturer to refuse an order 
many times greater than any received 
through the regular channels of dis- 
tribution, I believe it would be a 
great benefit to the independent dealer 
if brands of merchandise sold him. 
were exclusive, and that his sales 
would be increased thereby. 

“Competition in all lines of busi- 
ness is perhaps keener today than 
it has ever been before, but I believe. 
the methods of meeting that competi- 
tion are cleaner and fairer than they- 
have ever been before. Business men 
are studying their problems not from. 
a selfish angle, but in relation to each 
other. Men are learning to be men. 

“T am honest in my belief that the. 
influence brought to bear by such 
trade organizations as those in which 
we are interested is responsible in a 
large degree for the confidence and 
good will which exists today to a 
larger degree than ever before, and’ 
business relations between manufac- 
turer, wholesaler, retailer and con- 
sumer are therefore on a_firmer- 
economic basis.” 





Wholesaler Needs Rigid Protec- 
tion in the Distribution of Tools 
If the Volume Is to Be Increased 


Giving Jobber’s Viewpoint, F. E. 
Harwi Concurs in Principle with 
Recommendation Offered Tool 
Group by W. B. Allen. Mr. Harwi 
Offers Complete Plan. 


viewpoint of a wholesaler, F. E. 

Harwi, A. J. Harwi Hardware 
Co., Atchison, Kan., outlined a pro- 
gram which he believed would enable 
the tool group manufacturers to in- 
crease their sales volume through the 
independent retailer. He called for 


B wiewneint to the discussion the 


a rigid policy of exclusive distribution 
on tools through the wholesaler to re- 
tailer to consumer. Speaking before 
the Tool Group on Wednesday after- 
noon Mr. Harwi’s plan in part fol- 
lows: 

“It will require no stretch of imag- 
ination on your part to recall the 
days when the mechanics’ tool depart- 
ment was one of the feature depart- 
ments of every wholesale establish- 
ment. As a youngster—so many, 
many years ago—in the hardware 
game, I can recall when our distribu- 
tion was built around the tool line. Is 
that true today? It is not. Why? 





Because in the evolution of the hard- 
ware business so many items and 
lines have supplanted tools that today 
they represent a very much smaller 
percentage of our distribution than 
was the case even a decade ago. Not 
one kit of tools nor one tool chest is 
found in the average home today 
where a dozen were found in times 
past. The handy man around the 
house is passing out of the picture. 
If any job of ‘fixing’ around the 
house needs to be done, the profes- 
sional mechanic in that particular 
line is called. Mrs. Harwi told me a 
few years ago that she concluded it 
was not to be expected that any nec- 
essary repair tools were to be found 
around the home of a wholesale hard- 
ware man. Chagrined, I immediate- 


ly issued a requisition for a proper 
assortment, consisting of a hammer, 
a hatchet, a saw, pliers, wrenches, 
etc., and an assortment of various 
sizes of nails and tacks which I put 
under lock and key. Just prepared- 


(Continued on page 144) 
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2—Ed. Clark and Jas. Mackin, E. C. Atkins & Co., Inc. 3— 


1—C. W. Asbury, Enterprise Mfg. Co. of Pa. 
Mrs. and Mr. George B. Durrell, American Fork & Hoe Co. 4—Paul Crissey, Edw. W. Katzinger & Co. 5—W. T. 


Kelly and C. H. Snyder. 6—E. P. King, H. M. Pforsich and F. D. Gibson, Hubbard & Co. 7—P. G. Gullett 

and J. L. Galbraith, Indiana Steel & Wire Co. 8—G. L. Stephens, Mansfield Tire & Rubber Co. 9—D. D. 

Peden, Peden Co. 10—J. S. Wainwright and G. J. Marshall, Mansfield Tire & Rubber Co. 11—S. W. Dimick, 

Colt’s Patent Firearms Co. 12—W. L. Diemer, Ainerican-National Co. 13—Mr. and Mrs. A. C. Cade, Allen & 

14—Miss Florence Cavert, W. P. Ross, Standard Tool Co. 15—N. Hasenflue, Champion Hdw, 
Co.; C. H. Wagner, American Fork & Hoe Co. 


Jameson Co. 
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McClaskey Tells Wholesalers 
What and How to Know About 


Their Dealers Accounts 


tern slides of actual sheets from 

his own ledgers, W. C. McClaskey 
told the Wednesday morning jobbers’ 
session exactly how Buhrans & Black, 
Inc., Syracuse, N. Y., of which he is 
president, analyzes every dealer ac- 
count on the books. He based his talk 
entirely on the actual data that could 
be taken from the examples thrown on 
the screen and explained each step in 
detail. The four slides as used in the 
talk are reproduced on these pages 
and should be studied to properly in- 
terpret the comments of Mr. McClas- 
key, which follow, in part: 

“The determination of the element 
of profit in retailers’ accounts is fun- 
damental in the hardware as well as 
in any other credit business. While 
stock turnover, prudent buying, care 
and supervision in the matter of 
credits, adequate collections systems 
and many other elements enter into 
the realization of a profit or of a loss 
in merchandising, it is a well-known 
fact that a number of unprofitable 
accounts will neutralize and depreciate 
the profit reasonably expected in a 
well-organized and well-managed busi- 
ness. 

“Volume of business in a specific 
account is not in itself a sufficient or 
controlling factor in determining 
whether or not an account is profit- 
able. We must know the approximate 
amount of the dealer’s gross business 
in all lines handled by him; then what 
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Using Lantern Slides of ,Actual 
Sheets From His Ledgers, Syracuse, 
N. Y., Jobber Explains Each Neces- 
sary Step for Complete Analysis of 
Business Being Done. 


portion of that gross business is in 
our particular line; and finally what 
amount of his business we may rea- 
sonably expect our own house to se- 
cure. 

“This gives us a working chart of 
sales possibilities on which to build a 





W. C. McCLASKEY 


profitable account, taking into con- 
sideration the rather well-known costs 
in time and expense necessary to se- 
cure the proper amount of his busi- 
ness. Our plan is not to eliminate 
accounts but rather to see how we can 
make unprofitable accounts profitable 
by discovering just what the weak- 
nesses of the account really are. 

“An account is profitable when the 
amount of the purchases by the cus- 
tomer is sufficient to cover the original 
cost of the goods; the transportation; 
the selling expense; the overhead nec- 
essary to handle the account, and a 
reasonable return on the investment. 
I do not propose to discuss whether 
or not we should take business below 
a normal cost, but what I am going to 
show is that it is possible to maintain 
a record which will show from day to 
day how profitable an account really 
is and what we believe its future pos- 
sibilities to be. 

“T will try to explain briefly our 
general set-up of the customers’ ledg- 
ers in order to give you an idea as to 
how we follow through the routine 
of the plan I have to present. 


“I am going to illustrate for you 
an account carried through four of 
our standard forms, namely: Exhibit 
A—Customer’s Ledger; Exhibit B— 
Customer’s Monthly Statement; Ex- 
hibit C—Delinquent Ledger or Col- 
lection Record; Exhibit D—Customer’s 
Statistical Analysis or Purchase and 
Cost Summary. 

“We ascertain what hardware deal- 
ers’ accounts there are in a geograph- 
ical area we could logically serve by 
train, truck or trolley and give good 
service, ‘and then segregate actual 
customers’ accounts in each territory 
into a separate ledger. Each such 
territory igs assigned to a salesman 
and therefore each salesman’s custom- 
ers are found in one ledger. 

“Each customer’s ledger sheet 
shows on the face thereof the cost of 
all sales and a control account is main- 
tained for the cost of sales as well as 
for the sales or customers’ accounts. 
A store ledger carries all accounts 
which have not been assigned to any 
salesman or territory. This plan en- 
ables us to tell exactly how much 
business we get from each salesman’s 
territory or customers’ ledger, and the 
amount of unpaid customers’ accounts 
thereon. It also prevents any charge 
to any account in any salesman’s ter- 
ritory being eliminated from the sales- 
man’s record or the salesman not get- 
ting credit for the sale. No one in the 
organization can take a sale away 


BURHANS & BLACK, INC. 
WHOLESALE HAROWARE 
136-138 NORTH SALINA ST. 
SYRAcuse, N. Y. 





anacvere oF PAST DUE ano wontmy 
Nove '29 emsnces 


PURCHASES BILLED ON LAST TWO Dave OF 











EXT MONTHS BTATEMENT Dec. i 224.70 
Jan.'S 110.4 
CURRENT CHARGES |Feh,. 429.58 
Sep. 3=30 6.47 Mar. 505.40 
8 24.38 Apr. 260.61 
11 3.03 May 279.359 
13 40.00 | Jun. 178,41 
18 53228 | Jui 135.55 
25 32.56 116,41 
27 10.00 | FP... soSapt.2311,93 
29 13,31 va 
CURRENT CREDITS 
Total 183,05 


EXHIBIT B 








@aLance Torimeror Oct. 1930 2494.96 








BURHANS & BLACK, Inc Pup 193 Cnecn Mo. 





Exhibit B 

















HARDWARE AGE for OCTOBER 30, 1930 119 





from any salesman without having it 
disclosed on the records, any any error 
of this nature is easily detected. This 
enables us to talk over the sales- 
man’s entire territory with him at 
any time and go over his ledger with 
him, and we have his full confi- 
dence, for he knows he is getting credit 
for all the business from his terri- 
tory and from customers that have 
been assigned to him. 

“It must be remembered that in 
order to follow out and carry through 
this plan it is necessary to cost each 
and every sale, for, if this is not done, 
you cannot arrive at the amount of 
gross profit of any account. This plan 
also gives a good check on possible 
billing or other clerical errors and 
avoids many misunderstandings with 
customers as well as with salesmen. 
Our salesmen are paid a commission 
based on the gross profit shown by 
their ledger or their territory. 

“In order to get an accurate control 
and a check on profits, and the com- 
mission due salesmen, it is necessary 
to check and balance with the control 
of the salesman’s ledger and accounts 
receivable record of his customers. If 
you simply list the salesman’s sales 
by cost and selling price, you have 
nothing to check against to be sure 
that you have not made a mistake, or 
that some of the sales have been left 
out, and that the salesman gets credit 
for all the sales in his territory. 

“In order to pay the salesman a com- 
mission based on the gross _ profit 
basis, it is necessary sooner or later 
to tabulate the sales and the cost of 
sales; therefore, we have adopted a 
method of combining this tabulation in 
the customer’s ledger record, thereby 
securing an absolute control and 
check, saving the expense of high- 
price labor, and at the same time pro- 
viding for a customers’ analysis from 
the same record. 

“Credits to customers for price ad- 
justment or returned merchandise are 
handled on special forms posted to 
the customer’s account in the regular 
way. A separate control is made cov- 
ering all such transactions and they 
are deducted from the salesman’s ac- 
count. These credits are listed sepa- 
rately and filed in separate folders 
under each customer’s name. They 
are analyzed periodically and entered 
on the yearly summary shown on 
Chart D. Time will not permit me to 
go further into the details. 

“Our record is absolute proof to the 
salesman that if a customer is really 
billed, he (the salesman) must get 
credit for the sale, in order to have 
our records balance. My reason for 
explaining this is to show you why we 
get the full cooperation of the sales- 
man in placing an unprofitable ac- 
count on a paying basis. He is as 
anxious as we are to make more money 
out of the account, and we are able 
to lay the facts before him so plainly 
that we avoid any feeling of pressure 
against the salesman and get his full 
cooperation. 
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Exhibit C 


“Exhibit A, which represents data 
set forth on this chart, or account, 
and I believe will be typical of some 
account that you may all have on 
your ledger. This Exhibit A first illus- 
trates the ordinary accounts receiv- 
able ledger sheet, and the customary 
method of posting. 

“Exhibit B shows the monthly state- 
ment, which, as you all undoubtedly 
know, is posted simultaneously with 
the ledger sheet. It follows the ordi- 
nary method of posting charges, 
credits, the date, folio and accumu- 
lating in the right-hand column the 
balance to date. The usual monthly 
statement starts with ‘Account ren- 
dered,’ specifying the amount, and is 
followed by the current charges for 
the month. 

“In Exhibit B, our monthly state- 
ment, you will note the past-due bal- 
ance is analyzed by months, and you 
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Exhibit D 


can readily see that in addition to 
accumulating the total past-due bal- 
ance in the right-hand column, we also 
show in the left-hand column the cur- 
rent charges representing purchases 
for the month. 

“Turning back to the ledger sheet, 
Exhibit A, you will note that on this 
account it would be impossible to show 
the individual items as posted. There- 
fore, in order to condense it and make 
it clear, it was necessary to group the 
items per month; as an example, you 
will note in the month of July we 
have for the month’s business two 
postings. These two postings repre- 
sent seventeen: purchases; the month 
of August, eighteen purchases; the 
month of September, eighteen pur- 
chases, and so on. I mention this be- 
cause when we refer to this record 
again in connection with ‘Taking up 
Exhibit D,’ we shall say that the 
number of postings in July are seven- 
teen and represent seventeen trans- 
actions. In actual operation of the 
ledger, each month is posted in a dif- 
ferent color; that is, we change rib- 
bons on the machines at the end of 
each month so that the colors will al- 
ternate. Each month’s business is 
easily distinguished. 

“The monthly balance or purchase 
column provides the total of purchases 
for the month, a medium whereby we 
analyze past due accounts and unpaid 
balances. As an example, you will 
note that on May 9 this particular 
customer paid us $200 which paid 
$93.88, balance due from June, 1929. 
The remainder of $200 was applied to 
his July account for purchases of 
$153.87, leaving a balnce of $47.75 
due us in July. 

“When a partial payment on account 
of any particular month’s purchases is 
made, we simply draw a line through 
the total month’s purchases and in- 
sert in ink or pencil the remaining 
balance due for that particular month. 
Yoti will note that on June 25 we de- 
ceived a payment of $300. This paid 
the $47.75 balance due from July, 
$168.16 covering the August pur- 
chases and the remainder was applied 
to the $256.49. purchases for Septem- 
ber, which left a balance due in Sep- 
tember of $172.40. In July this cus- 
tomer paid us $300. This $300 you will 
note paid the $172.40 due us in Sep- 
tember and the remainder was applied 
to the October account, leaving a bal- 
ance due in October of $224.91. On 
Aug. 17 this customer paid $350, pay- 
ing the balance of $224.91 due on 
October and the remainder was ap- 
plied to the $178.67 purchases for 
November, leaving a balance of $53.58 
due us on the November account. 

“From this point on I carry it to the 
statement, Exhibit B, to show you how 
we analyze the past due balances. At 
the end of the month after the current 
charges have been posted and we are 
ready to send out the statements, the 
operator simply picks up the balance 
due on the November account of 
$53.58, total purchases or open bal- 
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ance for the month of December, 
$224.70, the open balance of $110.42 
on January purchases, the $429.58 for 
February purchases, and so on down 
through to August, which you will note 
is $161.42, representing the month’s 
purchases for August. You will note 
by this statement that the balance due 
us in the right-hand column is 
$2,311.93 up to Aug. 31. The current 
items shown for September do not 
appear on this ledger sheet, but you 
will note the total of $183.03, the pur- 
chases for September, are shown in 
the statement and the $183.03 is sim- 
ply picked up and added to the total 
past due balances, giving a grand to- 
tal due from the customer of $2,494.96. 

“You can readily see from this state- 
ment how easy it is at the end of the 
month to go through your statements 
and recognize the past due monthly 
balances. You can appreciate the 





J. G. RALSTON 
Reynolds Wire Co. 


amount of labor it saves from the oid 
method of going back and analyzing 
the $2,311.93 past due balances when 
carried merely as ‘Account Rendered.’ 

“Now I will show you Exhibit C, 
which is our delinquent collection rec- 
ord or delinquent ledger. This is not 
a balanced record. It is simply a rec- 
ord kept by our credit manager. The 
amounts shown in the left-hand col- 
umn are taken from the statements at 
the end of the month. These state- 
ments are pulled from the ledger and 
turned over to him. He immediately 
sorts out the statements which have 
past due items, makes a memoran- 
dum on the delinquent ledger record of 
the past due monthly balances and 
mails the statements. 

“As an example, you will note Ex- 
hibit C, starting from the bottom of 
the statement and reading up—August, 
$116.41; July, $133.53; June, $178.41; 
and so on. These past due balances 
appear on the statements. They are 
copied in pencil on this memorandum 
record, which makes it unnecessary for 
the credit manager to go through his 
records from time to time and pick 
out the accounts that are past due 
when he needs to find out where he is 


going to get some money. From this 
delinquent collection record each week 
he writes letters to the accounts that 
are past due and require attention at 
all times. He also notes any custom- 
ers that have not taken care of their 
promises. In sending form letters io 
customers to accompany a statement, 
he simply so notes in pencil on the 
right-hand side of the sheet, marks 
the ledger with a pink slip, and the 
stenographer follows the regular form 
letter instructions. Should the credit 
manager talk with a customer over 
the telephone, he has his delinquent 
accounts in front of him and makes a 
pencil record of his conversation or 
any promises or remarks the customer 
has made. 

“You will note the ‘Paid on Account’ 
column. Checks coming in covering 
delinquent accounts are noted by the 
credit manager, who makes a pencil 
notation on his delinquent record in 
order to check up and see if the cus- 
tomer has made good his promises and 
to compare the account with any un- 
derstanding he may have had. The 
delinquent record serves another pur- 
pose. It places us in a position at all 
times to know how much money is out- 
standing on our ledgers that is past 
due. We know at all times where to 





JOHN F. HAZEN 
Bethlehem Steel Co. 


look for money and where collections 
should be made. 

“In case the credit manager hap- 
pens to be out, away sick, on a vaca- 
tion, or for any other reason, the book- 
keeper or myself, or anyone familiar 
with the accounts in the office, have all 
the information at hand in an instant 
to pass judgment on any charge or 
transaction that might come up and 
to know just what the credit manager 
has done, thus carrying out his wishes 
and following his instructions. It is a 
very good record to have in case the 
credit manager should happen to 
leave. You know exactly where all the 
accounts stand and a new man stepping 
into the position knows just what has 
transpired with every past due ac- 
count and can pick up the loose ends 
and carry on. 


“The delinquent record also serves 
another purpose. If the account is 
cleaned up or for want of space the 
record is transferred to a new sheet, 
the old sheet is filed in a permanent 
credit file together with other credit 
information on this particular account. 
At any time we can go back and know 
what our experience has been with 
this particular customer. Further- 
more, should there be disagreement. 
between the credit department and the 
sales department, the credit depart- 
ment is in a position to avoid discus- 
sion by simply producing the delin- 
quent credit record and showing the 
sales department what he has gone 
through. While this delinquent col- 
lection record is only a pencil memo- 
randum of what has taken place with 
the account, it is one of the most val- 
uable records we have. During such 
times as we have just been passing 
through it has kept our accounts re- 





CHAS. J. GRAHAM 
Pittsburgh Screw and Bolt Co. 


ceivable in a very healthy condition.. 
We also feel that this record has: 
earned us interest on our bank account 
and saved us interest charges. 

“Now we refer again to Exhibit A 
and also show you Exhibit D, which: 
is compiled by non-technical clerks— 
in fact, mostly by ‘found’ labor, as at 
all times anyone in the office not oth- 
erwise employed, stenographers, etc.,. 
may work on this record. Exhibit D 
is a purchase summary and a profit 
statement of the customer’s account. 
This records originates primarily with 
the salesmen. First we find out what 
the customer’s gross sales are. From 
the salesman or the charges we find 
out what possible sales we should ex- 
pect from his gross sales, and this be- 
comes our sales mark for this par- 
ticular account unless other informa- 
tion proves that this figure is not cor- 
rect. Then it is adjusted according- 
ly. The salesman calling on this cus- 
tomer at the end of the year makes 
an appraisal of how much he is going 
to sell this customer during the next 
year. 

“Exhibit D is condensed and only 
shows space for two years. The origi- 
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nal card has space for five years side 
by side for comparative purposes. 

“Beginning with the first item un- 
der the head of monthly purchases on 
Exhibit A, $153.87, and under the 
heading C the item of cost of $126.17, 
these figures are posted respectively to 
the month of July, $153.87 under the 
heading of purchases and $126.17 un- 
der the heading of cost. The number 
of sales are counted by the month, 
which you will note are posted oppo- 
site the month of July as 17, $153.87 
in amount and $126.17 cost, and so on 
down through the record. So you see 
for the year we have a total number 
of purchases of 211, amounting to 
$2,736.17, with $2,241.34 cost. The 
customer paid his account during the 
year $2,003.67. The record shows a 
gross profit on the year’s business of 
18.58 per cent, or a total of $494.83. 
The average charge for the year is 
$12.96. 

“Bringing you to the year 1930 on 
Exhibit D, you will notice for the first 
eight months of 1930 we sold the cus- 
tomer 143 charges, amounting +o 
$2,033.65, with a cost of $1,551.15. He 
paid on the account $1,150. There is 
a gross profit of 23.7 per cent, or 
$482.50, and an average sale of $14.32. 
So the salesman has a very good 
chance during the next four months 
of the year to increase this account. 


“The credit manager’s problem is 
to collect the money and see that the 
sales possibility for the salesman is 
not hindered or jeopardized. You will 
notice that the account fell way short 
in the year 1929 from the appraised 
sales set by the salesman. It is doubt- 
ful whether he will be able to reach 
his appraisal for this account for the 
year 1930. You will also notice that 
in the month of January, 1929, we 
sold the customer $121.32, and in the 
month of January, 1930, we sold him 
$110,438 (the salesman fell down in 
that particular month); in February, 
1929, $119.04, and in 1930, $429.58 (he 
had a good month in February, which 
is ordinarily a poor month); in the 
month of March, 1929, $357.19, and in 
1930, $505.40 (an increase again). 
You can readily see by these compari- 
sons that this account in the year 
1930 over 1929 shows a substantial in- 
crease in profit and percentage of 
profit, and undoubtedly will show a 
nice increase in sales volume. 

“The fact that we are able to give 
the salesman and the sales department 
a very definite record of each cus- 
tomer’s account month by month and 
year by year in this way has a very 
decided phychological effect on the 
salesman in keeping friendly and har- 
monious relations. The pictures that 
we furnish the salesman leave the im- 


pression that the office is merely as- 
sisting him in working out his own 
plans and anticipations. He does not 
feel that the office is trying to force 
him beyond reasonable expectations 
and possibilities. 

In either case the fault is made ap- 
parent and is quickly corrected. 

“Again referring to Exhibit D, 
when we find that a customer’s ac- 
count is slipping and the salesman 
has given us an explanation of the 
circumstances, we are naturally inter- 
ested in seeing what we can do in or- 
der to help the salesman increase the 
customer’s business. One of the of- 
ficers of the company or a special rep- 
resentative calls on the customer to 
find out whether the depression is at- 
tributed to either our service, prices, 
credit department, lack of funds, or 
pyramiding of credit. If we find it is 
the latter, we usually send the credit 
man to find what can be done toward 
helping the customer through his dif- 
ficulties and set him right. In some 
instances we also find that the proper 
salesman is not calling on the cus- 
tomer, and it may be a question of 
either salesman or customer or both. 

“You can see that we analyze our 
accounts from every angle in order to 
do everything humanly possible to 
build them up and see that none are 
lost or eliminated.” 





Members and Guests Enjoy a Program 
of Entertainment During Convention 


N excellent program of formal 
A and informal entertainment 

was enjoyed by members and 
guests of the two associations during 
the convention. On all sides favor- 
able and enthusiastic comments were 
heard as to the features offered at 
Atlantic City, N. J. Most of the pro- 
gram of entertainment centered in 
and around the Marlborough-Blen- 
heim, convention headquarters. Fa- 
vorable weather conditions -snabled 
the use of the boardwalk’s facilities 
for walking, roller chair riding and 
relaxation. 

The program sponsored by the en- 
tertainment committee of the two as- 
sociations was a well balanced one of 
interest and amusement to all attend- 
ing the convention. After adjourn- 
ment Monday evening, of the open- 
ing session an informal reception and 
dance was held at the Blenheim ball- 
room. An excellent orchestra provided 
popular music for dancing. 

Tuesday afternoon the ladies of the 
convention were given a boardwalk 
chair ride, lasting for several hours. 
It was a pleasant outing as the 
weather was very favorable for such 
an afternoon’s entertainment. Tues- 
day evening was devoted to an en- 
tertainment in the Red Room, at which 


time James Pond presented Carola 
Goya in her recital of Spanish dances. 
Miss Goya pleased her audience with 
her dancing, which made quite a 





JOHN B. RIGHTMIRE 
Smith Bros. Hdw. Co. 


sensation at ker season farewell given 
in Carnegie Hall, New York City. Ar- 
tists assisting Miss Goya were: Beat- 
rice Weller, harpist, and Iturbe Ortiz, 
pianist. An informal dance was held 
in the Blenheim ballroom. 


The ladies held an afternoon bridge 
and tea Wednesday in the East Sol- 
arium. Individual prizes, a grand 
prize and a special door prize were 
awarded. 

For Wednesday evening the annual 
formal reception and ball were the 
featured entertainment. This event 
was the outstanding social attraction 
of the convention. It was very well 
attended. 

In addition to the regular enter- 
tainment program many guests and 
members of the convention availed 
themselves of the privileges extended 
by the Northfield Country Club and 
the Inlet Courts. 

Members of the entertainment com- 
mittee were largely responsible for 
the fine entertainment program which 
the convention delegates and guests 
enjoyed. The entertainment commit- 
tee was comprised of: G. W. Eckhardt, 
Henry Disston & Sons, Inc., Philadel- 
phia, Pa., I. K. Fearn, French Battery 
Co., Madison, Wis., R. E. Greenwood, 
Simonda Saw & Steel Co., Fitchburg, 
Mass., W. S. Konold, Warren Tool & 
Forge Co., Warren, Ohio, and A. A. 
Nelson, Keystone Steel & Wire Co., 
Peoria, Ill. 

The ladies reception committee in- 
cluded; Mrs. H. J. Miller, Pittsburgh, 
Pa.; Mrs. J. C. Bering, Houston, Tex- 
as; Mrs. F. M. Everett, Auburn, N. Y.; 
Mrs. T. R. Frazer, Rome, Ga.; ‘Mrs. 
H. J. Underwood, Binghamton, N. Y. 
and Mrs. H. A. Vaughan, Chicago, 
Nl. 
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Left to right—A. B. Paull, Beals, McCarthy & Rogers; George H. Groff, Wm. H. Cole & Sons Co.; G. H. Ken- 
nedy, Wickwire Bros.; C. J. Hendryx, E. C. Atkins & Co., Inc.; Thos. R. Frazer, Rome Hdw. Co.; C. D. Chan- 
cellor, Skelton Shovel Works of American Fork & Hoe Co.; W. C. Gates, Gates Hdw. Co., and H. C. Branahl, 
Skelton Shovel Wks. * 


Kelly-Capper Bill Will Prevent 
Unfair Price Competition 
Declared Representative Kelly 


“We propose to have American 
business conducted along the lines 
of American tradition and the ideal 
of American policies. We propose to 
have fair competition—not cut- 
throat competition in the hands of 
one group of men, nor price fixing in 
the hands of the Covernment, but 
fair dealing, which will insure equal 
opportunity without detriment to 
business or to the public.” --Hon. 
Clyde Kelly. 


NE of the highlights of the con- 
() vention was the address by the 
Hon. Clyde Kelly, Member of 
Congress from Pennsylvania, and 
sponsor of the so-called Capper-Kelly 
Fair Trade Bill. 

Mr. Kelly began by saying that 
many people have attributed the pres- 
ent depression in business to the stock 
market crash, but expressed his per- 
sonal opinion that it was due more to 
cut-throat competition in business. “I 
believe,” he said, “that the practices 
which have been in operation for sev- 
eral years, and which finally resulted 
in what is termed Profitless Prosper- 
ity, were largely responsible for the 
depression. This cut-throat competi- 
tion is practised in the selling of 
standard, identified goods at ruinous 
prices, deluding the customer with the 
belief that all the goods are sold at 
the same low rate, whereas as a mat- 
ter of fact the standard identified 
goods have been sold at less than cost 
and without profit. 

“We are trying in Congress to mark 
off an area for fair trade dealing, by 
putting standard, identified articles of 
guaranteed merit in a position where 
fair tactics must prevail, and where 
such goods, if sold, are sold on their 
merits under a protected guarantee.” 

Referring to the Capper-Kelly bill, 
he continued: “I have never been in- 


terested in any bill where there is so 
much misunderstanding and opposi- 
tion. Those who have no knowledge of 
how business is done cannot under- 
stand the principle of a measure in- 
volving the question of fair competi- 
tion in the sale of goods.” 

Mr. Kelly then read a digest of the 
bill, which he declared is simple 
enough to be easily understood. Some, 
he said, wonder why it is necessary 





HON. CLYDE KELLY 


to have such a law passed. It was not 
necessary up until 1911. Prior to that 
time business was done on the basis 
of the manufacturer of a standard 
trade-marked article, pricing that ar- 
ticle as he saw fit. Many decisions of 
the United States Courts show that 
such a method not only was followed, 
but was necessary for the protection 
of those: in business. 

Then there came a case before the 
United States Supreme Court known 
as the Dr. Miles Medical Co. case 
which was decided by a five to four 
decision. The decision was that the 
system or practice between the manu- 


facturer and the wholesaler, retailer 
or distributor as to the maintenance 
of a uniform price was in violation of 
the Sherman Anti-Trust Law. This, 
he declared, brought up the strange 
picture of an anti-trust measure 
passed in 1890 becoming the greatest 
weapon for monopoly. The fact that 
a manufacturer could no longer by 
a simple, inexpensive agreement con- 
trol his price changed the whole struc- 
ture of American retail distribution. 
According to Mr. Kelly, the Supreme 
Court did not say that there was any- 
thing wrong in a manufacturer con- 
trolling his prices. It was perfectly 
proper for him to do so, provided he 
used the proper method. If a manu- 
facturer establishes his own retail 
stores, and uses them as an outlet for 
his product, then he can fix his price 
on those goods. 

He cited the fact that the Supreme 
Court has ruled that a manufacturer 
who sells on consignment and holds 
title to the goods, may legally control 
the price. There is nothing wrong in 
price maintenance if practised that 
way, but it requires tremendous capi- 
tal. A great corporation may be able 
to open its own retail outlets or sell 
its products profitably on consignment, 
but not the average manufacturer. 

The Capper-Kelly bill, designed to 
remedy the situation, faces opposition 
which comes only from ignorance on 
the part of consumers, or from cer- 
tain business interests which profit 
from vicious and unfair business com- 
petition. Such business interests call 
it a price-fixing bill in order to create 
sentiment against it. Through these 
tactics, people are led to believe that 
there is some giant power over them, 
to compel them to pay certain prices. 
They also get an impression of the 
United States Government fixing 
prices. Naturally that brings up a 
certain amount of opposition to the 
bill. 

As a matter of fact, said Mr. Kelly, 
somebody always has to fix a price 
before goods can be sold. In the old 
days this was done by the haggling 
system as practised between buyer 
and seller, each trying to get the best 
of the deal; a system which always 
has the buyer at a disadvantage. 

No opponent of the bill, if in the 
retail business, would tolerate a sys- 
tem of haggling in his store. He would 
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Left to right—A. H. Willey, F. A. Mirando, E. H. Talmon, Imperial Knife Mfg. Co.; A. J. Bihler, J. C. Lind- 


say Hdw. Co.; Isaac Black, J. D. McCue and J. A. Mansergh of Russell & Irwin Mfg Co.; Geo. T. Bailey, Oliver 
Iron & Steel Co., and J. A. Warner, Wyeth Hdw. & Mfg. Co. 


want the right to fix the prices him- 
self. Many such opponents, declared 
Mr. Kelly, want the right to take 
guaranteed quality, identified goods 
and put prices on them below the cost 
to himself; then he also wants to fix 
the price on his own private brands— 
goods of unknown standard—at such 
levels as will cover his losses on the 
standard lines and give him large 
profits besides. 

That, he asserted, is real price fix- 
ing, and I am willing to join the battle 
to take price fixing out of the great 
chain and cut-price stores. There can 
be no denial that this system of unfair 
competition is built on a policy of low- 
est prices for standard goods and ex- 
cessive prices on unknown goods. 

In this connection Mr. Kelly cited 
the investigation of the Secretary of 
the Treasury, made while the Smoot- 
Hawley bill was under consideration. 

In this investigation customs agents 
ascertained the costs of goods as they 
came into this country from Belgium, 
France, Germany, China and other 
countries. To these prices they added 
transportation costs and all other pos- 
sible charges. Later they went to some 
of the large organizations which claim 
that because of their efficiency they 
ean sell goods cheaper than the small 
dealer, and investigated prices on the 
same articles. In an affidavit con- 
tained in the report, they told of the 
margins of profit they found on these 
unknown and unnamed goods—profits 
ranging from 500 to over 3200 per 
cent in some instances. Meanwhile 
standard identified goods of American 
manufacture were sold at prices often 
below the cost of production. A sys- 
tem like that, he said, is vicious and 
dishonest, and accounts, in my esti- 
mation, for at least 50 per cent of the 
mushroom growth of chain organiza- 
tions in this country. They have not 
shown that their growth is due to 
greater efficiency in retailing. In many 
cases they have destroyed competitors 
by unfair competition, which does not 
prove superiority at all. I ask no favor 
for any wholesaler, retailer or manu- 
facturer, said Mr. Kelly, but so far 
as I can, I propose to prevent his 
destruction by dishonest and unfair 
competition in business. 

The Capper-Kelly bill, he axplained, 
does not require any manufacturer to 
do anything. It does not require any 
retailer to do anything. It simply 


provides that when a manufacturer 
does want to protect his good will or 
name, that he and his distributors 
shall be able to make a legal agree- 
ment as to the retail price. It is not 
mandatory. It is a permissive statute, 
and is made necessary only because 
of a Supreme Court decision which 
Justice Brandeis says was inadver- 
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tent when we consider the difference 
between the new system of trade- 
marking articles and the old system 
of bulk shipment, where the retailer 
himself packed the goods and took 
all the responsibility. There is a vast 
difference, he said, between an article 
put out by a highly efficient maker of 
trade-marked goods and a bag of po- 
tatoes sold to a grocery store. When 
the potatoes are sold the retailer is 
responsible, and if they are not good 
they come back to him. In the other 
case the manufacturer backs his mer- 
chandise, puts his name on it, and 
stands back of it. He is the one who 
is really selling, and the sale is not 
consummated until the customer has 
tried them and is satisfied. 

Mr. Kelly then cited the incident of 
the Ingersoll dollar watch business, 


which he said was destroyed by price 
cutting. 

The manufacturer, declared the 
speaker, should be able to say legally 
to the chain organization: “You will 
pay exactly the same prices as any- 
body else pays for similar quantities; 
every avenue of distribution shall be 
dealt with on an equal basis. You 
will sell this article of mine for ex- 
actly the same price as the man who 
expects a fair profit, and must have 
it to stay in business. If you will do 
that, I will sell you goods. If you 
will not sign an agreement to that 
effect, you shall not have a single one 
of my articles, and I will prevent you 
from getting them through bootleg 
channels.” 

We will then see, he added, whether 
or not we are going to have monopo- 
lies along retail lines. If we do come 
to that, then we shall know that it is 
through efficiency, and not through 
cut-throat competition. 

They talk of this bill, he said, as 
being a Government price-fixing bill, 
as if the Government were going into 
business. There is no authority in the 
bill for Government price fixing, and 
it will do more to keep the Govern- 
ment out of price fixing than any- 
thing that has been done in the past. 
If we deny the manufacturer the right 
to give a price, the time will perhaps 
come when one group of men will con- 
trol every branch of business life in 
America. Then the United States 
Government would not dare to stay 
out of the price-fixing business. It 
would be forced to fix prices to rem- 
edy the situation. 

Mr. Kelly then stated that the bil! 
is now in order for consideration of 
the House. In December the regular 
order of business will call for a vote 
on the measure. In my best judgment, 
he averred, if it is called during 
the first week in December, there will 
not be fifty members of the House 
who will vote against it when their 
names are called. 

He declared, however, that to se- 
cure this result it will be necessary 
for business men to use their utmost 
efforts in backing up the bill and its 
sponsors. You can organize in your 
districts, locally and nationally; or- 
ganize and then educate, getting the 
facts to your representatives and 
also to the public at large. If I knew 

(Continued on page 146) 
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Current Depression Least Severe 


of Last Seven 


Speaking of the Iron and Steel In- 

dustry W. W. Macon, Editor of The 

Iron Age, Said There Has Been Too 
Much Pessimism. 


W. MACON, editor of The 
V \ Iron Age, discussed the out- 
© look in iron and steel before 
the National Association of Sheet 
Metal Distributors Tuesday morning. 
He emphasized particularly that there 
is altogether too much pessimism. It 
appears, certainly in respect to the 
basic steel industry, that the current 
depression is the least severe of the 
seven which have occurred in the last 
40 years. One needs only to discover 
that in nine months in the 1921 col- 
lapse steel production showed a re- 
duction of 73 per cent, whereas in 13 
months this year the recession was 43 
per cent. The five other depressions 
lay in between these figures. Simi- 
larly, the fall in prices nine years ago 
was 50 per cent from high to low in 
steel and 62 per cent in pig iron, while 
this year it was 11 per cent in steel 
and 10 per cent in pig iron, as repre- 
sented by The Iron Age composite 
prices. 


in Forty Years 


More than that, steel output this 
year, although it may represent a 25 
per cent falling off from that of last 





ig W. W. MACON 
Editor Iron Age, a U.B.P. Publication 


year—a record by a large margin— 
will perhaps be one-seventh greater 
than that of 1924, which is the year 
with which comparisons may better he 


made than with 1921. It will actually 
be a high year in tonnage. 

The combined production of 1928 
and 1929 exceeded current needs by 
about 12,000,000 or 13,000,000 tons. 
Current needs are determined, of 
course, by averaging the ups and 
downs of production over the years 
to get a measure of what is increas- 
ingly going into consumption. The 
current year’s volume of steel will be 
fully 13,000,000 tons below indicated 
needs, thus balancing the excess of 
the preceding two years. All of this 
would suggest our entering 1931 with 
the slate more or less clean. 

On the statistical basis, a continua- 
tion of the rate of consumption, sufii- 
cient merely to meet needs, as it has 
been mounting in recent years, would 
require an engagement of the coun- 
try’s capacity to the extent of 75 per 
cent. The outlook is for a slow con- 
summation of this rate of activity. 
There are no great deficiencies today 
such as existed in 1921 or even in 
1924, as in building construction. 
There is at the moment no likelihood 
of a rapidly rising demand in any one 
quarter calculated to bring about a 
rapid expansion in the next several 
months. 

It remains that chances of better- 
ment are certainly positive rather than 
negativee The reassuring thing is that 
industry generally has come to appre- 
ciate the fact. It has been getting its 
house in order and the industrial ma- 
chine has been overhauled and im- 
proved. It is ready to go into action 
as and when demand occurs. It will 
be run at a profit. 








Manufacturers Indorse Advertising Plan of 
Hardware Council 


HE American Hardware Manu- 

facturers Association at its Wed- 
nesday morning session, devoted con- 
siderable time and attention to the 
tentative plan for cooperative na- 
tional advertising of the hardware 
industry as proposed by the Hard- 
ware Council. Methods of financing 
and developing the plan were also 
considered and there was some dis- 
cussion in regard to what it might 
reasonably be expected to accom- 
plish. 

An outline of the tentative plan 
as presented by N. A. Gladding, a 
member of the Council, included a 
campaign of national advertising to 
acquaint the consuming public with 
the fact that quality hardware saves 
money for the purchaser. Its in- 
tent would be to arouse consumer in- 
terest in value rather than price, thus 
building up sales of good quality, de- 
pendable merchandise to offset the 
clamor for cheap merchandise of 
doubtful quality. 

It carried a skeleton suggestion for 
a concerted campaign of cooperation 


advertising and the suggestion that 
this be backed up by advertisements 
of individual manufacturers, grouped 
in the publications carrying the regu- 
lar campaign material. There was a 
further suggestion that dealers in- 
stall window displays featuring 





W. G. YANTIS 
Shapleigh Hardware Co. 


quality goods, along the same general 
plan, thus tying up with the immense 
force of the cumulative advertising 
effort. 


Slogans appropriate to the plan of 
stressing value, would, according to 
the outline, be used in all the ad- 
vertising, and also featured on 
streamers in the window displays. 





CHAS. H. IRELAND 


W. A. SHEPPARD 
Kelly Axe & Tool Wks. Odell Hardware Co. 


The plan for financing and carry- 
ing on the campaign carried the ten- 
tative suggestion that proportionate 
sums be allotted to each group in the 
industry—manufacturers, wholesalers 
and retailers. 

After considerable discussion in 
which unfavorable as well as favor- 
able points were brought out, the as- 
sociate indorsed the tentative plan 
with the understanding that a further 
study of the detail would be made 
by the Council in cooperation with the 
Executive Committee. 


— 




















Items 1, 2, 
(2240 Ibs.) 
Items 7, 8, 9, 


EXPLANATORY NOTE OF PRICES 
8, 4, 5 and 6 represent Dollars per gross ton 
8 


(2240 lbs.). 
gross ton (2240 lbs.). 


10, 11, 12, 13, 14, 15, 16, 17, 18, 19 and 20 repre- 
sent Dollars per hundred pounds. 
Item 21 represents discounts from Price List which would 
need to be consulted. 
For Example: 
Ist item, Pig Iron, Basic—Valley, $16.75 per gross ton 


2nd item, Foundry Pig Iron, No. 2—Chicago, $11.00 per 
7th item, Common Iron Bars, Pittsburgh, 95/100 of a 


Dollar (equals 95c.) per 160 lbs. 
9th item, Tank Plates. Pittsburgh, $1.00 per 100 lbs., etc. 








Table of current market values from December, 1897, to September, 1930, of 
metal materials entering into the manufacture of a great variety of hare 


OMMENTS:—Except where otherwise stated, the figures below show the monthly averages, not 

the highest or lowest prices ruling at any particular dates. It will be noted that Ingot copper, 
Electrolytic, New York refinery equivalent average for September, 1930, is 10.44 9/10 whereas the 

low for September was 9.8714 on September 29, 1930. 
Attention is particularly called to the long price movement starting in April, 1915, advancing 
steadily until July, 1917, to points that probably will never be surpassed in this generation. In Novem- 
ber, 1917, prices were agreed with or fixed by the Government on a majority of these items. The strong 
Then there was a “marking time” or gradual 
easing off until late 1919, when the market began advancing again by leaps and bounds until July, 
1920. This was the turning point of the greatest market movement of modern times, and was followed by 
the Post-War deflation culminating early in 1922. The market cycle showed an upward movement dur- 
ing the period of 1922 coal strike, followed by recession after the strike; the upward movement re- 
sumed in January, 1923, culminating in April, 1923. Then a long period of recession with an upward 


market continued until the signing of the Armistice. 


movement again during 1929 but followed by a definite turn downward to the present time. 


In considering this chart the facts should be taken into consideration that the cost of labor is 


much greater than prior to 1914, and the value of money or the purchasing power of the dollar much 
OLIVER BROTHERS, INC. 
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239 West 39th Street, New York City 


Compiled by OLIVER BROTHERS, INC., New York and Pittsburgh 


DITOR’S NOTE:—We again submit the revised TABLE OF MARKET 

by Oliver Brothers, Inc., of New York and Pittsburgh, who are recognized 
reliable sources of price information in America. Requests have come from all pag 
additional copies of the previous issues of this Chart, which is an indication of the vz 
of the information herein contained. 


We believe that the work involved in compilation and the value of the informa 
justify this Table being made a permanent record of your office. 


We again express to Oliver Brothers, Inc., our appreciation of their courtesy 
Chart, and which we recognize as a service rendered the trade by their organization 
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Item Price Dec. | Sept. | Sept.5| Oct. 2 | Oct. 1 | Oct. 1| Nov. 1|Dec. 22} July | July | Mar. | Jan. | Jan. | Jan.1| Jan. | Aug. | April | March "a , rey May (Mar. 21| Dec. | April | Sept. 

No. Material nese 1897 | 1899 | 1900 | 1902 | 1903 | 1904 | 1905 | 1906 | 1907 | 1908 | 1909 | 1910 | 1911 | 1912 | 1913 | 1914 | 1915 | 1917 | jory | qeit*igty | 1918 Seber 1919 | 1920 | 1920 

1 | Pig Iron, Basic............ Valley 16.75 | 23.00 | 22.00 | 14.50 | 14.95 | 16.88 | 13.30 | 12.37 | 16.45 | 13.00 | 12.50 | 32.00 |Hish 5490; 33.09 | 32.00 | 25.75 | 34.30 | 42.17 | 48.50 

2 | Foundry Pig Iron, No. 2...Chicago | 11.00 | 21.00 | 15.50 | 23.00 | 15.75 | 13.50 | 17.75 | 25.50 | 24.50 | 17.50 | 16.50 | 19.00 | 15.50 | 14.00 | 18.48 | 14.44 | 13.50 | 35.65 |, Hish® || 33.50 | 33.50 | 27.25 | 37.30 | 43.50 | 46.75 

3 | Bessemer Pig Iron..... Pittsburgh | 10.00 | 23.75 | 14.00 | 21.75 | 16.35 | 12.85 | 16.85 | 23.85 | 22.90 | 16.90 | 16.40 | 19.90 | 15.90 | 15.15 | 18.15 | 14.90 | 14.55 | 37.65 [High 5695) 37.25 | 36.15 | 27.95 | 35.30 | 43.50 | 50.46 

4 | Steel Billets Bessemer. Pittsburgh | 14.90 | 38.00 | 17.50 | 29.00 | 27.00 | 19.50 | 26.00 | 29.50 | 34.00 | 27.00 | 25.00 | 27.00 | 23.00 | 19.50 | 28.40 | 20.17 | 19.50 | 70.00 |, High & | |dsaa) e750) 47.80 | 38.50 | 38.501) 60.00 | 60.00 

S | Wire Mods............ Pittsburgh | 22.00 33.00 | 35.50 | 34.00 | 26.00 | 32.00 | 39.00 | 36.50 | 33.00 | 33.00 | 33.00 | 27.75 | 24.50 | 30.00 | 25.25 | 25.00 | 80.00 | ,Hish® §) 57.00 | 57.00 | 52.00 | 52.00t| 309 | Fe09 

6 | Heavy Steel Scrap....... Chicago | 7.75 | 15.50 | 9.00 | 18.50 | 13.00 | 10.00 | 14.50 | 17.50 | 15.50 | 11.50 | 12.50 | 16.50 | 12.20 | 10.50 | 12.75 | 9.75 | 9.15 | 24.25 | 35.50 | 28.50 | 28.75 | 16.05 | 21.55 | 23.75 | 24.81 

7 | Common Iron Bars. .... Pittsburgh 95] 195] 1.30] 1.80] 1.50] 1.30] 1.80] 180] 1.70] 1.40] 140] 1.70] 140] 1.25] 1.65] 1.25 | 1.20 | 3.60 [Mish $25) 3.50 | 3.50]. 2.35 | 3.45 | 4.05 | 4.50 

8 | Merchant Steel Bars... Pittsburgh 95 | 2.50] 1.10] 160] 1.60] 1.30] 150] 160] 1.60] 140] 120! 148| 140] 115] 140] 1.18 | 1.20 | 3.25 |, Hish& | 2.00 | 290) 235 | 2351) $3 | $38 

9 | Tank Plates........... Pittsburgh | 1.00 | 2.75 | 1.10] 1.75 | 1.60] 140] 1.75/ 1.70] 1.70] 1.60] 130] 155 | 140] 1.15] 150] 1.18 1.20 | 4.35 [Mish 1000) 3.25 | 3.25 | 265 | 2.651| $18 -. 

10 | Structural Material.....Pittsburgh | 1.05 | 2.25 | 145 | 185 | 160] 140] 1.70] 1.70] 1.70] 160] 1.30] 155 | 1.40] 1.25] 1.50] 1.18 1.20 | 3.50 atta &.| 3.00 | 3.00 | 245 | 2.45t| 24 =< 

11 | SteelSheets,No.28BlackPittsburgh | 2.05 | 3.25 | 3.00| 265| 255 | 200] 215| 250] 250| 240] 225] 2.35] 215] 1.90] 2.32] 1.88 | 1.80 | 4.90 [fish 89) soo | 5.00 | 435 | 4.351 as | 

12 | SteelSheets,No.28Galv. Pittsburgh 3.10 | 3.20 | 3.60] 3.75 | 3.55] 3.25] 3.50 | 3.20] 2.90| 3.47] 2.87 | 3.40 | 7.00 |jish [1-0 6.25 | 625| 5.70| 5.701 te 6| (Gan 

13 | Barb Wire—Galv...... Pittsburgh 1.60 | 3.25 | 280) 2.50] 2.60) 205) 2.25) 245) 245 | 240 | 240) 2.15 | 2.00| 1.85 | 2.15 | 1.95 2.15 4.05 |,,fiehé | 4.00 | 4.35 | 410) 410 | {1 in 

14 | Wire Nails—Standard. Pittsburgh | 1.20| 2.65 | 2.20] 1.90] 2.00| 1.60] 180] 200] 2.00] 1.95] 195| 185] 1.70] 155 | 1.75] 1.55 | 1.55 [ASR High&Ave) 359 | 3.59 3.25 | 3.251) 325 | 335 

Be 1 Sb bciseescce Pittsburgh 2.40} 1.95] 2.05] 2.15] 1.60] 1.65] 2.05] 2.05] 1.75 | 1.80] 1.80] 1.60] 1.50] 1.70] 1.55 1.55 | 3.50 |,,Hih@. | 4.35 | 4.00 | 4.25] 5.70 | 685 | 6.85 

16 | Copper, Ingot.......... New York | 10.75 | 18.50 | 16.75 | 11.55 | 13.50 | 12.75 | 16.624] 23.00 | 21.00 | 12.874| 13.00 | 13.93 | 12.70 | 14.25 | 16.90 | 12.68 | 17.10 | 35.75 | 28.90 | 23.50 | 23.50 | 15.01 | 18.48 | 18.54 | 18.05 

17 | Spelter—Zinc........... St.Louis | 3.774] 5.35 | 4.024] 5.25 | 5.65 | 5.00 | 6.10/ 655] 5.80] 435 | 4.65 / 6.00 | 5.35 | 610] 7.05/| 5.45 | 11.25 | 10.65 | 8.65 7.95 714 | 6.20 8.30 | 8.25 | 7.75 5.44 
18 | Lead—Pigs............. St.Louis | 3.573] 4.50 | 4.323] 410 | 440] 420/ 5.25] 615 | 5.00] 440 | 3.824) 4.60 | 4.35 | 445 420] 3.74 | 411 | 9.53 | 10.65 6.25 6.70 | 5.00 | 6.89 | 8.70 | 8.25 4.78 
1 Tin—Pigs............. New York | 13.70 | 32.00 | 30.75 | 25.00 | 25.90 | 27.86 | 32.60 | 42.70 | 40.25 | 27.20 | 28.65 | 32.74 | 41.40 | 44.50 | 50.45 /flish $5.09) 47.08 | 54.36 | 62.60 | Nominal | ia'o0 | 67.00 | 54.81 | 62.20 | 44.65 35.94 
OP FD. sissies cect Pittsburgh | 3.10 | 4.65 | 4.65 | 4.00) 3.80] 3.30] 3.45 3.90] 3.90| 3.70 | 3.45 | 3.60 | 3.60/ 3.40/ 3.60/ 350 | 3.20 | 8.00 | ‘3% 7.75 | 7.75 | 7.00 | 7.004 ia | & | 7.00 
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(For the sake of quick comparison, we have added two columns to the chart, one column indicating the lowest prices since 1897 on each individual item, the second coiumn showing the highest prices on the same items. 
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ber, 1930, of the principal iron, steel, wire and 
riety of hardware and kindred supply lines 
York and Pittsburgh 

















x OTE: Prices under the heading “March 21, 1919”, and those marked by dagger , represent 
ABLE OF MARKET VALUES made up the Steel Corporation’s merge which they adhered strictly) and which a ee fol- 
rgh, who are recognized as one of the most lowed by the Independent mills. From Jan. 1920 to Jan. 1921, in some instances, two sets of prices 
s have come from all parts of the world for are shown on the chart because of the two markets prevailing on certain steel items. In such 
is an indication of the value and importance instances the upper price in each individual box indicates the one adopted by the U. S. Steel Cor- 
poration and the lower price indicates figures that were secured in the open market. These two 
markets were caused by the Steel Corporation maintaining the prices suggested in Washington in 


va value of the information set forth would March 1919, while the outside market was regulated to a considerable extent by the law of Supply 

omce. and Demand. This dual price market ceased to exist in November and December, 1920, as demand 

ciation of their courtesy in supplying this had fallen off, but was renewed spasmodically in 1921 when the so-called Independents cut under the 

ade by their organization. Corporation’s prices, but in every instance the Leading Interests were quick to follow a reduction 
when they had assurances that the reduction was bona fide. 


t Ingot copper, as of September 29, 1930 at 9.8714 (for Electrolytic) is lowest since January, 1896. 
Previous low price was August, 1894, when the Waterbury average was 9.1214 (for Lake copper.) 
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48.50 | 33.00 | 30.00 | 19.62 | 17.90 | 31.12 | 24.90 | 26.61 | 31.00 | 29.46 | 24.66 | 20.76 | 19.96 | 19.26 | 17.11 | 17.00 | 18.00 18.50 | 18.50 | 17.00 || Pigiee; Bale... ......... Valley 1 
46.75 | 37.20 | 33.16 | 22.36 | 20.47 | 32.933) 28.41 | 29.32 | 32.61 | 32.61 | 27.11 | 21.11 | 20.80 | 21.25 | 20.11 | 18.50 | 20.00 | 20.00 | 19.50 | 17.50 Dec. 1897 | July, 1917/ Foundry Pig Iron, No. 2....Chicago | 2 















50.46 | 36.96 | 33.96 | 21.96 | 20.92 | 36.32 | 29.95 | 29.27 | 32.77 | 32.10 | 28.264] 22.01 | 20.96 | 20.38 | 18.00 | 19.26 | 20.26 | 20.76 | 20.76 | 19.76 Dec., 1897 | July, 1917! Bessemer Pig Iron..... Pittsburgh | 3 




















60.00 | 43.50 | 43.60 | 29.00 | 28.13 | 39.55 | 36.65 | 37.64 | 46.71 | 45.05 | 42.60 | 37.00 | 33.60 | 35.00 | 33.00 | 33.00 | 36.00 | 35.00 | 33.00 | 31.00 | Pec,3897) July, 1917/ Steel Billets: Bessemer. Pittsburgh 4 



























$7.00 | $7.00 | 67.00 | 40.60 | 36.04 | 46.69 | 46.25 | 47.84 | 50.00 | 50.00 | 51.00 | 46.00 | 45.00 | 45.00 | 43.00 | 42.00 | 42.00 | 42.00 | 38.00 | 36.00 |No.,3898)Juls.II7) Wire Rods............ Pittsburgh 5 
24.81 | 16.20 | 16.13 | 12.44 | 12.40 | 17.39 | 17.44 | 19.23 | 22.38 | 20.68 | 17.80 | 16.55 | 16.18 | 14.25 | 12.50 | 13.50 | 15.00 | 15.00 | 13.00 | 12.50 | Nov, {898/June, 1017, Heavy Steel Scrap... .... Chicago 6 














4.50 | 3.73 | 281 | 195 | 185 233 | 2.473] 262] 2864] 289] 2973/ 266] 260] 225 | 215 / 1.75 | 1.76 | 1.76 | 1.65 | 1.60 | Qee..1897/ July1917/ Common Iron Bars. ... . Pittsburgh 7 






















































23 | 235 | 935 | 1.65 144| 2.08/| 2.00] 202] 2673] 243] 240| 210| 200] 200 | 1.78) 1.90] 1.95 | 1.90 | 1.80 | 1.60 |Deca187| Ju, 1917) Merchant Steel Bars....Pittsburgh | 8 
4 of 2.656 | 1.60] 143 | 221 | 2.00] 2.04] 260] 2.65] 260] 1.90] 180] 190 | 1.78) 190] 195 | 190| 1.80 1.60 | Dee, tent) sey, 807) =Tank Plates........... Pittsburgh 9 
. 4 245 | 160.) 144 | 2123/ 2.00] 2.04] 2473) 260] 260/ 2.00] 190) 200 | 1.78) 190| 195 | 190] 1.80 1.60 | Dee,1897/ July, 1917 Structural Material.....Pittsburgh | 10 























3.10 | 2.80 2.70 |Ma,eE ~~ Steel Sheets, No. 28Black Pittsburgh 11 
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7.374 435 “ 5 
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- | & 4.10 | 365 | 316] 3.21] 335 | 343| 380] 385] 3.80 | 349/| 3.35] 335 | 320) 3.25 | 3.30 | 3.20 | 2.85 | 2.80 | Dec. 1897) July 1917) Barb Wire—Galv...... Pittsburgh | 13 
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14.187 | 13.05 | 14.95 | 19.92%/,,| 18.03 | 15.744/,,| 10.44°/,, oy Mar. 1917) Copper, Se New York 16 
Z 2 : 5 ( 


See note above) 
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G. Sumner Wilson Is New Pres- 


ident, National Hardware 
Association 


Brace Hayden and C. J. Whipple Are 
First and Second Vice-Presidents. 


G SUMNER WILSON, Deca- 
tur & Hopkins Co., Boston, 
® Mass., was elected president 
of the National Hardware Associa- 


tion at the closing session of that 
body’s joint convention with the 


BRACE HAYDEN 


American Hardware Manufacturers’ 
Association at Atlantic City, N. J., 
Oct. 20 to 23, at the Marlborough- 
Blenheim Hotel. He succeeds A. H. 
Nichols, Buhl Sons Co., Detroit, Mich., 
who has very successfully conducted 
the duties of that office for the past 
two years and who presided during 
the convention just closed. 

Mr. Wilson has long been an active 
participant in wholesale hardware as- 
sociation work, has acted as chairman 
for the National Hardware Associa- 
tion’s Accessories Group, served as a 
member of the executive committee, 
and has always been available to lead 
or take part in the study of distribu- 
‘tion. 

Brace Hayden, Dunham, Carrigan 
& Hayden, San Francisco, Cal., was 
again reelected first vice-president of 
the association, an office which he has 
held for many years. Due to advanc- 
ing years he has not been present at 
the Atlantic City convention for sev- 
eral years, but has always maintained 
a most loyal interest in its work. 

C. J. Whipple, Hibbard, Spencer, 
Bartlett & Co., Chicago, IIll., was 


chosen as second vice-president. He, 
too, has been very active in the work 
of the organization, has taken part 
in its annual conventions, handled 
committee work and served for some 
time as a member of the executive 
committee. 


Mr. Nichols joins the advisory 
board, where he will serve with the 
other past presidents: J. D. Moore, 
Moore-Handley Hardware Co., Bir- 
mingham, Ala.; A. J. Bihler, J. C. 
Lindsay Hardware Co., Pittsburgh, 
Pa.; R. W. Shapleigh, Shapleigh 
Hardware Co., St. Louis, Mo.; Robt. 


H. Treman, Treman, King & Co., 
Ithaca, N. Y.; F. A. Heitman, F. W. 
Heitman Co., Houston, .Tex., and W. 
H. Donlevy, Eastern Metals Corp., 
Philadelphia, Pa. 

The vacancies in the 1932 class of 
the executive committee, caused by 
the promotion of Messrs. Wilson and 
Whipple, have been filled by the elec- 
tion of C.S. Harper, Harper & McIn- 
tire, Ottumwa, Iowa, and A. J. Gaehr, 
The Geo. Worthington Co., Cleveland, 
Ohio, who will serve with John T. 
Martindale, Van Camp Hardware & 
Iron Co., Indianapolis, Ind. 

The 1931 class is the same with 
Charles H. Black, Seattle Hardware 
Co., Seattle, Wash.; Walker D. Stu- 
rary, Richmond Hardware Co., Rich- 
mond, Va., and J. A. Warner, Wyeth 
Hardware & Mfg. Co., St. Joseph, 
Mo., serving another year. 

Members elected for another three 
years are Charles H. Ireland, Odell 
Hardware Co., Greensboro, N. C.; G. 
E. Jennings, Wright & Wilhelmy Co., 
Omaha, Neb., and Leslie M. Stratton, 
Stratton-Warren Hardware Co., Mem- 
phis, Tenn. 


Manufacturers Re-elect J. E. Stone 


As President of the Association 


Vice-presidents A. E. Alverson, J. P. 
McKinney Jr. and R. G. Thompson 
Will Also Serve Again—Three New 
Members Elected to Executive Com- 
mittee for Three-Year Terms. 


T the closing session of the con- 
A vention of the American Hard- 

Manufacturer’s Association held 
jointly with the National Hardware 
Association at Atlantic City, N. J., 
Oct. 20 to 23, Joseph E. Stone, The 
Stanley Works, New Britain, Conn. 
was re-elected president. Vice-presi- 
dents A. E. Alverson, Greenlee Tool 
Co., Rockford, Ill., J. P. McKinney 
Jr., McKinney Mfg. Co., Pittsburgh, 
Pa., and R. G. Thompson, Lufkin Rule 
Co., New York City, will also serve 
another year. The election took place 
at the closing session Thursday morn- 
ing. 

C. L. Gairoard, J. Wiss Sons Co., 
Newark, N. J., Houston Dudley, Gray 
& Dudley Co., Nashville, Tenn., and 
John S. Tomajan, The Washburn Co., 
Worcester, Mass., were chosen as 
members for the executive committee 
to serve for three years. Other mem- 
bers of this committee continuing in 
office are F. O. Lincoln, Morse Twist 
Drill & Machine Co., New Bedford, 
Mass.; H. J. Strugnell, Remington 


Arms Co., Inc., New York City, and 
W. R. Hill, Sargent & Greenleaf, Inc., 
Rochester, N. Y., until 1932, and J. F. 
Donahue, The Lamson & Sessions Co., 
Cleveland, Ohio; G. T. Price, Kelly 
Axe & Tool Works, of the American 
Fork & Hoe Co., Charleston, W. Va., 
and A. P. Van Schaick, American 
Chain Co., Bridgeport, Conn... until 
1931. 

The advisory board of past presi- 
dents includes Robt. Garland, Gar- 


land Mfg. Co.; P. B. Noyes, Oneida 


Community Ltd., Oneida, N. Y.; N. 
A. Gladding, E. C. Atkins & Co., Inc., 
Indianapolis, Ind.; Wm. H. Matthai, 
National Enameling & Stamping Co., 
Milwaukee, Wis.; Chas. J. Graham, 
Pittsburgh Screw & Bolt Co., Pitts- 
burgh, Pa.; Fayette R. Plumb, Inc., 
Phila., Pa.; Chas. W. Asbury, The 
Enterprise Mfg. Co., Phila., Pa.; Fred- 
erick H. Payne, Greenfield Tap & Die 
Corp., Greenfield, Mass.; W. D. Big- 
gers, The Continental Screen Co., De- 
troit, Mich.; Isaac Black, Russell & 
Erwin Mfg. Co., New Britain, Conn.; 
S. Horace Disston, Henry Disston & ° 
Sons Inc., Phila., Pa., and D. A. Mer- 
riman, American Steel & Wire Co., 
Chicago, IIl. 

Chas. F. Rockwell, secretary-treas- 
urer of the organization, has head- 
quarters at 342 Madison Ave., New 
York City. 
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Left to right—James Gill, Oliver Iron & Steel Co.; H. J. Allison, Glasgow-Allison Co.; Leo C. May, F. P. May 
Hdw. Co.; A. D. Matthai, National Enameling & Stamping Co.; W. G. Woodworth, F. J. Coakley and L. G. 
Pratt, Samson Cordage Works; J. D. Treadwell, J. C. Foster, and R. M. Kilgore, Jones & Loughlin Steel Co. 


Current Bankruptcy Investigations 


Explained by E. R. Masback 


New York Jobber Tells Wednesday 
Afternoon Session Some of the Work 
Being Done to Minimize Losses 
Through Fraud—Quotes Lloyd Gar- 
rison of Department of Justice. 


ruptcy investigation being made 
by Federal Departments, E. R. 
Masback, Masback Hardware Co., 
New York City, addressed the job- 
bers’ session on Wednesday afternoon, 
describing the intent of the investiga- 
tion, outlining the courses of pro- 
cedure being used. In his introductory 
remarks, Mr. Masback said: 
“Through the secretary’s office, the 
early part of September, I was re- 
quested to attend a meeting that was 
held under the auspices of the Na- 
tional Credit Men’s Association in 
New York City, which conference was 
attended by about seventeen national 
business organizations. This confer- 
ence was attended also by Lloyd K. 
Garrison, special assistant to the At- 
torney-General of the United States, 
who was appointed early in this year 
by President Hoover to investigate 
the present bankruptcy act. 
“Inasmuch as the subject is rather 
a technical one and involves a great 
many figures and statistics, rather 
than to attempt to give you my im- 
pressions about what the investiga- 
tion is, Mr. Garrison has been kind 
enough to write me a letter, which is 
an official document from the Depart- 
ment of Justice, stating the Govern- 
ment’s position on the progress that 
has been made in that investigation.” 
Some of the most important ex- 
,tracts from Mr. Garrison’s letter 
follow: 
“*The present bankruptcy investi- 
gation was instituted last August at 
the direction of the President. It is 


FY ives inves the current bank- 


being conducted by the Department 
of Justice in cooperation with the 
Department of Commerce, and is in 
charge of the Solicitor-General, under 


whose supervision I am directing the 
work. It was prompted by the reve- 
lations of the investigation last year 
in New York, which drew attention 
among other things to the enormous 
and growing losses through bank- 
ruptcy. During the fiscal years 1925 
to 1930 inclusive, the total liabilities 
involved in bankruptcy were over 
$5,000,000,000, while the total assets 
realized were but 11 per c:nt of these 
liabilities, and the dividends dis- 





E. R. MASBACK 


tributed to creditors represented less 
than nine cents on the dollar. These 
losses were deemed sufficient in them- 
selves to justify a national study of 
the Bankruptcy Act as it operates in 


practice. 


“‘For the past six years the assets 
administered (before deducting any 
fees or expenses) have averaged but 
11 per cent of the liabilities, while 
in over 60 per cent of the cases there 
have been no assets at all. In a large 
but as yet unknown proportion of the 
remaining cases the assets have been 
negligible. Fees and expenses of ad- 
ministration, so often blamed for this 
condition, are not the cause: the as- 
sets are consumed or dissipated be- 
fore bankruptcy occurs. 

“<The liabilities of bankrupts in the 





past six years amounted as shown 
above, to over $5,000,000,000 at the 
time of bankruptcy. That means 
that at least $5,000,000,000 of assets 
(in property and money) were ac- 
quired on credit by these debtors. If, 
as may be assumed, these debtors 
were mainly solvent when the credit 
was extended, then since assets of 
only 11 cents on the dollar of this 
credit later found their way into 
bankruptcy, some $4,500,000,000 of as- 
sets must have been lost in one way 
or another after insolvency occurred 
but before bankruptcy. 

“*What are the reasons for these 
losses? That question is quite dis- 
tinct from-the more general one as 
to the causes of failures. The latter 
is a purely business problem. It has 
been and is being studied by the De- 
partment of Commerce and has long 
received the attention of business 
agencies and economists. But what- 
ever the causes of failures, the ques- 
tion will still remain: Why do such 
stupendous losses occur after the 
failures but before bankruptcy? Why 
is it that the average debtor waits 
until he has little or nothing left be- 
fore he goes into bankruptcy? Why 
is it that some 90 per cent of our 
bankrupts year in, year out, are vol- 
untary bankrupts; that nearly 70 per 
cent of these.voluntary bankrupts, 
who are drawn from all walks of life, 
have no assets at all, and that they 
account for about two-thirds of all 
the debts involved in bankruptcy? 

“Granted that most of these volun- 
tary bankrupts are non-traders, why 
is it that even in the case of the mer- 
cantile bankrupts nearly three-fourths 
of them are voluntary bankrupts, and 
that even in the case of the few who 
are proceeded against by their cred- 
itors bankruptcy proceedings are not 
invoked until, on an average, 80 cents 
on the dollar of the creditors’ claims 
have been already wiped out by asset 
losses? Why is it, in short, that in- 
stead of a system for the equal and 
orderly settlement of insolvent 
estates when failures have occurred, 
the Act has become largely a system 
for relieving debtors of their debts 
when they have nothing or substan- 
tially nothing left to administer? 
What steps can be taken to remedy 
these conditions?” 

The letter then set forth several 

(Continued on page 140) 
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Applied Business Control Reduces 


Costs and Selling Expenses 


Parker Margeson, for Many Years a 
Hardware Executive, Gives Conven- 
tion Benefit of New Experiences and 
Tells How Hardware Trade Could 
Apply Business Control. 


cation of the same was dis- 

cussed at the Wednesday morn- 
ing jobbers’ session, in a very infor- 
mative manner, by Parker Margeson, 
Sulloway Mills, Franklin, N. H. Mr. 
Margeson had aptly chosen “From the 
Outside Looking In” as the subject of 
his address. The choice of this sub- 
ject was especially appropriate due to 
the fact that the speaker, after many 
years of service in the hardware in- 
dustry, has for the past two years 
been sales manager for a New Eng- 
land hosiery mill. He reviewed the 
beneficial results attained through the 
application of business control dur- 
ing the past two years in the manu- 
facturing plant, with which he is now 
affiliated, stressing the point that sales 
were increased while costs and selling 
expense were reduced through con- 
trolled business methods. 

Sub-topics discussed by Mr. Mar- 
geson in the course of his address 
included: Net Profit Control, Gross 
Profit Control, Accounts Receivable 
Control, Inventory Control and Ex- 
pense Control. Relative to what busi- 
ness control had accomplished, he said: 
“Our sales expenses were running 24 
per cent against a gross profit of 18 
per cent. In 1929, we cut our sales 
expense 10 per cent and increased our 
sales 35 per cent by ascertaining the 
unprofitable individuals and replacing 
and eliminating them. In 1930, we have 
cut our sales expense another 7% per 
cent and our sales will end the year 
between 20 and 25 per cent over 1929.” 

Continuing and with reference to 
sales, Mr. Margeson said in part: 

“While you are putting your house 
in order by the selection of profitable 
lines to sell, the reductions in your 
investment in dead accounts and dead 
merchandise, and the slashing of ex- 
penses to a net profit basis, you must 
also increase your possibilities of net 
profits by increasing your sales. 

“When Mr. Gerard’s list of the 64 
rulers of the United States was pub- 
lished there was one sentence in the 
comment that seared itself on my 
brain. It said: ‘Each of these men 
brought a new idea to industry.’ Prog- 
ress in any business is dependent on 
the ‘new ideas’ that are brought into 


B USINESS control and the appli- 


that business. ‘Ideas’ create sales. 
Ideas can be applicd to your business 
and mine by either imitation or re- 
search. 

“Why don’t you wholesalers imitate 
the successful methods of the chain 
stores, the mail order houses and the 
group buying combinations? The four 
outstanding wholesalers in our hosiery 
business all have controlled retail out- 
lets. They are applying the chain 
store principle by imitation. 

“One of the 64 men listed by Mr. 
Gerard is a competitor of yours. He 
heads the best organized of the great 
‘mail order’ houses. that term ‘mail 
order house’ is obsolete. They are be- 





PARKER MARGESON 


coming great merchandising units 
with manufacturing mail order, whole- 
sale and retail store departments. 
They are setting up parallel distri- 
bution to the existing machinery of 
distribution and their success must 
indicate the failure of yourselves and 
ourselves to adjust our businesses to 
their plan. By the selection and com- 
bination of manufacturing and whole- 
saling and retailing elements in our 
businesses we could develop the same 
technique and by the addition of the 
mail order method the existing chan- 
nels of distribution could adjust them- 
selves to give the same service to the 
consumer as these great merchan- 
disers. 

“Why fight an idea that the public 
accepts? Take the mail order house 
plan of distribution and see if we can- 


not provide unit for unit out of the 
established order of distribution if we 
apply the idea to our problems. 

“The reason why this type of mer- 
chandising has been developed outside 
the ranks of the regular wholesale- 
retail system of distribution is because 
of the suspicion and anger that has 
been created between wholesaler and 
manufacturer when the manufacturer 
has sought to take over the wholesal- 
er’s function, the suspicion of whole- 
saler against wholesaler and of the 
retailer against the wholesaler who 
attempts to take over the func- 
tion of the retailer and the gen- 
eral feeling against the wholesaler 
who seeks to expand his mail order 
sales direct to the consumer. Thus 
while our regular system of distribu- 
tion has been fighting within itself, 
the parallel system of controlled dis- 
tribution from manufacturer to con- 
sumer has been established by the 
mail order houses and chains. 

“It is not too late in the hardware 
field for the ‘regulars’ to establish 
this controlled plan and some leader 
who can ‘sell’ the right wholesalers 
and the right retail merchants that 
they shall submerge their personal 
ambitions within one great unit or- 
ganization will be the 65th name added 
to the 64 rulers of the country. 

“Group Buying or wholesale concen- 
tration is a step in the right direction. 
It is an established fact that manu- 
facruring can be done cheaper if the 
production is standardized and advance 
orders received that give long runs that 
can be spread over the normally dull 
manufacturing months. This is what 
the properly organized group buying 
organization does. It is another ex- 
ample of the distribution of controlled 
merchandise through non-competitive 
distributors. Why shouldn’t five of 
you high-grade non-competitive whole- 
salers unite your purchases and get 
lower purchase prices and greater 
concentration of brains on a unified 
sales problem. The competition of the 
wholesaler is not with his fellow 
wholesalers but with the mail order 
and chain system of distribution, and 
it takes big business to compete with 
big business. The tendency in distri- 
bution is toward greater concentra- 
tion rather than less. I read last week 
of the organization of a new group 
office to buy for 3500 stores. Why 
doesn’t the wholesaler do this work? 
Surely no one is more qualified to buy 
for retailers than existing whole- 
salers.” 

In conclusion, he said: 

“Let’s put our houses in order so 
that if business is got it can be han- 
dled at a profit, and then let’s go out 
and get an increased volume of busi- 
ness by assuming again the personal 
responsibility for the development of 
our sales policies. Let’s each go to 
work again.” 
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Left to right—E. L. Manson, and H. J 
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. Horton, H. L. Brown Fence & Mfg. Co., A. T. Fish and C. A. Shannon, 


A. J. Lindeman and Hooverson Co.; H. D. North and H. Allen Hall, Ferry Cap & Screw Co.; Mrs. Hegner and 


Frank E. Hegner, Sewickley, Pa. 


Hardware Council Recommendations on 
Avoiding Sales Helps Wastes 
Presented by Charles W. Asbury 


Report Includes Data on Size of 

Catalog Pages, Use of Standard Col- 

ors and Plan for Distribution of All 
Sales Helps. 


RINGING to the manufacturers’ 
Wednesday morning session 
the benefits of considerable 

committee study by the Hardware 
Council, Charles W. Asbury, Enter- 
prise Mfg. Co. of Pa., presented a re- 
port prepared for the Council of 
which he is chairman. This report 
dealt with the elimination of waste 
in the distribution of all kinds of sales 
helps. In part, Mr. Asbury said: 

“Following the usual procedure, the 
Hardware Council had one of its able 
committees study the question of 
waste in the preparation of window 
display cards, which are commonly 
used by manufacturers and furnished 
to retail dealers for the purpose of 
stimulating sales of the manufactur- 
er’s goods. I cannot do better than 
to read the report of the committee, 
which is as follows: 

“*Your committee is pleased to ad- 
vise that after the study it has made 
of this subject, comprising as it does 
numerous responses received from 
traveling emissaries who have visited 
retail dealers in various parts of the 
United States, that while it may be 
practically impossible to direct or to 
control manufacturers in the style, 
kinds, sizes, and colors of advertising 
display cards that they put out for 
exploitation of their products, yet at 
the same time we recognize the fact 
that there is bound to be more or less 
potential saving to them if they can 
see fit to try to adjust their advertis- 
ing cards to sizes that will better fit 
in with the ideas that are now being 
adopted by some of the retail hard- 
ware associations in acordance with 
the wishes of their members. 


“‘The matter of color especially is 
a point that will be hard to control 
on account of the fact that the manu- 
facturers, as a rule, have standard 
color schemes of their own which 
they could not very well change be- 
cause of the same having been 
adopted and in use by them for many 
years. Then, again, in the matter of 
style of type and illustrations, it 
would hardly be consistent for them 
to adopt the same ideas of other man- 
ufacturers of the same line of goods. 
Nevertheless, taking all angles of the 
subject under consideration and espe- 
cially in view of the fact, as stated 
above, that some of the retail hard- 
ware associations have already adopt- 
ed certain sizes of advertising cards 
for window and counter displays, we 
feel that we can recommend to the 
members of the American Hardware 
Manufacturers Association and to 
other manufacturers of hardware, 
tools, etc., producing such goods as we 
are sold by the regular retail hard- 
ware dealers, the following sizes to 
be adopted as standards, viz.: 

3% in. x 5% in. 
51% in. x 7 in. 
Tin. x11 in. 

11 in. x 14 in. 

“‘Your committee is advised 
through officials of the National Re- 
tail Hardware Association that cer- 
tain concerns are now building frames 
with standards into which the above 
sizes of cards can be fitted for win- 
dow and other displays, and which 
make it possible to interchange from 
time to time the different advertise- 
ments in the same frames. 

“*As stated above, we heartily rec- 
ommend these sizes to the manufac- 
turers, with the suggestion that they 
be adopted and used insofar as pos- 
sible.’ 

“It will be readily seen that this 
committee devoted earnest work to 
this question, starting at the point of 


recommending sizes of display cards 
which could be cut without waste 
from the standard sheets adopted by 
the manufacturers of cardboard, thus 
avoiding waste of material. They fol- 
lowed their investigation through to 
the use which is made of such display 
cards by the retailer. These display 
cards appear to better advantage 
when placed in the frames which 
have been adopted by the Retail As- 
sociation. It will be seen, therefore, 
that the advertising value is largely 
in proportion to the attractiveness of 
the display cards, and the cost will be 
lessened if the manufacturers will fol- 
low the standard sizes recommended 
by the committee. 


“As a collateral to this question, it 
was found that the manufacturers 
suffer also in the waste of distribu- 
tion of such display cards. It is fre- 
quently true.that the manufacturers 
have prepared, at large expense, dis- 
play cards varying in sizes from those 
recommended in large quantities for 
general distribution, and we are ad- 
vised by retailers that great quanti- 
ties of these are received by mail 
from manufagturers. So many are 
received that the retailer finds it im- 
possible to use but a small portion 
of them. Furthermore, it is found 
by the retailers that the sizes, color- 
ing and general makeup are fre- 
quently inconsistent with the display 
scheme of the retailer, and as a con- 
sequence, a very large number are 
thrown away. The retailers, there- 
fore, emphasize the importance of 
manufacturers giving close study to 
the preparation and distribution of 
all such sales helps, and by doing 
so the manufacturers can make their 
advertising appropriation very much 
more effective and at smaller costs. 
The retailers would recommend such 
a study, as they would be saved the 
expense of sorting ‘and handling the 
large quantities they receive.” 
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Sheet Metal Distributors Discuss 
Competition and Other Problems 


vere this business generation 

ever faced, declared President 
F. O. Schoedinger in opening the Tues- 
day afternoon session of the National 
Association of Sheet Metal Distribu- 
tors. Mr. Schoedinger expressed the 
opinion, “It is a commodity price 
situation that calls for permanent 
changes. Out of this situation should 
emerge the strongest and most re- 
sourceful business concerns this coun- 
try has ever known. This is a time 
for optimism and courage and buy- 
ing. It is a time for faith in our in- 
dustries and above all for faith in 
our country and in the genius of the 
American people. We are assembled 
here today to give careful study to 
this somewhat hectic business situa- 
tion and to attempt to solve for our- 
selves the problem of how the dis- 
tribution of sheet metal products can 
be made more profitable.” 

After concluding his opening re- 
marks, President Schoedinger intro- 
duced W. W. Macon, editor of The 
Iron Age, who addressed the meeting 
on the subject of “The Steel Indus- 
try.” Highlights from Mr. Macon’s 
address are published elsewhere in 
this issue. Robert A. Sanderson, 
president of the Heavy Hardware As- 
sociation, was then introduced, and 
in a brief address conveyed the greet- 
ings of that body. 

Reporting as chairman of the sheet 
steel committee, F. J. McNeive, W. F. 
Potts Son & Co., Inc., Philadelphia, 
said in part: 

“Our investigation of the factors 
which tend to disturb proper rela- 
tions between the mills and distribu- 
tors and which prevent efficient eco- 
nomic distribution of sheet steel 
discloses the following: First, failure 
of jobbers in a territory to cooperate 
with each other; second, the fact that 
in some territories warehouse quan- 
tity schedules have not been adopted 
or have been insufficient to cover the 
additional cost involved in handling 
small quantities; third, direct ship- 
ments of small quantities; fourth, 
direct mill competition.” 

Remedies for the evils as outlined, 
were suggested in the concluding por- 
tion of the report as presented by Mr. 
McNeive. In a general discussion 
which followed, Mr. Donlevy, Eastern 
Metals Corp., Philadelphia, was asked 
by the chairman to speak on the sub- 
ject. In brief, his remarks were: 


CC “rere tis. ba is the most se- 


“T want to say that I was im- 
pressed with the statements that Mr. 
Macon made, which I think ought to 
be broadcast in this period of gen- 
eral gloom. He said that this pres- 
ent depression, as I recall it, was less 


serious than that of any other that 
has occurred in the last forty years. 
I think that is something we ought 
to take into serious consideration. 
There has been entirely too great a 
slump in optimism. Of course we 
recognize the fact when things are 
shaky you are inclined to be over- 
pessimistic and you exaggerate. I 
think exaggeration is one of the 
greatest faults that human nature 
has. 

“Getting back to the subject under 
discussion, there are one or two 
things I will touch on. As distribu- 
tors, our problems are local and na- 
tional. I believe the local problems 
can be best solved by the formation 
of what might be called local or sec- 
tional organizations, comprising the 
jobbers who are in conflict with each 
other, or competing with each other 
in certain districts. Now, the only 
way you can accomplish anything by 
the formation of those associations in 
my opinion is by education. I believe 
it is a matter largely of education to 
make a proper solution of the prob- 
lems. 

“Your national problems are coun- 
trywide. Of course the proper place 
for those to be discussed is in an 





D. M. FULTON 
Fulton & Carlin 


organization such as this. Those 
local associations are in existence and 
have been for a long time in such 
places as Boston, Philadelphia, Balti- 
more and perhaps other places in the 
country. . Now it is not my idea in 
forming a local or sectional organiza- 
tion that it would be illegal or un- 
lawful; it is not necessary, but I.do 
believe in thoroughly educating job- 
bers to the unwisdom of doing cer- 
tain things that might be called per- 
nicious. For our members over the 
country it will be beneficial largely to 
solve some of the problems disturb- 
ing us today.” 

The motion was then put and car- 
ried that the association affirm a 





F. O. SCHOEDINGER 


former resolution passed a year or 
two ago favoring mill shipments of 
twenty-five bundles from the mills, or 
five bundles of one size, as proposed 
in the report of the committee. 

The chairman of the Copper and 
Brass Committee, A. W. Howe, of the 
J. M. & L. A. Osborn Co., Cleveland, 
was unable to be present and the re- 
port which he had prepared was read 
by Assistant Secretary Hord of the 
association. The following excerpts 
are quoted from the report: 

“In undertaking this work the com- 
mittee considered it essential to ob- 
tain accurate information regarding 
existing conditions as well as the 
nature and prevalence of disturbing 
practices together with the sugges- 
tions of members regarding steps 
which in their opinion are necessary 
to bring about improvement before 
attempting to engage in discussions 
with officials of the mills. 

“A general questionnaire was 
therefore issued, asking for expres- 
sions on the following points: 1. Are 
conditions surrounding the distribu- 
tion, of sheet copper satisfactory? 
2. Do distributors receive an adequate 
margin on large and small quanti- 
ties? 3. What steps could be taken 
by the mills to establish improved 
conditions? 4. General suggestions 
for placing the distribution of sheet 
copper on a more satisfactory and 
profitable basis. 

“Expressions were received from a 
substantial number of our members 
and their replies to all four questions 
indicate general belief that a well de- 
fined group of unsound and unethical 
practices are largely responsible for 
the unsatisfactory situation existing 
today and that their rectification is 
essential before improvement can be 
expected. 

“Discontinuance of direct mill com- 
petition was universally characterized 
not only essential but imperative. 
Expressions from members indicate 
that they regard with equal im- 
portance the necessity for an effort 
to reduce to a minimum the practice 
of price cutting which has become 

(Continued on page 142) 
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An “Armchair” Hunter 


Discusses African Game 


and Salesmanship 


By Saunders Norvell 


66 HE Sportsman,” a de luxe sportsmen’s jour- 
nal of Boston, recently sent me a copy of their 
magazine together with a pamphlet profusely 
illustrated with magnificent photographs of 

a hunting and photographic trip in Africa made by my 

neighbor, Mr. Prentiss Gray. Now, it happens that Mr. 

Gray and myself use the same club car coming to New 

York in the morning and returning home at night. As 

he is a great hunter, we often chat about guns and am- 

munition. Sometimes he disappears from the club car 
for a few months. Then he reappears again, and we 
have our chats, but he never mentioned his trip to 

Africa at all. However, he now has written a most 

interesting story of his expedition to Africa, taken 

under the auspices of the Philadelphia Museum of 

Natural History. Mr. Gray makes no claims to be a 

writer, but he certainly writes in a clear, concise and 

interesting manner. I myself am one of the greatest 

armchair hunters in the world. I read everything I 

can find on the subject of explorations and hunting. 

I go to every wild animal movie show. I love to go to 

the Zoo and study wild animals. 

Nothing in the world, in my opinion, is more beau- 
tiful than a tiger. Such lines, such grace of movement. 
Take one of these tigers with his coat of black bars on 
a yellow background. He is simply magnificent. Of 
course, nature decorates the tigers in this manner to 
protect them in the jungle. Where there are yellow 
tigers there is a yellow background, and when the tiger 
is in the brush the bars lead to better concealment. 

Mr. Gray tells some strange things about wild ani- 
mals. They built a “boma,” an inclosure fenced with 
thorn and poles near a water hole. This “boma” was 
something entirely new and strange in its surround- 
ings. One would have imagined that the wild animals 
would steer clear of something so unusual. But as a 
matter of fact, they paid no attention to the “boma,” 
either by day or by night. Wild animals, as a rule, 
seem to have very poor sight, or what they see does not 
carry any special meaning to their brains. There are 
two things, however, to which wild animals react im- 


mediately. One of them is a quick or unusual move- 
ment, and the other, of course, is the scent of man. It 
is also a curious fact that in an automobile one can 
drive right into a herd of lions and they will pay very 
little attention to the machine. Mr. Gray thinks the 
reason for this is that the wild animals have not yet 
learned to associate automobiles with man. On the other 
hand, if a man steps out of the automobile and a lion 
sees him, then one of two things happens immediately. 
Either the lion beats it away as fast as he can or he 
immediately charges the man. Mr. Gray describes 
driving an automobile up to within twenty feet of an 
immense lioness sleeping on the top of an ant hill. She 
just raised her head, looked at the machine and yawned. 
Even the sound of the clicking of the motion picture 
apparatus did not disturb her. 

Mr. Gray does not pose as a hero. He admits that 
when on one occasion he found his automobile sur- 
rounded on all sides by lions, while he cranked the 
motion picture machine his teeth rattled in his head 
and he gibbered with fear. After working from 
Nairobi over to Mt. Kenya, he decided to follow the old 
Stanley and Livingstone trail straight across Africa 
into the Belgian Congo. He wished to get a specimen 
of the giant sable, a species of antelope almost as large 
as-a horse, with horns 64 inches long. He managed to 
secure two specimens. The frontispiece of his pamph- 
let shows the head of one of these sables, and it is a 
magnificent picture of a beautiful animal. 

The most remarkable thing about this pamphlet 
written by Prentiss Gray, however, is the fact that he 
does not say one word about Gray, nor is his picture 
reproduced. In fact, there is not a picture of a single 
member of the party. The pictures are exclusively of 
wild animals. Allow me, as one of Mr. Gray’s friends 
and admirers, to express my thanks to him for this 
reserve on his part. It is delightful to read a wild 
animal hunting story without a picture of the author 
standing with his trusty rifle in his hand and one foot 
on the head of a dead lion which, of course, he has just 
shot. Of course, I know if I should ever shoot a lion I 
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would certainly want a picture of this kind, and I am 
also sure if I had a picture like this I would publish it 
right here in the HARDWARE AGE. Knowing my own 
weakness in this respect makes me appreciate the reserve 
and modesty of Mr. Gray. 

In addition to the Gray pamphlet this edition of The 
Sportsman was very interesting. It was illustrated with 
many beautiful colored cuts. Good printing always gives 
me a thrill of pleasure. If you are interested in wild 
animals, send fifty cents to The Sportsman in Boston for 
this issue, with Mr. Gray’s pamphlet. It will be money 
well spent. 

* * * * 

Somebody has said that times are hard and it is dif- 
ficult to sell goods. I don’t altogether agree with this 
statement. I don’t think it is very difficult to sell goods 
if you know how, but sometimes, on account of condi- 
tions, you can sell more goods than you can at other 
times. But in all the years I have been in business I 
have never known the time when you could not sell any 
goods, if you tried. 

A few days ago a jobber dropped into our office. I 
had been discussing with our people the advisability of 
showing samples and talking about goods instead of dis- 
cussing “Legs” Diamond and the recent shooting. 
“Legs,” by the way, is recovering and yesterday gave 
out an interview to the newspapers in which he stated 
the cause of his recovery was the fact that for a number 
of years he had had ulcers of the stomach. On account 
of these ulcers he had lived on a very careful and rigid 
diet. Because of this diet he was in fine physical con- 
dition when the gunmen tried to bump him off, and so 
he is recovering from being shot because he had ulcers 
of the stomach. “Legs” must have a sense of humor! 
But to get back to my selling story: I have always be- 
lieved in the slogan: “SHOW SAMPLES, TALK 
POINTS.” So when the jobber dropped in to see us, 
I reached for a new sample gun I happened to have in 
my office and showed it to this jobber. I put the gun 
in his hands. He evidently was a shooter, because he 
went through all the motions of shooting “them’’ on 
the wing. Then he asked the price of this gun, and 
when he heard the price he said: “Send meten of them.” 
I told him the story about getting the guns by express, 
so he said: “Send those guns by express.” When he 
left the office I turned to several of our salespeople 


present and remarked: “Show samples, talk points.” 

Years ago when the writer was a traveling salesman 
there was a terrible drought one summer. This young 
salesman was traveling in western Kansas. The corn 
shriveled up on the stalks from the heat and corn fields 
looked as they do in December. The hot winds blew up 
from Texas like the draft from an open furnace door. 
Business was something terrible but nevertheless there 
was some business. Please don’t forget that. Orders 
came from headquarters to stay away from certain cus- 
tomers. Just let them rest until they could catch up on 
their payments. Then when this young salesman was 
very much depressed, when he was beginning to think 
that it might be better for him to let up on traveling, 
to spend more time at home watering the lawn and play- 
ing with the kids; in other words, when his mind was 
getting off business and off samples, along came a gen- 
eral letter from his boss, and this general letter told a 
little story. In all the years from that day until this, 
whenever times were hard and when selling was slow, 
this salesman has thought of this little story and has 
told this story time after time to his own sales force. 
Now, therefore and consequently, why shouldn’t he tell 
this story to the entire hardware trade, hoping that 
the traveling salesmen in the hardware trade will espe- 
cially become interested in this story and maybe years 
and years from now, after the writer has ceased to 
worry about selling, this story will be passed on to 
others, 

Here is the story: There were two young frogs who 
fell into a deep crock of milk. They tried their best to 
crawl out, but the sides of the crock were too smooth. 
For a while they swam around. Finally one frog said: 
“T give up. There isn’t any use in trying to get out of 
here.” So down he sank and that was the end of him. 
The other frog, however, said: “I’m going to keep jump- 
ing. Perhaps !’ll be able to jump high enough to get 
out of this.” So he jumped and jumped, and finally he 
jumped so much that he churned a pat of butter in the 
milk. Then he jumped some more and increased the 
size of the pat of butter. Finally with all his jumping 
the pat of butter was so large that he was able to 
climb up it and with one final terrific jump he was out 
of the crock. So he hunted up a convention of other 
frogs and told his experiences and the text of his ser- 
mon was: “When you are up against it, don’t give up. 

Keep ‘ajumping!” 





Ask Us Another 


—Do low prices mean cheap merchandise? 


to lowering of quality. 


—Isn’t that a dangerous situation? 
—Very. 


—How does it correct itself? 


perity. 








—Not necessarily. But price-cutting competition invariably leads 


—When quality is sacrificed to the danger point the public itself 
revolts and demands better quality. Better quality means better 
prices. Better prices mean a profit again. Profits mean pros- 


This story should be- 
come one of the classics in 
business literature. It is a 
very simple little story and 
very short, but it reminds 
of the Gettysburg address 
in its simplicity, and also 
the parable of the good 
Samaritan. If you wish to 
read two wonderful word 
portraits in the English 
language, just read those 
two things. Try to add a 
word or take away a word, 
with a view of improving 
either one. You will find it 
impossible. 


Llew S. Soule 
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Germany and the Passion Play 


A former wholesale hardware executive who had toured twelve other 

foreign countries made his first trip to Germany this year. He was 

fortunate enough to witness the famous Passion Play at Ober- 

ammergau and writes this interesting and human account of his 
experiences and emotions 


INCE the war I have always said I would never 
go into Germany. You know I was not one of 
those who signed the Treaty of Versailles, 
but my wife wanted to go, and if you are 

married “you know how it is.” I was prejudiced 
against Germany and the German people, but I was 
all wrong, as I have been once or twice before in my 
life. All told I have been at times in a dozen dif- 
ferent foreign countries but never before in Germany. 
Frankly, I never was treated with more courtesy and 
politeness and fairness than this summer in Germany. 
We do not speak German, but got along nicely by mak- 
ing signs and using not to exceed a dozen German 
words that we learned en route. 

I know you do not feel as bitter toward Germany 
as I did, and now I feel as friendly toward Germany 
as any one does. I wish more of our people could 
go abroad. Such a trip makes for better understand- 
ings between nations, and we Americans have much to 
learn. You remember Bacon said “Reading maketh a 
deep man, but travel maketh a broad man” or words 
to that effect. 

En route from Paris to Oberammergau we stopped 
at a little town named Tuttlingen. The hotel pro- 
prietor spoke no English. We spoke no German, but 
I asked for “Drei Zimmer” (Three Rooms), got them 
and went in to dinner. The menu was written in 
German script, and all we could understand was 
“omelet” said the word and motioned to the entire 
family. Soon it came of prodigious size and excel- 
lent. We served ourselves and were satisfied. Then 
came another just like it, and one by one two more. 
All the “regular boarders” realized our predicament 
and smiled good naturedly. We laughed heartily and 
enjoyed the joke. Evidently the capacity of the 
kitchen stove was one omelet. At breakfast the hotel 
proprietor realized our position, and brought what he 
thought we ought to eat, and we fared better. How- 
ever, in all the larger hotels in Germany, France, 
Italy, Switzerland and Spain, English is spoken. 


In Munich we stopped near a traffic policeman and - 


said “Koomen see here.” (Do not criticize my German 
spelling.) You should have heard him laugh, but he 
came and directed us courteously to our hotel. Later 
I learned ““Koomen see here” was a command, just as 
an American mother would say to a child “Now you 
come right here to me this minute.” 

I bought tickets to Oberammergau Passion Play from 
a travel agency in Paris. The details are handled 
most efficiently. Tickets are of three classes. De 
Luxe cost $22 per person, first class $18 and second 
class $14, which, I must explain, determines your lo- 
cation in the auditorium, and the character of your 
hotel accommodations, and includes two nights’ lodg- 


ings and seven meals. As the play begins at 8 a. m., 
continues until noon, and concludes in the afternoon 
from 1 to 5 p. m., it is essential you arrive the night 
before and remain the night after. Oberammergau is 
on the southern border of Germany 550 miles due east 
of Paris, and at the foot hills of the Alps. A train 
journey is 14 hours from Paris to Munich, and 2 hours 
from there to Oberammergau. 

The little town has a population of 2200. Three 
performances are given each week. The Auditorium 
seats 5200 people, and was full to capacity this season 
from the opening in June to Sept. 15—100 perform- 
ances all told. Your tickets insured you a seat, a room 
and meals. Headquarters or Information Bureau was 
in center of the town. You drive up, present your 
ticket, and the bureau sends a man with you in your 
car (no charge) direct to the house where your ac- 
commodations are reserved. Every family takes in 
strangers to the capacity of the house, and feels a 
civic pride in doing so, and, of course, a portion of 
the cost of the ticket goes to the householder. 

There is no uncertainty, no mistakes. You come, 
you take what has been assigned to you. The beds 
are comfortable, and the food is good. After your 
second night you must go for your room is engaged 
for another visitor—no hurrying, no misunderstand- 
ings. Everything works with clocklike precision. Do you 
know of a town of 2200 people in the United States 
that can accommodate 5200 strangers every day for 
three months and keep them ali satisfied? I do not. 

The village is unique, buildings principally of the 
Swiss chalet type—streets narrow and _ winding, 
crowded, but no jostling, no pushing, no hurry, and 
every one in a good humor. I think the sacred play 
has much to do in bringing the “atmosphere” of cour- 
tesy and patience and “Do unto others as you would 
have them do unto you” attitude of the visitors and 
residents of the community. 

The Passion Play is not a money making, commer- 
cial proposition. With the people it is a sacred re- 
ligious performance, fulfilling a vow their forefathers 
made 400 years ago. At that time a plague visited 
Bavaria. The people of Oberammergau prayed their 
town might be spared and vowed if so, they would 
give a play depicting the life of Christ and repeat it 
every ten years. This they have done every ten years, 
except 1920. At that time because of the World War 
the play was postponed until 1922, but it was given 
in 1922, thus there have been forty seasons of 100 per- 
formances each, ten years apart. If you are not 
“twanging a harp” in 1940 go to Oberammergau by all 
means. Over 500,000 people went this year. 

At your domicile, on the streets, in Oberammergau 

(Continued on page 190) 
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1816-1930 


HE policy of the Remington Arms Company is to distribute 
‘its products through the wholesale trade. 


Through the passing years unchanging devotion to this policy has 
made our business record. 


Our success is due to our loyal wholesalers and independent re- 
tailers. It is fitting at this time to express our full appreciation of 
their many years of energetic support in the distribution of our 
various lines. 


Changes in distribution are bringing up new and difficult problems, 
but in the future as in the past, we will be found working out 
plans in the interests of wholesalers and retailers who sell our goods. 


REMINGTON ARMS COMPANY, Inc. 


* 
President. 
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MANY DISTRIBUTORS AT 
KELVINATOR CONVENTION 

Several hundred distributors 
for Kelvinator Corp., Detroit, 
Mich., met in a convention in 
that city on Oct. 13 and 14. 
Distributors from all over the 
country, Europe, South and 
Central America, Australasia 
and Asia attended. On the part 
of the city Mayor Frank Mur- 
phy welcomed the visitors. 
Vice-president H. W. Burritt 
also welcomed the gathering. 

George W. Mason, president 
of the company, spoke to the 
distributors on plans for 1931. 
J. S. Sayre, sales manager, and 
J. M. Fernald, commercial man- 
ager, showed the group the 
the numbers of the domestic 
and commercial line for 1931. 
The advertising program was 
outlined in detail by Albert M. 
Taylor, director of advertising. 
Vance C. Woodcox, director of 
sales promotion, told about the 
sales helps that are to be of- 
fered to dealers by the Kelvin- 
ator company. 





ASSOCIATION DISCUSSES 
CREDIT AND INSURANCE 


At the Oct. 21 meeting of the 
Hardware & Supply Dealers 
Association of Manhattan and 
Bronx Boroughs, held at the 
Hotel Prince George, 14 E. 28th 
St., New York City, the topics 
of discussion were: cash, credit 
sales, discounts and insurance. 
More than 20 members attended 
the meeting, which was lead by 
President J. M. Kohlmeier. 
Mr. Kohlmeier opened the dis- 
cussion on cash, credit sales and 
discounts, and Edward Fergu- 
son started the discussion on 
group employers and employees 

e insurance. In the discussion on 
sales the value of taking advan- 
tage of cash discounts was 
brought out. The notice of the 
meeting which was sent mem- 
bers showed a table of dis- 
counts which would be dis- 
cussed at the meeting. 





HYGRADE LAMP OPENS 
BRANCH IN BOSTON 


The Hygrade Lamp Co., Sa- 
lem, Mass., makers of Hygrade 


tubes, has announced the open- 
ing of a branch sales office at 
10 Post Office Square Bldg., 
Boston, Mass. R. S. Bradner, 
veteran Hygrade salesman, has 
been made manager of the new 
office. 


J. D. HOUSE, JR., IN 
HARDWARE BUSINESS 


John D. House, Jr., has re- 
cently opened the Lamar County 
Hardware Co., Paris, Tex. Mr. 
House, who was formerly buyer 
for the House Hardware Co., 
Paris. Tex. will carry a com- 
plete stock of builders’ hard- 
ware and other lines. 


ATLANTIC SALES SYSTEM 
WANTS HARDWARE LINES 


L. F. McCabe has announced 
the establishment on Oct. 6 of 
a manufacturer’s agency at New 
Berne, N. C. The Atlantic 
Sales System is planning to 
handle a general line of mer- 
chandise. Mr. McCabe states 


that the company is looking for 
some additional lines in hard- 
ware. Three salesmen will im- 
mediately begin to cover North 
Carolina, east of Raleigh. 





EDISON G. E. WILL 
EXPAND CALIF. PLANT 


The Edison General Electric 
Appliance Co., Chicago, IIl., 
will immediately expand its 
West Coast manufacturing fa- 
cilities by the addition of a 
$250,000 plant to the present 
factory at Ontario, Cal. 

The new addition will be 
modern in every detail, being 
of hollow roof type, fireproof, 
class A construction, with a 
frontage of 150 and 180 ft. on 
two streets. It will provide 
room for the manufacture of 
electric ranges as well as in- 
creased manufacture of Hot- 
point appliances to supply the 
growing demands of the West 
Coast trade. 

This new addition, together 
with the newly acquired W. J. 
Loth Stove plant in Waynes- 





incandescent lamps and radio 


boro, Va., represents a large 





expansion in Edison General 
Electric manufacturing facili- 
ties, and will permit greater 
economies in the distribution 
of Hotpoint products nationally. 


STANLEY BOYER IS 
HERBRAND CO. HEAD 


Stanley S. Boyer recently 
became president of the Her- 
brand Co., Fremont, Ohio, mak- 
ers of drop-forged tools and 
forgings, succeeding Bernard 
Grover, New York City. Mr. 
Grover resigned to devote 
greater attention to business 
connections in the East. Rich- 
ard Hawkey, executive vice- 
president, also of New York 
City, resigned to attend to east- 
ern business connections. Rich- 
ard O. Mead, Detroit, Mich., 
succeeded Mr. Hawkey. Messrs. 
Hawkey and Grover remain as 
directors and stockholders of 
the corporation. In recognition 
of the services of Mr. Hawkey 
a dinner was tendered him by 
friends and associates the night 
before the changes were an- 
nounced. 

Mr. Boyer, who is said to be 
one of the youngest industrial 
presidents in Ohio, is a native 
of Fremont. Since 1916 he has 
been employed by the concern. 
After serving in the army dur- 
ing the war, he returned to 
the plant. Four years ago he 
became secretary-treasurer of 
the company. A year later he 
became vice-president and gen- 
eral manager of the organiza- 
tion. ~ Mr. Mead has success- 
fully handled distribution of the 
company’s products in Michigan. 
C. T. Gottron, secretary and 
treasurer for the past two years, 
retains that post, and A. C. 
Gropp is manager of sales. 


RALPH MURBACH HEADS 
COLSON COMPANY 


Ralph Murbach has _ been 
elected as president of the Col- 
son Co., Elyria, Ohio, manu- 
facturers of bicycles and ju- 
venile wheel goods. Mr. Mur- 
bach succeeds J. E. Roe, who 
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resigned recently. 


PLAN FIGHT AGAINST 
‘COMMERCIAL BRIBERY 


A campaign to wipe out com- 
mercial bribery, estimated to 
cost business of the nation hun- 
dreds of millions of dollars an- 
nually, was opened Oct. 17 at 
a meeting held at the Hotel 
Pennsylvania under the auspices 
of the Better Business Bureau 
and the Conference on Com- 
mercial Bribery. Three hun- 
dred representatives of trade 
associations and retail stores 
heard Garland S. Ferguson, Jr., 
chairman of the Federal Trade 
Commission, speak on the ne- 
cessity for combating the evil. 
Commercial bribery was defined 
by Mr. Ferguson as the giving 
of gratuities by a seller to em- 
ployees of a buyer in return for 
influencing orders. Mr. Fer- 
guson stated that the practice 
of commercial bribery comes 
within the definition of unfair 
methods of competition, which 
the Federal Trade Commission 
is empowered to prevent. He 
further stated that the commis- 
sion has jurisdiction only when 
interstate commerce is affected, 
for which reason every State 
should have an act similar to 
the Federal law. 

Assemblyman Abbot L. Mof- 
fat said that the New York 
State law had been amended 
last year so that testimony 
under the protection of immu- 
nity can be taken from wit- 
nesses. A resolution was 
adopted by the meeting that cir- 
culars explaining the law would 
be distributed, explaining the 
law to business men and em- 
ployees. Assistant District At- 
torney James Wilson explained 
that the offense was a form of 
larceny, but that convictions are 
difficult to obtain. 


DEWEES IS EDISON 6G. E. 
DALLAS DIST. MANAGER 


H. K. Dewees was recently 
appointed as manager of the 
Dallas district for the Edison 
General Electric Appliance Co., 
Chicago, Ill, makers of Hot- 





point ranges and appliances. 
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Sales of Small Circular ' 
Saws Logically Belong 
Tothe Hardware Dealer rf 
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Hardware Stores are the logical source 
of supply for the ever increasing legion 
of SMALL CIRCULAR SAW users. 
This field, due to the general use of 
portable and electric driven machines, 
home work benches and small wood 
working shops, offers you many sales 
opportunities. DON’T PASS IT UP 
TO THE “CHAINS.”’ 


SIMONDS is now placing in the Hard- 
ware Field, to help you get this busi- 
ness, a CIRCULAR SAW BOARD, at- 











tached to which are eight CIRCULAR 
SAWS—four rip and four cut-off— 
made in sizes to fit most of the small 
saw tables. Mounted on the board are 
20 assorted sizes of reducing bushings. 


This enables the HARDWARE 
DEALER to carry a minimum stock of 
saws for all popular requirements. 


Buy this CIRCULAR SAW BOARD. 
Display it and you will get the 
BUSINESS. 


For further details and discounts write SIMONDS now 


SIMONDS SAW AND STEEL COMPANY 


ESTABLISHED 1832 


8 Factories 





“The Saw Makers’’ 


SIMONDS 


FITCHBURG, MASS. 
16 Branches 





CIRCULAR SAWS 
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LUTHER, INC., IS NOW 
LUTHER GRINDER & TOOL 


Luther, = Inc., Milwaukee, 
Wis., has changed its name to 
Luther Grinder & Tool Co. 
The company is continuing the 
jobber policy followed under 
the former name. A complete 
change in management and a 
shop reorganization has been 
made. The entire line is being 
uniformly improved in quality 
and value, according to the 
company’s announcement. At 
the present time there will be 
no changes in the sales force. 
By this change the firm assumes 
a name indicating its products. 





CHICAGO GIFT SHOW 
DIRECTED BY NATIONAL 
GIFT & ART ASS’N 


W. S. Hays, secretary, Na- 
tional Gift & Art Association, 
has announced that the Semi- 
Annual Stevens Hotel Gift and 
Artwares Show, held in Chi- 
cago, Ill., has been taken over 
by his organization. The next 
show will be held Feb. 2 to 7, 
1931. Ten years ago the asso- 
ciation began the first of its 
national shows in the Adelphia 
Hotel, Philadelphia, Pa. At 
the present time shows are held 
in New York and New En- 
gland, in addition to the shows 
at Philadelphia and the newly 
acquired one in Chicago. 

Mr. Hays commented in his 
atnouncement upon the growth 
of the organization and its ser- 
vices to members. It is in- 
tended by the association to go 
to other centers as they develop 
to the point where intensive 
service in gift and artwares 
lines is necessary. 





LONGFIELD IS V. PRES. 
OF LAMSON & SESSIONS 


The Lamson & Sessions Co., 
Cleveland, Ohio, has announced 
the election of C. H. Longfield 
as vice-president and H. H. 
Winterberg as secretary. H. P. 
Ladds is now manager of sales. 





WILLIAM FIEDLER DIES 


William Fiedler, 70, vice- 
president, Harper & MclIntire 
Co., Ottumwa, Iowa, wholesale 
hardware distributors, died Oct. 
6. of a heart attack at his home. 
He went to business as usual 
that morning and returned home 
for lunch. Later he felt ill 
and called a doctor. Upon the 
doctor’s arrival he was dead. 
Mr. Fiedler started with the 
firm at the age of 18 as office 
boy in its retail store. The firm 
was then known as Egan & 








Harper Hardware Co. For 
many years he was in complete 
charge of the retail store. In 
1913 the firm incorporated, and 
after the death of Frank MclIn- 
tire, in 1919, management passed 
to C. S. Harper, Mr. Fiedler, 
W. P. Meyers, R. W. Harper 
and E. W. Gray. Mr. Fiedler 
became vice-president at that 
time. His son, Frank Fiedler, 
assistant manager of the retail 
store for the past ten years, 
succeeds the late Mr. Fiedler 
as manager. Mrs. Fiedler, four 
children and two sisters sur- 
vive. 


GEORGE IS MARKETING 
SERVICE DIV. HEAD 
(From Our Washington Bureau) 

Edwin B. George, Carnegie, 
Pa., formerly manager of the 
Philadelphia district office of 
the Bureau of Foreign and Do- 
mestic Commerce, has _ been 
made chief of the recently es- 
tablished Marketing Service 
Division of the Bureau. 

The Division has been formed 
to engage in promotional ac- 
tivities by means of which re- 
sults of extensive government 
research for improving domestic 
distribution of merchandise wil! 
be made available to a much 
wider range of the business pub- 
lic than has been possible here- 
tofore. 


By encouraging more scien- | 


tific and less wasteful methods 
of merchandising and present- 
ing in a practical way the appli- 
cation of the Department’s re- 
search findings, it is believed 
that this new Division may re- 
sult in greatly increasing the 
value of many business studies 
and surveys conducted by the 
Department of Commerce. 


FRED L. SHAEFER DIES 


Fred L. Shaefer, 70, Ypsilan- 
ti, Mich., hardware merchant, 
died Oct. 13. At the age of 
20 he became associated with 
his brother George, with whom 
he remained for seven years in 
the hardware business at Dun- 
dee, Mich. In 1888 he went to 
Ypsilanti, starting in the hard- 
ware business with N. B. Hard- 
ing. The business expanded, 
and the partners operated two 
stores. Upon Mr. Harding’s 
death Mr. Shaefer purchased 
the entire business, selling one 
of the stores shortly after. In 
1912 Mr. Shaefer took his son, 
Harry F. Shaefer, into business 
as a partner. 

- Mr. Shaefer retired from ac- 
tive participation in the business 
in January, but retained his in- 





terest in it. He was active in 
civic affairs, being an alderman 
for two terms. His widow, a 
son, a daughter, two brothers 
and three grandchildren  sur- 
vive him. 

JOBBERS JOIN MOTOR 

EQUIPMENT GROUP 


Several automotive manufac- 
turers and wholesale distrib- 
utors were recently admitted as 


+ 


members of the Motor and 
Equipment Association of New 
York City, Chicago and De- 
troit. Among the new members 
are George Lawrence Co., 
Portland, Ore.; Sioux City 
Iron Co., Sioux City, Iowa; 
Banta Corp., Los Angeles, Cal. ; 
Barrett Hardware Co., Joliet, 
Ill.; P. J. Cronin Co., Portland, 
Ore.; Kimball-Upson Co., Sac- 
ramento, Cal., and Motor Equip- 





ment Co., Wichita, Kan. 





SCHWAB AND FARRELL FORESEE 
PROSPEROUS TIMES AHEAD 


Both Charles M. Schwab, 
chairman of the Bethlehem 
Steel Corp., and James A. Far- 
rell, president of the United 
States Steel Corp., concurred in 
the opinion that better times can 
be expected in the not too dis- 
tant future. The belief was 
expressed by the two leading 
figures in the steel industry at 
the meeting of the - American 
Iron and Steel Institute, held 
in New York City on Oct. 24. 

Mr. Schwab declared that the 
largest measure of prosperity 
the American people have ever 
known will come with business 
revival, asserting that the steel 
industry would lead the march 
to prosperity. He also said: 

“Let us be optimistic; let us 
make up our minds that we are 
going through this depression 
with all the ability and all the 
talent and all the energy we 
have got,” said Mr. Schwab. 

“The steel industry will lead 
the march to prosperity. This 
is a task requiring staying 
power, vision and hard work. 
I believe we shall undertake it 
fearlessly and regardless of 
passing sentiment. 

“In the steel industry we have 
good reason to be cheerful. In- 
got production for this year 
will be around 40,000,000 tons. 
That is within 5 per cent of 
the average production for the 
past ten years. Let’s forget 
1929 and get our feet on the 
ground. Of course, we want 
another record year. That will 
come, and in a few moments I 
shall indicate the forces which 
will make it come. Meanwhile 
we can take pride in the fact 
that this year, 1930, is right in 
line with the average of the best 
ten years of our history. 

“Our big job in the steel in- 
dustry is to push forward, add- 
ing to our progressive policies 
in employment and management 
an equal intelligence in market- 
ing and the extension of the 
uses of steel. Our industry is 


the basis for this modern age; 
aviation, railroads, automobiles, 
highways, shipping are predi- 
cated upon steel.” 

Mr. Farrell in his address 
decried unfair competition with- 
out naming individuals, advocat- 
ing maintaining wages, and ex- 
pressed the belief that the in- 
dustry would be back on its 
financial feet if members would 
_be honest with one another. 

“We have got to rehabilitate 
ourselves, and we have got to 
be honest,” said Mr. Farrell. 
“The main trouble with the 
steel industry is that certain 
conditions exist that we are all 
cognizant of, and I refer to price 
cutting. 

“The whole country is fac- 
ing a serious situation. I said 
last spring that the first thing 
we must do was to stabilize 
wages in our industry and that 
has been done, although you will 
always find a few die-hards 
whose stupidity has been devel- 
oped to such an extent that they 
held out for the seven-day 
week and the twelve-hour day 
and lower wages, but they have 
been given their passports. This 
is not the time to pinch off a 
penny or two. 

“With the business there is 
today we should be running our 
mills at 70 to 75 per cent capac- 
ity, but where is the business? 
We killed it by price cutting 
and by too much talk about un- 
employment. I agree with Mr. 
Schwab that the situation is a 
little better with regard to re- 
specting other peoples’ rights. 
The depression is only tempo- 
rary, but we have got to get it 
in our minds that we will not 
get better conditions in our in- 
dustry, although we may get 
more business, until we estab- 
lish stability and eliminate price 
cutting. We have got to get 
rid of this guerilla business. 
Why, the prices of steel are 
ridiculous when you consider the 
raw material situation.” 
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COLUMBIAN 
ROPE 


Thoroughly Wate erboted 


COLUMBIAN ROPE CO. 


uburn, NY. 





rope doesn't swell, and that it re- 
tains its flexibility, even when wet. 


Is there anything more convinc- 
ing than this kind of awaterproofed 
test: With these important features, 
Columbian is also rotproof, dur- 
able, excessive in strength, non- 
kinking and contains that famous 
Columbian Guarantee which is 
found on the well known red, 
white and blue Tape-Marker. 


Pour a steady stream of water 
on a rope, week after week. Put 
a strong pressure behind this 
stream so that if it is possible to 
penetrate the rope, this stream will 
do it. 

To appreciate the real value of 
this superior rope, send for a sam- 
ple of Columbian Tape-Marked 
and the name of our distributor in 
your vicinity. 


That is one way Columbian 
Tape-Marked Rope is subjected to 
the waterproofed test. It's right 
before your eyes where the ob- 
server may see for himself that the 
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COLUMBIAN 'R PE COMPANY 
Auburn “The Con a City’ New York 
Branches:—New York Chicago iy New Orleans Philadelphia 


CULUMBIAN ITERPROFE 
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Masback on Bankruptcies 


(Continued from page 128) 


possible’ reasons for the conditions 
described in the preceding paragraphs 
and outlined the steps that were to 
be taken to minimize bankruptcy 
losses. Relative to this the letter 
stated in part: 

“While I consider a thorough study 
of the causes of the losses before 
bankruptcy occurs and what steps 
can be taken to minimize these losses 
as the most important part of the 
investigation, we shall, of course, 
make a thorough study of the admin- 
istrative provisions respecting the 
collection, liquidation and distribution 
of assets after bankruptcy occurs. 
There are numerous questions here 
to be considered which I cannot out- 
line; practically all of them have pre- 
viously been considered by other com- 
mittees and organizations and our 
purpose will be simply to obtain the 
facts upon a scale not heretofore at- 
tempted and to make such recom- 
mendations as may be feasible after 
the facts have been thoroughly an- 
alyzed. The most important question 
of administration relates to the selec- 
tion, qualification, functions, and com- 
pensation of the administrative per- 


sonnel including attorneys, receivers, . 


trustees and referees. Under the Act 
the chief administrative officer is the 
trustee, who is elected by the cred- 
itors. It has been often asserted that 
the creditors do not really control but 
generally take no interest in the pro- 
ceedings and permit a few proxy 
holders, who may have solicited these 
proxies, to elect the trustee. We 
shall go thoroughly into this question. 

“You may be interested in a very 
brief account of the sources of the 
information which we expect to ob- 
tain: (a) we are sending to each of 
the more than 500 referees in the 
country a set of forms calling for an 
itemized analysis of the cases before 
them during approximately the next 
two months. These forms will give 
us data on practically every detail of 
bankruptcy administration including 
the apparent causes of the failures, 
the activities of the bankrupts after 
bankruptcy, the extent of their ex- 
amination, the attendance of creditors 
at meetings, the costs and expenses 
of administration, the time periods 
between different steps in adminis- 
tration, the selection and compen- 
sation of the administrative per- 
sonnel, etc.; (b) we are obtaining 
from the clerks of each district court 
their original bankruptcy records for 
the past year supplemented by dis- 
charge data. These records will give 
us information regarding the occupa- 
tion of the bankrupt, his assets and 
liabilities, the costs or administration, 
the granting or denial of discharges 
and other matters in upward of 
60,000 individual cases. (c) By other 


means and through other sources we 
shall study among other things the 
liquidation or settlement of insolvent 
estates outside of bankruptcy through 
assignments, trust deeds, equity re- 
ceiverships, etc., and so far as the 
facilities of the department permit 
we shall investigate alleged abuses 
wherever they may occur. We expect 
to .travel extensively and to study 
conditions at first-hand. 

“You have kindly asked me to state 
in what ways your association may 
be of assistance to us in the investi- 
gation. At the meeting held in New 
York'a month or so ago of represen- 
tatives of seventeen national Business 
organizations I suggested that they 
could be of assistance in a number Of 
ways, the chief of which aré a8 fol- 
lows: 
~“(a) By appointing committees to 
consider and report on problems and 
phases of bankruptcy administration 
with respect to particular branches of 
industry, and in particular localities, 


and to recommend legislation if any A 


is thought desirable. 
“(b) By sending out questionnaires 
to their membership, or to a cross- 





R. J. ATKINSON 
Brooklyn, N. Y. 


section of their membership, designed 
to secure the business men’s point of 
view toward the chief. features of 
bankruptcy, and to.aseertain among 
other things, the most frequent 
causes of failures in their communi- 
ties, their methods of extending 
credit to, and collection of claims 
against, local and non-local debtors, 
their representation or non-represen- 
tation at creditors’ meetings, their 
credit policies ‘regarding discharged 
and undischarged baYikrupts, their ex- 
perience with and attitude toward 
out-of-court liquidations or _ settle- 
ments through assignments; and so 
forth. 

“A questionnaire of this sort, ad- 
dressed to banking institutions, has 
been prepared, and will be sent out 
by the American Bankers Associa- 
tion. A similar questionnaire to bus- 
iness houses has been prepared and 
steps are being taken to have it sent 
out by cooperating organizations. 

“(c) By supplying information re- 
quested by the department as to 


“by 


For example, 


specific local matters. 
in order to study the reasons why so 
many bankrupts fail to apply for a 


discharge, what happens to them 
when they don’t, what happens to 
bankrupts who are denied a discharge, 
and what happens to others who ob- 
tain a discharge, it will be necessary 
to take a large cross-section of the 
cases of each type and endeavor to 
get at the facts through local sources. 
Business organizations who are 
equipped through local branches or 
otherwise to make investigations of 
this sort can be of the greatest as- 
sistance to the department.” 

Mr. Masback also made a compre- 
hensive repert on the conference of 
business associations for cooperation 
in the Federal bankruptcy investiga- 
tion, which was held in New York 
City early in September. At this 
meeting Mr. Garrison addressed the 
conference expressing views similar 
to those in his recent letter. 

“At the close of Mr. Masback’s re- 
marks, Ed. H. Hall, of the National 
Credit Men’s Association, addressed 
the convention. He stated that the 
subscribers to his association had 
been saved a great deal of money 
from bankrupts through the work of 
his association. He said the difficulty 
experienced by many business con- 
cerns, which attempted to prosecute 
fraudulent bankrupts, was that the 
expense involved was so great it did 
not justify those concerned in spend- 
ing the necessary attorney’s fees to 
litigate over the small amount of 
their claim; that the practice of the 
bankrupt was to employ counsel to 
defend him, which usually resulted in 
a settlement of claims against the 
bankrupt, even though fraud had been 
committed; that the prosecuting at- 
torney did not like to have his office 
used as a collection bureau. Mr. 
Hall’s proposition was to urge the 
members to get the assistance of the 
Credit Men’s Association to prosecute 
their claims against bankrupts by 
subscribing to that association; and 
that association would push diligently 
the prosecution of cases of fraud in 
bankruptcy proceedings; that that 
organization had a corps of attorneys 
well qualified to give that kind of 
service. 

After Mr. Hall had concluded his 
brief remarks, Mr. Masback said: 

“Mr. Garrison in talking with me 
has requested that our members who 
have any fraudulent, or apparently 
fraudulent, cases on their books to be 
good enough to send him the details 
of those cases to Washington imme- 
diately, for the reason that I think 
the department will perform tem- 
porarily in about the same way as 
the National Credit Association. I 
would like to suggest that our mem- 
bers send that material to Mr. Fern- 
ley, our secretary, who can in turn 
send it to Mr. Garrison. He men- 
He would 
information as 


tioned that specifically. 
like to have that 
quickly as possible.” 
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Sheet Metal Distributors 


(Continued from page 131) 


widespread and is, therefore, re- 
garded as an evil of the first magni- 
tude. To that end many advocated 
the establishment and enforcement of 
suggested resale prices by the mills. 
Resale price schedules, in the opinion 
of some, should cover not only larger 
quantities, but also case and less than 
case lots from distributors’ stocks. 

“It was also suggested that discon- 
tinuance by mills of the practice of 
consigning stocks would prove help- 
ful, and that benefits would result if 
the mills urged distributors to adopt 
the same quantity differentials they 
now employ. Establishment of more 
adequate margins was said to be 
most urgently required.” 

In the discussion which followed 
the report, Mr. Brophy voiced the 
opinion that if the mills and dis- 
tributors would confine their activi- 
ties largely to their proper function 
—stocking, service, restricted terri- 
tory, and desist from going after 
business that perhaps logically be- 
longs to the mill, and if on the other 
hand, the mills would work in close 
harmony with distributors and quit 
making small shipments, the problem 
would be solved. 

In the absence of Robert H. Lyon, 
Lyon, Conklin & Co., Baltimore, Md., 
chairman of the Tin and Terne Plate 
Committee, the report of. the activi- 
ties of this committee was read by Mr. 
Hord, and in brief was as follows: 

“In order to secure all possible in- 
formation for the benefit of the com- 
mittee, a questionnaire was issued to 
members in which five questions: were 
asked. 

“The first was with reference to 
quantity differentials. Territory seems 
to be an important factor and 50 per 
cent of the houses reporting indi- 
cated that ‘differentials were used and 
that they had proved very advanta- 
geous. The most popular quantity ba- 
sis for box tin seems to be on five box 
quantities—five to 10 boxes—10 to 25 
—and 25 and over. 

“On roll tin, one to 10 rolls, 10 to 
25 rolls and 25 and over. In view of 
the fact that the expense of handling 
one box is just as great as the cost 
of handling five or 10 boxes, it would 
seem that quantity differentials are 
very necessary. 

“Our second question referred to 
the subject of margin. The majority 
of members state that based on the 
cost of handling because of reduced 
volume on tin and terne plate that 
the margin is not satisfactory which 
especially applies to light coatings. 

“Our third question referred to 
weight coatings. It brings out some 
very interesting information as shown 
in the following figures: 


Pounds 8 15 20 25 30 32 40 
First i ©. 1 2 oe 272 9 
Second we. as.- 8 2-2-3 
Third 3 3838 6 — — — #8 


“This would indicate that 8-pound 
is the best seller, followed closely by 
20-pound for second place and 40- 
pound the next most popular weight. 
According to this survey it would 
seem that it might be possible to fur- 
ther simplify the terne plate schedule 
as there seems to be a lessening de- 
mand for other weights. 

“If our members at this meéting 
think it would be advisable we will 
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be very glad to make a complete can- 
vass of all members concerning the 
further simplification of terne plate. 

“Our investigation also brought out 
the fact that 75 per cent of our mem- 
bers state that the demand is toward 
heavier coatings as reflected in the 
sale of 40-pound ternes, a few houses 
stating that there seems to be more 


of a demand for lighter coatings and 
six houses no change. 

“The last and possibly the most im- 
portant question was—‘What sugges- 
tions have you for increasing the sale 
of tin and terne plate?’” 

In response to the preceding ques- 
tion several members had made nu- 
merous suggestions which were em- 
bodied in the report. Fred Fuller, 
American Sheet & Tin Plate Co., 
Pittsburgh, Pa., responded to the 
chairman’s call for remarks on the 
report, saying in part: 

“It would require a tremendous 
amount of money to try and restore 
the popularity of terne-plate as a roof- 
ing product. I think we all realize 
who are in the business that we know 
that terne-plate is probably the best 
roofing that can be obtained even to- 
day, but to burden the other fellows, 
understand that is quite another mat- 
ter, because the price is very, very 
high. The question of labor enters 
into it very largely.” 

H. E. Nickerson, the Congdon & 
Carpenter Co., Providencé, R. L., 
cited many old buildings in his home 
vicinity that had been roofed with 
terne-plate and had withstood the 
ravages of the elements for a great 
many years. 

E. H. -Hoffeld, Ferdinand Dieck- 
mann & Co., Cincinnati, Ohio, chair- 
man of the Eaves Trough and Con- 
ductor Pipe Committee, made the fol- 
lowing brief report: 

“The pipe and trough business is 
holding up fairly well. It is one that 
is very desirable for the jobbers at 
this time, but not quite so desirable 
for the manufacturers. Stocks are 
very low; production curtailed. I 
think with cooperation we may find 
higher prices for it next year and 
conditions will be greatly improved 
through the coming season.” 





Builders’ Hardware Group Discusses Its Problems 


The Builders’ Hardware group of 
the American Hardware Manufac- 
turers’ Association met at Atlantic 
City on the afternoon of Oct. 22, with 
Nelson T. Hasenflue, Champion Hard- 
ware Co., presiding. The meeting 
was largely one of discussion on prob- 
lems pertinent to builders’ hardware 
manufactures. 

George Kimball introduced the sub- 
ject of a published price and a fixed 
sales policy for the industry. 

W. A. Scott, McKinney Mfg. Co., 
led the discussion on the growing use 
of chrome finished hardware and the 
basis of price used by the trade for 
that finish. 

John S. King of King & Wiley Co., 
Cleveland, spoke briefly on Modern 
Merchandising. Mr. King defined 
merchandising as anything you do to 
the merchandise that increases its 
salability. Price plus quality, he 
said, makes value and good merchan- 
dising is predicated on value. 

He pointed out that the customer is 


the most important single factor in 
any business, and advised the group 
to keep in contact with the customer, 
to learn his desires and needs as a 
basis for manufacturing and distrib- 
uting goods. 

Everyone, he said, deplores changes, 
yet the only sure thing about busi- 
ness is the absolute certainty of 
change. People resist changes as 
applied to themselves, but they al- 
ways want something new. He ad- 
vised those present to keep their eyes 
on new merchandise, new ideas, and 
new sales policies in order to keep 
abreast of the times, and the desires 
of the consuming public. 

At the close of the Builders’ Hard- 
ware Group session Duncan Shaw, P. 
& F. Corbin, was chosen as chairman 
for the coming year. John A. Man- 
sergh, Russell & Erwin Mfg. Co., is 
chairman of the program committee 
and will be assisted by Victor H. 
Whiting, Segal Lock & Hardware 
Co., and P. F. King, Stanley Works. 
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of new customers, testify to the soundness of our adherence to the standards of QUALITY 
and SERVICE which have established the name of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America’s Oldest Woven Wire Factory- Manufacturers 
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Wholesaler Needs Rigid Protection in 
Distribution of Tools 


(Continued from page 116) 


ness. The finger of scorn cannot now 
be pointed at me. It has been said 
that this is the mechanical age but it 
most certainly is not the age of hand 
mechanics. Incomes have been aug- 
mented all the way down the line until 
nobody wants to make any effort out- 





E. C. GRISWOLD, on Cabinet Lock Co., 
ETTE R. 


LUMB, Fayette R. 
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and FAY 


side of their alloted daily necessary 
tasks. Take a ride, go to the picture 
show, have a picnic, a party or what 
not? ‘I haven’t time to fix that now, 
l’ll do it tomorrow.’ This situation 
has tended to eliminate the home 
owner as a buyer of tools. It has 
thrown much of the business thai the 
hardware man can do to the profes- 
sional user of mechanics’ tools. 

“What is the position of the pro- 
fessional user of mechanics’ tools, the 
carpenter, the cabinetmaker, etc.? 
We have traveled far from the day 
when the greater part of the material 
that went into the building of a house, 
factory or a warehouse was made by 
hand. Planing mills and sash and 
door factories turn out practically 
all the woodwork that goes into a job 
in such shape that it is ready to be 
installed. These are the ready-to- 
wear departments of building. The 
earger.ters’ and mechanics’ duties in 
the building game have been sup- 
planted to a considerable extent by 
machinery. The application of elec- 
“trical power to various types of tools 
that are used on the job has even put 
mechanics in the machine class. We 
can never change that picture. We 
will never be able to bring back that 
old order of things and we would not 
do so if we could. Most of the things 
that happen to us in business, I firm- 
ly believe, are beyond our control. I 
point to the illustrations above as 
proof of that argument. 

“What has been the result of all 
this? I am not in a position to state 


whether our experience is very much 
different than the experience of our 
competitors because general analyses 
do not go far enough to supply the 
information. 


But in a five-year sur- 





vey of our own business, our turn- 
over in the department of mechanics’ 
tools has averaged less than two which 
is a record of which we can certainly 
not be proud. In making a further 
study of the subject I find that we 
carry in a few lines in the “depart- 
ment of mechanics’ tools, the follow- 
ing number of items: 


ROE EE 55 
Cn SP eee 40 
ee, SERRE Ee 136 
ee een 236 
Bit Braces .....0:.. 27 
Screw-Drivers ..... 94 
Es eee 75 
Hand Saws .:...... 107 
X-Cut Saws ........ 67 
Rules and Tapes ... 77 
aa 77 
WOPEIEDBS ois co's 152 


“Is it any wonder we do not secure 
turn-over? The department has in- 
creased in complexity and scope and 
the business has stood still or receded. 
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Is this class of merchandise being 
sold through other channels or is 
there a general reduction in volume 
in the evolution of business? It is my 
opinion that both are true. A great 
many tools are being sold by Mail- 
Order Houses, a great many of them 
—in the cheaper class—through Ten 
Cent Stores. Both of these outlets 
eliminate the wholesaler. In the first 
named class are a great many lines 
supplied by manufacturers whose 
only policy is to sell anybody and 
everybody. In the second named 
class are the cheap lines of junk. The 
manufacturers are very careful to 
keep their names off of these speci- 
mens. 

Another thing we must bear in 
mind is the decrease in building 
activities in every line for some time 
past. A few days ago I called on a 
prominent hardware retailer in the 
state of Kansas. He has a beautiful 
store and his tools are prominently 
displayed on the most modern fix- 
tures, in the most up-to-date manner. 
The display was both impressive and 
appealing. Having in mind the sub- 
ject on which I was asked to talk on 





here, I said to him, ‘How is your tool 
business compared with former 
years’? ‘Very much less,’ he replied. 
I asked him, ‘How do you account for 
the decline?’ He said in reply, ‘There 
is no building here in my town and 
if they don’t need them they sure 
don’t buy them this year.’ 

“We have then five general causes 
for a decline in the distribution of 
tools. First, a general decline in the 
volume of wholesale hardware dis- 
tribution. Second, the less frequent 
use for tools in the home. Third, the 





HOUSTON 
and C. R. 
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elimination of hand work in building. 
Fourth, the. distribution through 
other channels than hardware whole- 
salers. Fifth, a decrease in all build- 
ing activities. 

“We now come to the question of 
how to change or improve this situa- 
tion. If I could write the prescrip- 
tion to cure this disease I am sure I 
could name my own price for the ser- 
vice. First, I would recommend that 
the manufacturer give the wholesale 
distributor a rigid policy of protec- 
tion in the distribution of tools. It is 
quite generally recognized among 
wholesalers that the tool manufactur- 
ers are outstanding as a group in the 
matter of policy of distribution. Wit- 
ness the recent attempt on the part of 
our retail friends to locate the manu- 
facturer who supplied certain ham- 
mers. I don’t mean that the industry 
is 100 per cent perfect, but I do pay 
a tribute to those manufacturers who 
have emphatically declared a policy 
of wholesaler, dealer, consumer dis- 
tribution and adhered steadfastly to 
it. When I stated that the industry 
was not 100 per cent perfect I had in 
mind not only the manufacturer who 
supplies the Mail Order Houses and 
Ten Cent Stores but another and a 
prominent manufacturer of a tool line 
who requires his wholesale distri- 
utors to maintain a certain resale 
price to the dealer. I happen to know 
that this particular manufacturer 
on one occasion solicited and accepted 
the business of a retail dealer in our 
territory at a discount of 10 per cent 
below the price we were expected to 
maintain. This is a rare exhibition 
of loyalty and is certainly not con- 
ducive to the increase of the sale of 
tools to the independent wholesaler. 
*“Please do not understand that this 
practice is confined to the occasional 
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tool manufacturer alone. It is much 
more common in other branches of 
hardware manufacturing than in the 
tool line. It is indeed a rare thing to 
call on the better hardware stores in 
the larger towns in our trade terri- 
tory without having the proprietor 
say ,‘I buy most of my merchandise 
direct from the manufacturer.’ I 
would say to those tool manufactur- 
ers who have done such an outstand- 
ing job in confining their distribution 
to the jobber, ‘May your Light so 
shine that men shall see your good 
works.’ Let us preach this gospel 
to the other fellow not because of any 
selfish, material interest but because 
distribution can be more effectively 
and economically conducted through 
the wholesaler and the retailer than 
through any other channel of dis- 
tribution. If I did not believe this, I 
would fly the black flag of piracy 
from the flag pole on top of our build- 
ings. 

“Second, I would recommend the 
broadening of guarantees on tools. 
Some authorities believe that this is 
the bogey of the business. I differ 
with them. There are too many ex- 
amples of building up outstanding 
volumes and profits on unconditional 
guarantees. I have in mind particu- 
larly the manufacturer of a certain 
line of tools distributed under the 
most rigid policy of adherence to the 
wholesaler retailer idea whose guar- 
antee is as wide open as it is possible 
to make it and his success has been 
almost phenomenal. True, guaran- 
tees of this kind are subject to abuse 
but the majority of people are honest 
or you and I would not be represent- 
ing industries that have shown prog- 
ress throughout the years and the 
law of averages will protect the man- 
ufacturer who applies an uncondi- 
tional guarantee: to any tools on 
which he stamps his name. 

“Third, I would suggest greater co- 
operation with the retailer. I know 
that this is a trite subject and one 
that has been so overworked the past 
few years as to make it a ‘wash out’ 
but I still maintain that it has a mer- 
it and that it has particular applica- 
tion to the tool line. I firmly believe 
it is possible to afford the retailer 
much help in the distribution of tools. 
The difficult angle of this matter is 
that he is not always ready for this 
help. It is too often his indifference, 
his lack of inspiration, his belief in 
letting well enough alone that makes 
him hostile to the advances of the 
wholesaler and the manufacturer. 
However, ‘Constant dripping wears 
away the stone’ and I would urge 
upon the tool manufacturer the con- 
tinuous program of advertising, dis- 
play, novel sales ideas, consumer ap- 
peal, clerk education and the general 
upbuilding of the tone and morale of 
the retail hardware dealer. It is said 
that 80 per cent of the incomes of 
this country spent for merchandise, 
is spent by women but the woman is 
not the buyer of tools. We are cater- 


ing to an entirely different demand. 
The day of the show case, for the 
most part is gone, to return no more. 
The problem of contriving dealer 
helps that will aid him in the dis- 
tribution of tools to the tool buyer 
must be approached from an entirely 
different angle than that of other 
lines of merchandise. 

“One of our salesmen had the op- 
portunity to observe the sale of re- 
tail by one of his customers lately, in 
fact two sales that offered quite a 
contrast in salesmanship. The item in 
question was a pair of pliers. The 
customer opened the conversation 
with this statement, ‘I want a pair 
of pliers.’ The retailer produced a 
pair of pliers that retailed at 25 cents. 
There was no argument—the custom- 
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er took them and left. After he had 
gone our salesman asked the retail 
hardware dealer why he did not sug- 
gest a better pair of pliers and his 
reply was that he had so formed the 
habit of selling 25 cent pliers he just 
did it automatically, although he be- 
lieved the customer would have taken 
almost any grade he had handed him. 
In the next instance the sale began 
this way, ‘I want a cheap pair of 
pliers.’ This particular dealer pro- 
duced two pairs, one to retail at 50 
cents, another at 85 cents and pointed 


out to him the merits of the better 
plier, with the result that the custom- 
er took the 85 cent pair. This is not 
a new experience. The problem of 
educating a retail clerk to feature 
better merchandise is one too intri- 
cate and complex for the average 
hardware salesman who is carrying a 
catalog that contains 25,000 or 30,000 
items. 

“Last but not least I would set up a 
task for Mr. Wholesaler. One of the 
most constant and continuous efforts 
that the jobber makes to sell mer- 
chandise by means of salesmen _is 
through the appeal of the eye which 
is perhaps the strongest sales method 
known to the science of merchandis- 
ing. The effectiveness of this idea re- 
quires the carrying of samples. I 
wonder how many jobbers’ salesmen 
carry, once each year over their terri- 
tory, a sample lines of tools. Possibil- 
ities in this method of sale are tre- 
mendous. The task is not burdensome 
today when traveling is done by au- 
tomobile. This line of samples can 
be very limited in scope. The same 
attraction that influences the carpen- 
ter and.the mechanic to buy a tool, 
has its appeal to the hardware dealer. 
Those of us who love the hardware 
business and I assume that we do love 
it or we would not be in it, must cer- 
tainly admit we experience the deep- 
est kind of a thrill in looking over and 
handling a line of well-made tools. I 
know of no greater attraction for me 
than to walk into the sample room 
and pick up and handle a well-made 
axe, a hatchet, a hammer, a wrench, 
a pair of pliers or a saw. There is 
just as much beauty in a well-made 
hammer or saw as there is in the fin- 
est dress displayed on the board walk 
out here. 

“In closing, I firmly believe that 
there is one sure way to sell more 
tools through the independent retailer 
at greater net profit and that is to 
protect him in his effort to find his 
place in the sun.” 





Peddlers Get Auto Tool Business 


Tool Group Discussion Shows 


of the talks at the Tool Group 
meeting Wednesday afternoon it 
was stated that peddlers are doing 


I: the discussion that followed one 
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most of the automobile tool business 
of the country. This peddling is 
done by peddling houses. One such 
house in New Jersey, the speaker 
said, does more business than all the 
jobbers covering the New Jersey ter- 
ritory. A recent survey places the 
estimate of the country’s automobile 
tool business at $15,000,000 a year, 
and that it is not a question of price. 
Second and third class goods made 
by firms not supplying the jobbers are 
being peddled at good prices. It was 
stated by another member of the 
group that 85 per cent of auto me- 
chanics’ tools are bought from 
peddlers, who are rendering a real 
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service to these mechanics. They 
stock up an auto and drive to the 
garages and sell for cash—not al- 
ways cheap. They keep supplied 
with tools adapted for the many 
changes in auto development. Regu- 
lar manufacturers are not getting 
this business. A New Jersey organi- 
zation has ten peddlers, each sells 
$300 worth of tools a week. They 
must sell $75 a week to keep going. 
This would mean a turnover of tools 
of more than $150,000 a year. All 
the jobbers in New York City, the 
speaker said, do not buy that many 
tools a year. It would seem that the 
regular channels of distribution were 
just going through the motions. A 
leaf from the peddlers’ book might 
put some life into the tool business 
of regular distributors. 

The officers of the Tool Group for 
the ensuing year are C. L. Gairoard, 
chairman; Robert Raymond, vice- 
chairman, and J. M. Williams, chair- 
man of the program committee. 

C. L. Gairoard, speaking on mat- 
ters pertaining to the tariff at this 
meeting, pointed out that Europe, 
with much better facilities than for- 
merly, is doing her utmost to come 
into the American field and in order 
to accomplish it may be expected to 
hold out prices so low that it will be 
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impossible to compete with her. 
Every nation in the world has taken 
the example of the United States and 
is endeavoring to make its own 
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people its best customers, adding as 
best it may the trade of other na- 
tions. 

This speaker also said that many 
newspapers in this country give the 
wrong impression to the public in re- 
gard to the action on tariff matters. 
In support of this contention he 
stated that, contrary to popular 


‘ 


Hon. Clyde Kelly’s Address 


(Continued from page 123) 


exactly what the business men of 
America were going to do, he said, I 
might tell you now what will be done 
at the next session of Congress in 
December. 

In closing, Mr. Kelly said: “I know 
that the matter means more than 
merely your own welfare in industry. 
There is a wider thought involved 
than whether you as individual man- 
ufacturers, wholesalers or retailers of 
hardware are to make money. There 
is coming a generation of forty mil- 
lion boys and girls under the age of 
15 years; American boys and girls 
who may want to go into business, 
open up stores and sell merchandise. 
They should have a chance to put their 


character and individuality into that 
business, and build it in their home 
communities. But, if we continue on 
for ten more years as we have been 
going on in the last twenty years, the 
door of opportunity will be shut 
against them. They will have no op- 
portunity to begin for themselves. 
They will not even have a name in 
business. Instead they will have a 
number and be directed as to what 
they should do. They will be mere 
cogs in a nation-wide machine. 

“We propose to have American busi- 
ness conducted along the lines of 
American tradition and the ideal of 
American policies. We propose to 
have fair competition not cut-throat 


opinfon, Canada’s action in increasing 
her tariff was to help her unemploy- 
ment situation and not an answer to 
our tariff revision of recent months. 
There will be other countries making 
similar tariff changes for similar 
reasons. The speaker referred in 
some detail to the new rules that must 
be complied with by manufacturers 
appealing for tariff changes. 

At the same meeting, Lieut.-Col. 
Samson, Quartermaster’s Depart- 
ment, spoke briefly, outlining the 
methods and problems before that de- 
partment in the procurement and dis- 
tribution of tools and other supplies 
for the army. 

J. M. Williams, of Fayette R. 
Plumb, Inc., Philadelphia, discussed 
the matter of the general guarantee, 
reading several examples of specific 
and individual guarantees now being 
used. He pointed out that the abuse 
of these guarantees made for con- 
siderable sales resistance on tools, 
and also that the retailer should have 
stated for him just what constitutes 
a defect, pointing out the various 
kinds of breaks and their peculiari- 
ties as well as their causes. The 
speaker believed that there was no 
such thing as a standard guarantee 
and the problem was an individual or 
group one. 


competition in the hands of one group 
of men, nor price fixing in the hands 
of the Government, but fair dealing 
which will insure equal opportunity 
without detriment to business or the 
public. 

“If we stand on that, and if the 
hardware organizations will join 
hands with other similar organiza- 
tions in working for this result, then I 
believe that before March 4, 1931, we 
will have put this law on the statute 
books of the United States. When we 
do, we shall have done something for 
honest business everywhere; we shall 
have done something for the youth of 
this country and shall have made our 
little contribution to what Teddy 
Roosevelt said was the greatest thing 
in America—the endeavor to secure a 
square deal for every man, woman 
and child in this country.” 
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Report of J. E. Woodmansee 


(Continued from page 112) 


into dollars and cents volume, and I 
am convinced that the retail dealer 
who will practice care in the seiling 
of this class of merchandise on the in- 
stallment plan, using title sales or 
chattel mortgage contract note forms 
applicable to the laws of the State in 
which he is located is better off than 
the dealer who sells the same articles 
on open book account. This phase of 
selling, however, is not included in the 
subject assigned me. Therefore, I 
will not attempt to bring it into this 
discussion at this time. 

“The hardware retailers throughout 
the country are organized and hold 
annual conventions. The National 
Hardware Association of the United 
States should develop men who are 
well informed and then obtain speak- 
ing privileges at all retail hardware 
dealers’ conventions for the purpose 
of discussing long terms and other 


buying and selling methods, improv- 
ing the thoughts and methods of the 
retailer from the standpoint of buy- 
ing and selling. . It is wrong to criti- 
cize the methods of our friends, the 
retail dealers, and then through high 
pressure methods of salesmanship 
place in the retail stores merchandise 
out of season, merchandise of, ques- 
tionable value, and merchandise which 
does not bring to the dealer the proper 
turnover because of lack of properly 
acquainting the public with this mer- 
chandise. The dealer, generally 
speaking, is not capitalized sufficiently 
to exploit to the public the value of 
the many items of merchandise which 
go to make up the stock of the retail 
hardware store as operated today. 
“My observation is that the Na- 
tional Hardware Association has at- 
tempted for many years to hold a con- 
structive convention for the purpose 


of bringing together the wholesulers 
and manufacturers on common ground 
for the discussion of all problems per- 
taining to the industry. And yet no 
concerted effort has developed at 
these conventions to bring about a het- 
ter understanding with the retail 
dealer, who, after all, is our final con- 
tact with the consumer. Would it not 
be a splendid idea for the National 
Hardware Association to appoint a 
committee of representative men, the 
strongest men in our trade line, to 
meet at some central point for the 
purpose of working out ideas and 
plans based on many years’ experi- 
ence? These ideas to evolve around 
such subjects as we are discussing at 
the present time. 

“T realize that throughout the cveun- 
try many meetings are held. Un- 
doubtedly too many, and to some of us 
it seems like a waste of time and 
money. Yet the biggest plans of man 
and organizations develop in these 
meetings, especially where the right 
personnel of serious thinking business 
men is chosen for committee work.” 





Leon Bannigan’s Address 


(Continued from page 115) 


with an investment of $2,000 to $10,- 
000 in fathes and grinders and other 
production machinery. Today a very 
large percentage of such jobs as fit- 
ting valves and pistons, installing 
bearings, straightening connecting 
rods, installing brake lining, etc., are 
done in the machine shops of auto- 
motive wholesalers on a commission 
basis for the 62,000 independent re- 
pair shops that are necessary in ad- 
dition to the 54,000 car dealer service 
stations to keep our 26,000,000 motor 
vehicles rolling around and to satisfy 
our age-old desire to go-places sitting 
down. 

“With more than 4500 establish- 
ments performing the wholesale fun- 
tion, many of them highly specialized, 
operating in restricted distribution 
areas surrounding more than 1200 
cities and towns—and I was going to 
say crossroads hamlets—warehouses, 
either controlled by the manufacturer 
or operating for him on a commission 
basis, are coming strongly into the 
automotive distribution picture to 
perform that function of distribution 
which once was a major function of 
the automotive wholesaler but which, 
today, except in two or three hundred 
instances, is not a major function 
of the average automotive wholesaler. 

“Some of our manufacturers, in- 
cluding the well-known spark plug 
manufacturer, have recognized the 
need for a super-jobber or distributor 
in the distribution set-up. This dis- 
tributor buys at a better price than 
the average service or merchandising 
wholesaler and performs the ware- 
house function by carrying large 
stocks for the convenience of sur- 


rounding wholesalers. He is, of 
course, an exclusive distributor for 
the factory. He is the factory’s ware- 
house in his section. That distributor 
may sell to 50 other wholesalers with- 
in a radius of 50 miles, and each 
one of those other 50 wholesalers pro- 
vides that particular factor of dis- 
tribution which seems to be para- 
mount in automotive wholesaling— 
availability of merchandise. 

“To the wild-eyed, uninformed poli- 
tician who rides into legislatures on 
the battle-cry of ‘Eliminate the mid- 
dleman’—that distribution practice 
would appear to be a particularly 
choice sacrilege. But thé fact of the 
matter is that spark plug list prices 
to the ultimate consumer have been 
reduced from $1 to 75 cents since the 
two dominating spark plug manufac- 
turers of our industry introduced the 
super-jobber into the distribution pic- 
ture, and, besides, that-may be one 
reason why they dominate—through 
providing ‘availability.’ 

“Now, of course, a lot of our larger 
wholesalers—and I don’t think this is 
particularly peculiar to the automo- 
tive industry— would like to tell 
manufacturers how they must dis- 
tribute their products, and they would 
like to tell retailers how they must 
buy them. Some of us still think it’s 
too bad that in this country we can’t 
pass laws eliminating our competitors, 
but the hard, cold, horny fact re- 
mains that most of the younger whole- 
salers in our business knew quite a 
long while ago, and the older fellows 
learned from bitter experience, that 
the wholesaler justifies his existence 
only through performing a more eco- 


nomical function in distribution than 
anyone else can perform—and out 
of the service he renders for others 
must come his profits—his reward 
from the business he is in. 

“So much for the influences of our 
business which seem to us, at least, 
to present some problems which are 
peculiarly our own. 

“But I shall not bore you with 
many of our troubles which are so 
much like your own that to discuss 
them here would be like going out on 
the beach front veranda to talk about. 
our operations with the rest of the 
bunch out there. 

“Have we had to reduce our dupli- 
cate lines in order to get enough vol- 
ume on the rest of them to make 
money? Oh, yes, God bless ’em, we 
felt those same pains, too, and we can 
sympathize with you. 

“Have we suffered from hand-to- 
mouth buying? Brothers, you don’t 
know the half of it. Up in New York 
the other day I was introduced to one 
of the readers of my wholesale paper, 
and I asked him, ‘Are you a jobber?’ 
and he answered, ‘Vell, yes, but I do 
a little wholesaling on the side.’ 

“Have we an obsolescent merchan- 
dise problem? With car manufac- 
turers changing models every time 
they change their socks—could I tell 
you about our obsolescence problem? 

“Have we chain store competition, 
return goods problems, freight allow- 
ance problems, credit problems? 

“The average automotive whole- 
saler sells 85 per cent of his volume 
on 30-day credit, if he gets it, which 
means, in round numbers, $70,000,000 
a month owed to us by car dealers 
and other retailers who can’t pay us 
because they need the money to pay 
eash for the automobiles that they 
did not order from their factories.” 
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DOOR CLOSERS 
generate their own power 


The Yale Door Closer is made with the closest precision ... generates 
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Closer, making its application practically fool-proof. The only tool needed 
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W. S. Konold’s Address 


(Continued from page 113) 


ing can be concentrated. Instead of 
each of us making 300 or 400 pieces 
for a year’s work, one factory will 
have several thousand and they can 
be economically produced. 

“Catalogs, however, will remain 
unchanged and the tools will be car- 
ried in our stocks as usual, but in- 
stead of storing a year or two supply, 
only three months’ requirements will 
be ordered at one time. 

“If this plan is adopted, our com- 
pany alone can take out of service 
some 300 dies, the upkeep of which 
becomes a considerable saving. 


“Another study which has resulted © 


in great convenience and saving to 
the jobber and consumer has been 
that of eyes in sledges, hammers and 
mauls. We discovered that in our 
own plant alone, 120 different sized 
eyes were used for this class of tools. 
An analysis of the industry showed 
that only ten sizes of eyes were neces- 
sary and they were quickly adopted. 
This has resulted in savings to you 
in being able to simplify your handle 
stock and it has been a great help 
to the handle maker. 

“A manufacturer must do more 


than analyze his current lines. He 
must keep up with the times and add 
on new goods that his service may 
continue to be complete. The urge 
to take on new things is tremendous. 
Idle machines and extra plant facili- 
ties fairly cry out to be put to use. 
Unused floor space becomes a chal- 
lenge. Profit margins on the old 
stand-bys are narrow. New com- 
petitors cut in and reduce expected 
sales and the fight becomes tougher 
every day. 

“It’s. all right for the manufacturer 
to analyze his lines and throw a lot 
of them out but unless his associate, 
the jobber helps him, the advantage 
is lost completely. The dealer must 
be talked out of the item that has 
been discontinued. We are still ar- 
guing with some jobbers about lines 
that were discontinued back in 1923. 
One of them is short cutter mattocks 
or mattocks with special width blades 
a quarter to a half inch wider or 
narrower than the standard. Unless 
compared side by side, or with a 
rule, I’ll wager there is not one in 
this room who can tell which is which, 
yet some of our jobber friends swear 





Other Retail Fields Have Same 


Problems as Hardware Trade 


NE of the speakers at the Tues- 
() day morning session of the 
manufacturers was Carl W. 
Dipman, editor Good Hardware. His 
subject was Hardware Distribution 
Trends as Indicated in Other Lines. 

Other fields, he said, have the same 
problems as the hardware industry, 
and in some cases succeeded in solv- 
ing them. Almost every major eco- 
nomic trend in the hardware business 
took place on a major scale in the 
food business from five to ten years 
before it made its appearance in a 
challenging way in the hardware 
business, 

For example: The chain store 
made itself felt in a major way in 
food merchandising in 1917, but it 
was not until 1925 that it challenged 
our attention in hardware. Cut price 
merchandising was used effectively 
for seven or eight years in groceries 
before it became really troublesome 
in hardware. 

Mr. Dipman then reviewed what 
has happened in the food business 
since the war, with special reference 
to the growth of chain stores and the 
consequent loss of business by inde- 
pendent grocers. To meet this con- 
dition, the independents organized 


buying exchanges, which flourished 
in the grocery field for a time. How- 
ever, he pointed out, it soon devel- 
oped that the retail grocer was not a 
wholesaler, and the result was that a 
great many buying exchanges col- 
lapsed. Out of every ten such buy- 
ing exchanges that were organized 
since the war, about seven or eight 
have passed out of existence. 

Then the wholesalers began at- 
tempting to better their situation, he 
said, and the low margin or cash and 
carry wholesale came into exist- 
ence. Gradually there came a change 
in the entire psychology of the food 
business. Retailers realized they 
needed the wholesaler, and that in 
general he could serve them as well 
or better than a buying exchange, if 
he would organize to do it. The 
wholesaler saw that his future and 
his profits were inextricably bound 
up with the welfare of the dealer. 
Each was finally willing to work 
hand in hand with the other, not only 
in buying, but in selling as well. 
The final stage of the evolution was 
the getting together, and the intelli- 
gent cooperation of the dealer with 
his source of supply in what is 
known as the voluntary chain. The 


their customers will be lost unless 
he gets this exact dimension. There 
is plenty of propaganda to support 
you in a stand for regular fast mov- 
ing goods. 

“Getting back to my subject, let 
me summarize this assortment of 
ideas on the analysis of lines: 

“In the first place the manufac- 
turer wants to keep a clean inventory 
and a manufacturing schedule that 
will let him serve you efficiently. His 
analysis covers the entire country 
and his recommendations could be a 
guide to you. Simplified practice has 
been a willing vehicle in the program 
of analysis and their recommenda- 
tions should be strictly adhered to. 

“Go into new lines slowly and be 
sure a manufacturer knows his stuff 
before you give him encouragement. 
More likelihood of success will come 
if the new article is within the scope 
of his facilities and experience. Sup- 
port the trade papers in their work 
of education for standard stocks. 

“And don’t place too much impor- 
tance on the demands of the customer 
for, obsolete or discontinued lines. 

“Your reward will come from 
faster delivery from the factory, a 
more rapid turnover of your own 
inventory, better prices from the 
manufacturer and larger profits for 
yourself.” 


joint merchandising activities con- 
ducted by voluntary chains, he said, 
have been largely of three kinds: co- 
operative buying, cooperative adver- 
tising, group control of store oper- 
ations. At the present time there 
are, he said, approximately 500 such 
groups, with a total of about 60,000 
independent food store members. In 
fact, he declared, that there are at 
present more voluntary chain grocers 
of this type than regular chain store 
units. As a result, he continued, the 
grocery business is in pretty good 
shape as compared to some others. 
In other words, he intimated, that the 
independent grocers are progressing. 

Mr. Dipman then contrasted the 
conditions which exist in the hard- 
ware field, saying that they are not as 
bad as those which existed in the 
food business ten years ago. 

These trends, he said, indicate that 
conditions may even get worse in the 
hardware business, but eventually 
they will take a turn for the better. 
One of the greatest needs at present, 
he contended, is to promote the en- 
tire hardware trade with the idea that 
the independent merchant is not 
licked—that there is a future for 
him; that the future is bright, but 
only bright for those who fight. 

In closing, he said the trends in 
other fields indicate beyond a doubt 
the permanent survival of the inde- 
pendent retailer and _ wholesaler. 
Their functions cannot be dispensed 
with; only the manner in which they 
are performing can be questioned. 
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THE AXE THAT BUILT A GREAT BUSINESS 
AND A WORLD-WIDE REPUTATION 






The Kelly Brand on an axe or 
other edged tool means REAL 
VALUE: DEPENDABLE 
SERVICE. 
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TEMPER 


(tag 


The Best Known 
and Known as 


THE BEST 
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THE AMERICAN FORK & HOE CO. 
CHARLESTON, W. VA. 
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Week’s Price Average Was 
82.7 Per Cent, Says Prof. Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced that wholesale commodity 
prices for the week ended Oct. 18, based 
on Dun’s quotations, average 82.7 per 
cent, according to the Journal of Com- 
merce. 

The September average was 83.3. The 
purchasing power of the dollar on a 1926 
basis of 100c. was 120.9c. The Sep- 
tember average was 12lc. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
72.2. The September average was 74.5. 

The Italian index on the revised 1926 
basis for the week ended Oct. 11 was 
59.5. The September average was 60.8. 





Wholesale Price Index 
Shows Slight Recent Decline 


The wholesale price index of the Na- 
tional Fertilizer Association, consisting 
of 476 quotations, showed a decline of 
only two fractional points for the week 
ended Oct. 18. The index number now 
stands at 83.1, compared with 83.3 for 
the previous week and 96.4 a year ago. 
The index number of 100 represents the 
average for the three years 1926 through 
1928. 

Of the fourteen groups comprising the 
index, nine declined, three advanced and 
two showed no change for the latest 
week. 

Important commodities listed among the 
thirty items that declined were butter, 
milk, hams, corn, wheat, pig iron, cop- 
per, petroleum and hides. Included in the 
list of thirteen commodities that showed 
advances were cotton, burlap, sugar, lard, 
eggs, hogs, tin and rubber. 





Tire Stocks Are Smaller 
Than At Same Time Last Year 


The average stock of automobile and 
truck tires held by each dealer on Oct. 1, 
this year, was 60.4, the Department of 
Commerce reports, or 8 tires less per 
dealer than was reported for Oct. 1, 1929. 

The number of dealers reporting also 
declined, amounting to 23,971 on Oct. 1, 
as compared with 25,417 reporting on the 
same date last year. 





ENERAL MARKET 
EWS oF THE 





WEEK 








Colder Weather Aids 
Seasonal Activity 
New York, Oct. 29.—While the 


current demand for hardware leaves 
much to be desired, the recent drop 
in temperature served to materially 
increase the demand for winter 
merchandise in most of the leading 
hardware markets. Goods of the 
character needed to cope with freez- 
ing weather are exceptionally active. 
Stove goods, weather strip, oil and 
electric heaters and snow goods are 
prominent among the lines enjoying 
a brisk movement in most sections. 

With the Christmas season draw- 
ing near holiday merchandise is 
more lively, although some dealers 
are delaying buying until this has 
caused some toy manufacturers and 
wholesalers to predict a shortage on 
some of the most popular toys. Cut- 
lery, electrical Xmas tree light, elec- 
trical appliances, sporting goods, 
silverware, and several other gift 
lines have been moving in improved 
volume. 

Housewares continue to retain a 
status nearer normal than most 
major hardware lines. The call for 
staple goods is only moderate and 
activity is nominal in tools, build- 
ers’ hardware and related construc- 
tion supplies. 

Collections, as a whole, may be 
characterized as fair. Most prices 
are steady and unchanged, however, 
the trend is easier, and some shad- 
ing of established quotations has 
been reported. 





Total casings on hand this year were 
1,448,358, compared with 1,739,043 in 
1929. High pressure casings numbered 
255,927 against 459,001, or an average 
per dealer of 14.3 as against 22.9. 

Inner tubes held by dealers this year 
numbered 2,095,762, compared with 2,- 
592,355 last year. 











National Building Conditions 
Improved During September 


Prospective building conditions through- 
out the entire United States showed im- 
provement in September over the pre- 
ceding month, according to official reports 
of building permits issued in 577 leading 
cities and towns, as made to S. W. Straus 
& Co. 

The volume of permits for September 
was $168,254,846, compared with $161,- 
609,331 in August, a gain of 4 per cent. 
This gain is all the more significant in 
view of the fact that normal seasonal 
factors call for a decline of more than 
9% per cent between the two months. 

The September figures were 23 per 
cent below those of September, last year, 
when the volume was $218,009,891. How- 
ever, this is a substantial improvement 
over the 37 per cent loss in August and 
indicates that building is continuing the 
steady upward climb toward normal 
which, with but a few interruptions, has 
been going on since early this year. 


Bank Clearings Smaller 
for Week Ended Oct. 16 


Bank clearings in the United States 
for the week ended Oct. 16, as reported 
to Bradstreet’s Journal, aggregated $9,- 
535,337,000, against $10,105,613,000 last 
week and $14,273,480,000 in this week 
last year. There is here shown a de- 
crease of 5.6 per cent from last week 
and of 33.1 per cent from the like week 
of 1929. 


Otto Bernz Co. Inc., Make 
Reductions On Several 
Blow Torches 


The Otto Bernz Co., 17 Ashland St., 
Newark, N. J., has reduced prices on 
several types of blow torches of com- 
petitive character. The reductions are 
effective on the No. 87 quart and No. 88 
pint gasoline torches. The No. 10 and 
No. 30 alcohol torches and the Banjo 
gasoline torch. 

Net price lists and catalogs will be 
forwarded to jobbers and dealers who 
are interested. 
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CARBORUNDUM offers 


REG. U.S, PAT. OFF. 


THESE NEW—REFRESHINGLY ATTRACTIVE 
LITHO WINDOW DISPLAYS 


ONE in full glowing colors —illustrating best selling Carborundum Brand 
Products—these displays should find a welcome in your windows— or 
on your walls. 
They surely are striking —lithographed in eight vivid colors — held by 
patented easel —simple to set up. , 
Send for a set today — we are certain they will increase your sales of 


CARBORUNDUM 


REG. U. S. PAT. OFF. ° 


BRAND ff 


ABRASIVE PRODUCTS oo 


* 
The 
” Carborundum 
°° Company 


_ Niagara Falls, N.Y. 


THE CARBORUNDUM company f 


REG. U. S. PAT. OFF ? Please send me set 
ae i , . 


. of your new window 


NIAGARA FALLS, N. Y. oo . displays. 
CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. Name 


SALES OFFICES AND WAREHOUSES IN New York; Chicago, Boston, Philadelphia, Cleveland, ° 
Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont. ” Street 
The Carborundum Co., Ltd., Manchester, England e 


Deutsche Carborundum Werke, Reisholz bei Dusseldorf, Germany ° 5 a 
: City = State 
* 


(carsorunoum 1S THE REGISTERED TRADE MARK OF THE CARBORUNDUM company) eo HA 























HARDWARE AGE for OCTOBER 30, 1930 





CHICAG 


(Chicago office of HARDWARE AGE) 
CHICAGO, Oct. 28. 


NTI-FREEZE solution and other 
A cold-weather goods are selling 
now with the advent of the first 
frost. Rain has been scarce recently. 
The change in the weather has put 
the holiday merchandising spirit in 
the air and considerable activity in 
this direction is noticeable. Despite 
the fact that failures in the hard- 
ware field show some increase, there 
was a recent spurt in collections. In 
this respect October made a good 
showing. In the Chicago metropoli- 
tan area housing projects display a 
greater gain than they have shown 
since August of last year. As a con- 
sequence, of course, some improve- 
ment is expected in builders’ hard- 
ware. 


NAILS AND ROOFING 


Contrary to expectations, wire nail 
sales have been really good in this 
market since the opening of October. 
With fair weather prevailing much 
domestic repairing is being done. 
All wire nail prices are steady. Cut 
nails have shown a few unimportant 
changes in the “extras” over base; 
none on leading sellers. Fall roofing 
sales are always good until bad 
weather sets in and this season 
proves no exception. Roofing ship- 
ments since Sept. 1 have been the 
best of the year. It is believed here 
that the advance put into effect on 
roofing last month may have helped 
sales; however, there is a chance yet 
for some reaction. 


STOVE GOODS ACTIVE 


Most dealer demand for stove pipe, 
elbows and coal hods was deferred 
until after the opening of September, 
resulting in the usual “fall rush,” 
with some disappointments in ship- 
ping service; manufacturers’ prices 
have held firm throughout the season, 
although some jobbers have waged a 
little price campaign on the cheaper 
qualities. For a time during the 
current month warm weather slowed 
down sales on stove and kitchen sup- 
plies which are usually so active. 
Since the mercury has dropped below 
the freezing point, however, it is 
likely that this trade will resume 
with another spurt. 


CUTLERY DEMAND BETTER 


Within the last fortnight sales of 
butchers’ and kitchen cutlery, cover- 
ing such items as butcher knives, 
skinning knives, sticking knives, bon- 
ing knives, bread knives, lunch 
knives, paring knives and _ slicers, 





¢ Some Improvement Is Noted in Holiday Demand 
¢ —Collections Have Shown Betterment 





AT A GLANCE 


The first frost has lent im- 
petus to the demand for cold 


weather goods. Collections 
showed some improvement 
during October. 

* * % 


Housing projects show a 
greater gain than since August 
last year, which indicates that 
increased activity may be ex- 
pected in builders’ hardware. 

* & % 

Roofing and nails are mov- 
ing in good volume. Stove 
goods are in better demand 
since the advent of the first 
freeze. 

* * % 

Cutlery and other holiday 
lines are active. Linseed oil 
has declined 3c per gallon. 

* * & 

Orders for guns and ammu- 
nition are somewhat disap- 
pointing as compared to last 
year’s volume. 











have accelerated to a considerable ex- 
tent and the movement is expected to 
continue through November. Dealers 
in general are now displaying these 
items. For the holiday trade low- 
priced silverware, carving sets and 
game shears are beginning to move. 
Several manufacturers are showing 
appreciable refinements in cake 
covers which promise to _ enliven 
Christmas displays and sales. Nearly 
all stocks of domestic canning sup- 
plies have been pretty well sold out, 
the demand for which kept up briskly 
until the recent first frost in this 
latitude. 


ELECTRICAL GOODS 


Buyers believe that with prices on 
electric wire, cord and sockets lower 
than they have ever been the stopping 
point in that direction must have 
been reached. Retailers are selling 
these items freely. Electric appli- 
ances are moving in better volume as 
dealers make ready for the holiday 
season. In addition to automatic 
waffle irons, several types of electric 
egg beaters and mixers are among 
the new developments this season. 
Business on tools for manual train- 
ing in the schools continues good. 
Stove bolts are active once more, with 


Current demand 
for wood saws is brisk; few were sold 
on future orders this year. 


no price changes. 


NEW TIRE SALES PLAN 


In the new plan for 1931 an- 
nounced by the Mansfield Tire & 
Rubber Co.,” prices have been so re- 
vised on first quality tires and tubes 
that dealers can compete in that class 
with the mail-order prices. Radio, 
especially in the so-called “midget” 
sets, is active; an increasing degree 
of satisfaction seems to pervade the 
radio trade. Though builders’ hard- 
ware remains quiet, prospects are im- 
proving. In Chicago building per- 
mits for September showed a decisive 
gain over August and at the same 
time set the high mark for the year. 
It also surpassed September of last 
year by 18.2 per cent. Figures for 
the month made a total of $13,381,500, 
covering 218 permits. 


LINSEED OIL COMMENT 


After a short period of inactivity 
the linseed oil market is again weak, 
dropping off 3c. a gallon. Current 
opinion is inclined to predict that an- 
other drop is necessary before spring 
contracts can be placed with confi- 
dence. More flax was raised in this 
country and in Canada than last 
year; reports on the Argentine crop 
are not yet available. This condi- 
tion, of course, has a big bearing on 
the present linseed market. Last 
year the market advanced before any 
upward change was expected; this 
year the prite situation is reversed. 
Raw linseed oil is quoted in one quar- 
ter at 83c. per gallon in barrel lots 
and at 80c. in barrel lots; boiled at 
86c. and 838c. respectively. Turpen- 
tine, 58c. per gallon. Denatured al- 
cohol, 49c. 


HUNTING GOODS 


Unlike ammunition, shot-guns and 
rifles currently are not keeping pace 
with last year’s movement. Dealers, 
however, are carrying very thin 
stocks and at least a normal whole- 
sale business is expected to develop 
as soon as the hunting becomes really 
active. Because of the shortage of 
rainfall, duck shooting has not been 
up to standard. Late fall rains 
should generate a flurry in guns. 

Small caliber rifles for the holi- 
days are begining to move and from 
now on they should be in brisk de- 
mand; this also applies to play guns 
and air rifles. Loaded shells and 
cartridges are selling about as usual 
at this time of the year, much better 
than firearms. 
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Millions 
and Millions 


of People are Pushing 
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And thousands of jobbers and dealers are push- 
ing their sale because no hinges give longer 
service or better satisfaction. 


They are used in the finest homes and public 
buildings in America. Their action is so easy 
and their quality so durable that some of them 
have swung big front doors of famous buildings 





continuously for fifty years. 


Double Action Single Action 
Standard Type No. 29 Standard Type No. 0 


Bommer Also Makes 
Reliable Door Closers 
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And the name BOMMER is on every one 
Write for particulars, Bommer Spring Hinge Co., Brooklyn, N. Y. 
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BOSTON: 


(Beston office of HARDWARE AGE) 
BosToNn, Oct. 28. 


HELF hardware jobbers report 

an improvement in buying, but 

say the volume of weekly sales 
continues to run behind last year. 
The improvement is attributed to 
weather conditions and to the fact 
that retail stocks of individual items 
are small, necessitating more frequent 
replenishing. Since last reports most 
of New England experienced a heavy 
rain and Governors of most of the 
States have lifted the ban on hunt- 
ing. As a result, hunters’ supplies 
are moving more freely in hardware 
channels. Since the rain the weather 
has been much cooler and demand 
for stove and furnace accessories has 
revived, as well as buying of storm 
window and door hardware and ac- 
cessories. In addition, retailers have 
found it necessary to stock up on 
nails, roofing materials, window glass, 
paints and many other kinds of mer- 
chandise associated with fall months. 


DROUGHT RETARDS TRADE 


New England is still deficient in 
moisture, despite the recent rain, and 
many wells and brooks are dry, while 
municipalities are confronted with 
serious water problems. Farm and 
other out of door work is therefore 
retarded, and the disparity of hard- 
ware sales this year can be attrib- 
uted in part to this fact. 

But fundamental business condi- 
tions, together with the action of the 
stock market, continue to make people 
cautious. It is conceded that raw 
material markets have been thor- 
oughly liquidated. That does not 
hold of the labor market, however, as 
fresh wage cuts in the shoe manu- 
facturing and in other industries 
were reported the past week. With 
many wage earners working on re- 
duced pay or on part time, those 


Freight Loadings Declined 
In Week Ended Oct. 11 


Loading of revenue freight for the 
week ended on Oct. 11 totaled 954,874 
cars, according to the car service divi- 
sion of the American Railway Associa- 
tion. 

This was a decrease of 17,618 cars 
below the preceding week this year and 
a reduction of 224,666 cars below the 
same week last year. It was also a de- 
crease of 235,857 cars compared with the 
corresponding week in 1928. 





AT A GLANCE 


Sales of hunters’ supplies 
improve with lifting of ban on 
hunting. 

* * # 

Cooler days and nights re- 
vive buying of heater and of 
storm window and door acces- 


sories. 
*s 8 


Retail hardware failures re- 
markably few for this business 


depression. 











earning full wages and working full 
time anticipate a change in their sit- 
uation and therefore are spending as 
little money as possible. This atti- 
tude in a large measure accounts for 
the steadily expanding savings bank 
deposits. One very good illustration 
of the public trend to conserve cash 
is found in records of dentists, whose 
1930 business has dropped 40 to 60 
per cent behind 1929. 


BUSINESS TREND UPWARD 


Yet with all the adverse factors, 
there unquestionably has been a slight 
upward curve to the general New 
England business index. We are, 
for the first time in months, experi- 
encing an increase in the movement 
of freight cars into and from New 
England, as well as in truckage. 
The cotton textile industry, one of the 
backbone New England industries, is 
on the upgrade. 

The semi-demoralized condition of 
the stock market beyond question is 
a disturbing factor, particularly to 
banks and trust companies who gain 


Jobbers Report an Improvement in Buying, 
but Current Volume Is Behind a Year Ago 


a livelihood by loaning money. People 
who follow the stock market closely 
say that there is no question but what 
it has more than discounted any cur- 
rent or anticipated business depres- 
sion, and that there is something fur- 
ther behind the constantly dwindling 
security valuations. 

At least one authority stresses the 
fact that in the foreign situation can 
be found the answer to the stock 
market. With approximately half 
of the world in revolution or dis- 
tinectly unsettled by political unrest, 
prospects of war debts being paid and 
of expansion in our export business 
are not particularly bright. What- 
ever the cause of the depressed stock 
market, the fact remains that it is 
driving important companies into 
bankruptcy, which spells financial 
losses to investors. 


NAILS ARE LOWER 


Not so long ago, jobbers were given 
to understand that an advance in 
wire nail prices was pending. Now 
comes the news that nails are 10c. 
per keg lower, bringing them from 
stock price down to $2.90 per keg, 
base. Mill shipments in car lots are 
now $2 a keg, base, and less than car 
lots $2.25. 

The only other change of impor- 
tance reported by jobbers the past 
week was a downward readjustment 
of air rifle shot. The five-cent pack- 
age now jobs out at $2.50 a bag and 
the 10-cent size at $3.45, while Boy 
Scout shot is $3.85. 

No change is noted in the credit 
situation. Some _ retailers appar- 
ently have plenty of money, while 
others evidently are having a difficult 
time to get along. It is noteworthy, 
however, that retail hardware fail- 
ures are remarkably few, all things 
considered. 





Loadings for the week compared with 
the same week last year follow: 

Miscellaneous freight, 378,146 cars, a 
decrease of 101,366 cars; merchandise 
less than carload lot freight, 242,695 
cars, a decrease of 28,183 cars; coal, 
176,689 cars, a decrease of 31,575 cars; 
forest products, 39,229 cars, a decrease 
of 25,494 cars; ore, 37,017 cars, a re- 
duction of 24,393 cars; coke loading 
amounted to 9050 cars, a decrease of 
3200 cars. 

Grain and grain products loading for 


the week totaled 40,667 cars, a decrease 
of 6150 cars. In the western districts 
alone grain and grain products loading 
amounted to 27,907 cars, a decrease of 
5837 cars. Livestock loading totaled 31,- 
381 cars, 4305 cars under the same week 
in 1929. In the western districts alone 
livestock loading amounted to 24,388 cars, 
a decrease of 4296 cars. 

All districts reporting reductions in 
the total loading of all commodities com- 
pared not only with the same week in 
1929, but also with the same week in 
1928. 
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ANNOUNCING 
A New and Complete Line of Cream 


City Cake Covers 


Group A—For Leader and Sales Stimulation 








Attractive, well-made covers and trays designed especially 
for you to sell at a low price . . a splendid leader and 
sales stimulator. Covers are finished in blue, ivory or 
green, and are attractively embossed with handsome 
grape pattern. Trays to match are of good quality 
porcelain enameled ware. These covers and trays are 
very fine merchandise. 




















Group B—New Paneled Design—Beauty Appeal 


This group of Cream City Cake Covers and Trays is the 
very latest development in design . . The distinctive 
paneling gives them new beauty . . Cream City Paneled 
Cake Covers are extra deep in pattern and are made of 
heavy tin-plate. For people who are particular about 
details, this group of cake covers offers an irresistable 
appeal. Finished in Turquoise blue, India Ivory and 
Jade green . . beautifully decorated, and finished with 
fancy glass knobs. Choice of porcelain enameled trays 
with or without handles or wood trays. 

















Group C— 
Here is the finest cake cover and tray on the market . . 
Porcelain enameled throughout .. The attractive de- 
signs are burnt in to assure permanence . . These covers 
and trays are more than cake or pastry covers for they 
can be used to keep all kinds of food warm. For those 
who want the highest quality, this group of Cream City 
Cake or Food Covers and Trays offers a most unusual 
value. They are finished in beautiful shades of ivory 
or green and also in pure white . . Fancy glass knobs 
and porcelain enameled handled trays. 














Group D—Attractive Bread Cover 





Just as the Cream City Cake Cover and Tray obsoleted 
old fashioned cake boxes .. so the new Cream City 
Bread Cover is destined to obsolete old fashioned bread 
boxes. Beautifully finished in Jade Green, Turquoise 
Blue or India Ivory. Attractive decorative designs. Trays 
are of first quality, 34 inch solid Birch. Ask for prices 
and complete information on this attractive line. 














GEUDER, PAESCHKE & FREY CO. 


2-16 15TH STREET, MILWAUKEE, WIS. 


eam faty Ware 
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(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Oct. 28. 


HE sudden change to cold 
weather over much of the coun- 
try, including the Northwest 
tributary to the Twin Cities (perhaps 
it should be said particularly this 
territory), has increased the call for 
fall and winter merchandise very ma- 
terially. In the clothing line demand 
has improved with the drop in tem- 
peratures. The effect has been felt 
in hardware lines also, as people have 
hastened their preparations for the 
winter months. 


WINTER MERCHANDISE 


Stove merchandise of all kinds 
shows the demand, and materials for 
preparing the homes for the winter 
months are selling more freely. 
Weather stripping is being displayed 
and advertised with good results. The 
flexible types are gaining in favor, 
and metal weather strip seems to be 
becoming more popular. 


HOLIDAY GOODS 


The abrupt change in temperatures 
has seemingly had the effect of speed- 
ing up the call for holiday goods to 
some extent. Dealers are ordering a 
little more freely, with Thanksgiving 
Day only a brief period ahead. Cut- 
lery for this occasion is being shown 
and suggested to the retail trade, al- 
though the public has not started its 
buying to a very great extent. 


CONSTRUCTION . 


Building work is being rushed to- 
ward the completion of the season. 
Building this year, as has been in- 
dicated before, has not been heavy 
in any part of this territory. Totals 
in this line are not expected to equal 
those of last year. There is consid- 
erable projected work for the begin- 
ning of next year, much of which will 
probably develop into actual opera- 
tions. Home building gives indications 
of being better, and many public and 
business projects are already planned. 
If present plans develop, a new post- 
office building will be under way next 
year for at least one and perhaps 
both of the Twin Cities. Other build- 
ings in the major class are projected 
here, and in many of the other cities 
in the Northwest. 


TWIN CITIES: 








AT A GLANCE ~ 


The recent sudden drop in 
temperatures has improved the 
call for winter lines. Holiday 
merchandise is also in some- 
what better demand. 

* * ¥ 

Construction activity retains 
a quiet status with work on 
some projects being rushed 
to completion before winter 


sets in. 
* 8 & 


Winter auto accessories es- 
pecially anti-freeze solutions 
and heaters are quite active. 
Guns and ammunition are 
moving in an excellent volume. 

* * & 


Collections continue on an 
even basis. Prices are little 
changed. A_ reduction of 
three-quarters of a cent per 
pound is effective on solder. 











AUTO ACCESSORIES 


Winter automobile accessories are 
also beginning to move more freely. 
Radiator solutions, with the sudden 
cold snap, experienced a real rush in 
demand. The popularity of commer- 
cial glycerine and other solutions is 
growing, as against the use of aleo- 
hol, and there are a number of them 
that are proving to be good sellers. 
Car heaters of the hot water type 
are also gaining ground, although the 
exhaust type is still showing good 
sales volume. Tires, with the prices 
at retail as low as they have been 
at any time, are meeting with fairly 
good demand. With the balloon tyre 
and the higher traveling speeds, the 
tendency on the part of the car owner 
is to look more carefully to his tire 
equipment and reduce the risk of ac- 
cidents in this way. 


HUNTING EQUIPMENT 


Guns and ammunition have been 
selling very well. With the pheasant 
shooting available in some of the 
counties in Minnesota for the first 
time, and with the season open in 
other States in some of their coun- 
ties, hunters have been out after this 
game in large numbers. The “north- 
ern flight” of wild fowl has been in 


Winter Goods Are More Active 
Prices Are Holding Fairly Steady 


full swing during the past two weeks, 
and devoteés of this sport have been 
highly enthusiastic with the results. 
All of which has meant a very good 
market for hunting equipment. Gen- 
eral conditions do not seem to have 
much influence when it comes to 
sports. 


FUTURE ORDERS 


The conditions surrounding future 
orders seem to be about the same, al- 
though there is some evidence of the 
growing confidence of dealers through- 
out this territory in prospects for the 
coming year. Orders for fishing 
tackle, steel goods, rope and lawn 
mowers are shcwing some increase 
over the condition of a few weeks 
ago. Orders are being booked for 
lawn or garden hose also. This is 
just another indication that people in 
general feel the market conditions 
have already passed the low point and 
are on the upward swing. 


ELECTRICAL GOODS 


Electrical merchandise is moving at 
a steady~pace, and gains in this line 
are spreading with the development 
of power lines in many parts of the 
Northwest. Smaller towns and coun- 
try territory are being equipped with 
standard current through the spread 
of the field of the larger concerns, 
which have made good progress in re- 
cent years here. Individual plants 
and plants serving a number of 
smaller districts are being taken over 
by the larger companies, and devel- 
opment projects for further improve- 
ment have been put under way. One 
large organization has announced its 
plans to spend millions of dollars in 
the Northwest in the next few years 
in construction and development 
work. And this means a broadening 
market for electrical appliances and 
household utilities market for the 
hardware men in all branches of the 
trade. 

Collections continue on an even ba- 
sis, showing no particular changes in 
volume lately. 

Prices are holding steady, the only 
change being in the price of solder, 
which has declined three-quarters of 
a cent per pound since last week. 
Prices on this class of merchandise 
are as low as they have been for a 
long time. 
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ALL SEASON ITEMS 
THAT SELLON SIGHT 











Those are two of the attractive features _ 
about Bassick Casters and No Mar Rests 
—they sell themselves when properly dis- 
played—they are all-season selling items. 


» » Three square feet on your counter is 
space enough to present this complete 
new service. Display the 7 standard items 
pictured on this page, and you show an 


item for every need in home or office. 


» » When your customers see them they 
will be reminded of the beds in their 
home that ought to have new casters, and 
the unguarded sofa legs that are gouging 
the parlor carpets. When these items are 
displayed prominently they act as their 
own salesmen. All you do is keep the 


line complete. 


» » You'll be surprised at the demand 
for Bassick Casters and No Mar Rests 
right in your neighborhood once you 
have displayed them. There isn’t a home 
that's not in the market for floor protec- 
tion. This constant home need produces 


consistent profits for you. 


» » Let us send information about the 
line. We'll gladly give you facts and 


suggestions. 
THE BASSICK COMPANY 
BRIDGEPORT CONNECTICUT 


For 34 years the buy-word for fine 
casters and furniture rests 


Send information about COMPLETE BASSICK SERVICE to address in margin below 
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NEW YORK: 


NEw York, Oct. 28. 

[ reo the influence of colder 

weather some improvement in 

the current demand for sea- 
sonable goods became apparent in the 
metropolitan hardware market during 
the past week. Stove goods, weather- 
strip, window ventilators, radiator 
and register shields, hunting equip- 
ment, sleds, snow shovels, ash can 
trucks and electric heaters are some 
of the most prominent items on out- 
going orders. Despite the impetus 
lent the demand by the frosty 
weather, the aggregate volume of 
business being done by most whole- 
salers is hardly up to expectations. 
While orders are fairly numerous, it 
is said that few specify large quanti- 
ties. Holiday merchandise has started 
to move in increased volume, as most 
dealers realize, it appears, the neces- 
sity of arranging early displays ii 
they are to receive their share of the 
Christmas business. 


HOUSEWARES ACTIVE 


With few exceptions, the entire 
housefurnishing line is in relatively 
good demand. Buying in this line is 
more active than it has been for sev- 
eral weeks and wholesalers predict 
that it will grow steadily better if the 
weather continues favorable. The re- 
cent drop in temperature came too 
late to prevent October sales volume 
from showing a substantial drop be- 
low earlier estimates, but with the 
most of the Christmas business in the 
offing, augmented by seasonal de- 
mands, November activity is expected 
to be brisk. Cutlery, electrical ap- 
pliances and fancy gift wares are 
especially active at this time. 


STAPLE LINES QUIET 


Most staple lines, including nails, 
bolts, screws, sash cord and kindred 
lines are only moderately active. With 
some curtailment of building activity 
expected with the advent of winter 
weather, little improvement in the call 
for staples, especially those used in 
construction, seems likely. Some 
staple lines are being offered at near 
pre-war price levels, but low quota- 
tions have not created a large mar- 


ket. 
TOYS ARE LIVELY 


Although some dealers are postpon- 
ing toy buying until the last minute, 
quite a number have plaéed their or- 





AT A GLANCE 


Colder weather has stim- 
ulated the demand for sea- 
sonal merchandise. Holiday 
merchandise is also moving in 
increased volume. 

* % # 

Housewares, in the main, 
are in relatively better demand 
than most major hardware 
lines. Cutlery, electrical ap- 
pliances and fancy gift wares 
are especially active. 

* 8 % 

Staple lines are only mod- 
erately active, although prices 
on some items embraced in 
this class are selling at pre- 
war price levels. 

* e # 

Business in toys has picked 
up considerably as the holiday 
season approaches. S o m e 


shortages are predicted in 
“wanted” toys, due to delayed 
dealer buying. 

* 8 # 


Residential construction con- 
tinues to gain in this area, but 
trade in builders’ hardware 
and related supplies remains 
rather dull. 

* * * 

Prices are generally steady 
and few major changes have 
become effective recently. Col- 
lections are somewhat better. 











ders within the past few days, while 
others have received advance orders 
which were booked during the sum- 
mer. Most dealers who sell toys seem 
to be of the opinion that the depres- 
sion will have but little effect on toy 
sales, pointing out that most people 
who have children will provide the 
kiddies with playthings regardless. 
One dealer who arranged an advance 
showing of toys reports that con- 
sumer interest was largely centered 
on the high priced toys, much to his 
surprise. Some distributors and man- 
ufacturers of toys predict a shortage 
of what they term “wanted” toys, 
due to the generally delayed buying 








Cold Spell Stimulates Seasonal Demand— 
Collections Have Shown Improvement 


of retailers. The blizzard in upstate 
New York made dealers in this area 
realize that heavy snows might be ex- 
pected any day and sled sales have 
been brisk. 


BUILDING GAINS CONTINUE 


A further gain in residential build- 
ing contracts in the metropolitan area 
of New York was made during the 
week ended Oct. 17, the F. W. Dodge 
Corporation reports. Of the total of 
$31,242,400 for all construction awards 
in this area during the past week, 
$15,087,300, or 48 per cent, was for 
new residential building; $15,228,100, 
or 49 per cent, for non-residential 
building, and $927,000, or only 3 per 
cent, for public works and utilities. 

For this year to date construction 
undertaken in this territory totaled 
$793,248,600, as compared with $943,- 
247,000 for the corresponding period 
ended Oct. 18, 1929. 


THE PRICE TENDENCY 


Few price changes have become ef- 
fective recently, although the trend is 
toward easier quotations in most in- 
stances. Prices on LePage’s glue, 
in cans only, were lowered on Oct. 15 
to the level prevailing before the ad- 
vance announced several weeks ago, 
which was attributed to higher casein 
prices. Several reductions are effec- 
tive in the Bernz line of blow torches. 
Nails and sash cord are lower than 
they have been in many years. Some 
price shading continues to be reported 
on certain well known tool and build- 
ers’ hardware lines, although as a gen- 
eral rule prices are being well main- 
tained in view of prevailing condi- 
tions. 


COLLECTIONS 


The credit situation continues to 
show a gradual improvement. As a 
better consumer demand can be rea- 
sonably expected if seasonable weather 
continues to prevail, some dealers who 
have been hard pressed to meet their 
obligations recently should have more 
cash available for this purpose. Few 
opening orders to new stores starting 
in business are being sold in this area 
and business failures are not an un- 
common occurrence. Wholesalers have 
used more discretion in ‘extending 


credit than have most dealers, it 
seems, although the majority of the 
latter continue to meet their bills with 
fair promptness and regularity. 
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DEPENDABLE 
QUALITY 


BELT POWER GRINDERS 


Make grinding work easier. Used 
in blacksmith shops, garages, factories, 
schools, on farms and ranches, wher- 
ever power is available and a depend- 
able grinder is needed. 


Substantial construction; adjustable 
babbitted bearings ; best quality grind- 
ing wheels; adjustable work rests. 
Single and double pulley models in 6, 
7 and 10 inch wheel sizes, Nos. 
306, 310 and 316. 





LUTHER 


ICE SKATE SHARPENERS 


Sharpen any make or type of ice skate 
quickly and easily and require little skill. 
Tubular skates sharpened in about three 
minutes per pair, Useful all the year for 
grinding, polishing and buffing. Very profit- 
able for all stores and repair shops. 


Complete with motor, wheel and clamps, 
ready to plug into lamp socket. Plenty of 
power and speed. Wheel size 5x1”, 6” 
buffer, motor 4 H.P., 110 volt, 60 cycle, 
1 phase stock size, others available. 


Shipping weight about 90 Ibs. 


NO. 340 SKATE GRINDER 





Improved Luther Shipments and Quality! 





GRINDERS 
VISES 


TOOL GRINDERS 


Meet the exacting requirements of 
mechanics, farmers, manual train- 
ing instructors, railroads, etc. Sturdy 
one-piece case construction, smooth 
running helical cut gears, fine enamel 
finish. A size and type for every 
need. 

“Best Maide,” “Mechanics’ Spe- 


cial,” “Standard,” “Milwaukee” and 
“Household” brands. 


Quick shipments now assured by better 
manufacturing methods and facilities. 
A complete change in management and 
shop re-organization has accomplished 
this. The entire line is being uniformly 
improved in quality and value. 


Luther products sold by leading Deal- 
ers and Jobbers everywhere. We do 
not sell the catalog houses. 


The complete Luther line permits 
buying at one source, insuring better 
profit and service always. 





























SICKLE GRINDERS 


quickly any make or 
type sickle bar evenly and accurate- 
ly. Clamp on mower wheel or bench. 
No. 85 “Ball Bearing,” 83 “Spartan,” 
“Luther Best Maide 264” are best sell- 
ing hand power grinders. 


Sharpens 











Luther Products Sold Only Thru Hardware and Implement Jobbers and Dealers 


QUALITY BUILT VISES 


A clamp vise for home and shop, 
radio, auto and other uses. Over- 
size jaws, panelled slide jaw, brass 
guide nut, best enamel finish. 

Luther vises -give more weight, 
greater value and longer life than 
similar makes; makes this vise a 
good seller. Made in 1%-inch, 2- 
inch, 2!4-inch and 3-inch sizes. 


Write Us or Your Jobber for 1931 Catalog 


LUTHER GRINDER & TOOL COMPANY 


149 South Water St., Milwaukee, Wis., U. S. A. 











NEW ELECTRIC GRINDERS 


More power and better grinding 
service and speed; motor detachable. 
One model for sickles and one for 


tools. High grade in every detail. 
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KANSAS CITY: 


(Kansas City office of HARDWARE AGE) 
KANSAS Clty, Oct. 27. 


SHARP drop in temperature 
A and the coming of weather 

that hints very much of late 
fall sent some hardware items soar- 
ing upward lately, and the result has 
been that several lines which should 
have been showing some action a 
couple of weeks ago are now moving 
out in response to a demand created 
by the seasonable weather. Coal 
shovels, hods, weatherstrip, furnace 
supplies and gas fixtures are among 
the lines affected. All these had been 
showing up fairly well in view of the 
fact that warm weather continued 
well into October, but now that the 
break has come they have taken a 
jump upward toward what might nor- 
mally be expected of them at this 
time of the year. Naturally, the 
change has put an end to business in 
some articles on which the season was 
dragging, but the increase in the sea- 
sonable goods more than offsets that. 
Painting was slowed up considerably, 
but general building continues and its 
prospects for the future do not look 
at all discouraging. The price on 
turpentine and oil in barrel quantities 
declined about two cents per gallon in 
sympathy with the market level on 
those commodities. 


COLLECTIONS 


The credit departments of the 
wholesale houses say that in general 
their collections have been steady to 
slightly better during the last week or 
so, although some sections still lag. 
Oklahoma, for instance, is sending in 
money very slowly, a condition which 
more or less is dependent from the 
persisting low price of cotton in that 
State. 

Conditions in the greater part of 
Kansas probably are the most favor- 
able for collection. 


GUNS AND AMMUNITION 


As was predicted a short time ago, 
gun and ammunition trade has picked 
up. This is especially true of loaded 
shells. Duck hunting is good this fall; 
it is being evidenced by the call for 
shells. One dealer recently sent in an 
order to one of the jobbers here for a 
dozen guns, all good makes. He be- 
lieved that the business was to be had 
and he was going after it. The new 
20 gage automatic shotgun, a new- 
comer in the gun field, is being met 
favorably, and bids to prove one of 





AT A GLANCE 


Seasonab!e weather has stim- 
ulated the demand for timely 
merchandise. Turpentine and 
linseed oil in barrel lots have 
declined about two cents per 
gallon. 

* 8 * 

Collections have improved 
slightly during the past week, 
although the character of the 
credit situation is spotty. 

* 8 & 

Guns and ammunition are in 
excellent demand. Radio is 
moving in livelier fashion 
since the advent of colder 
weather. 

* *# *% 

Christmas buying has been 
rather hesitant and delayed. 
Jobbers anticipate a more ac- 
tive demand within the next 
few weeks and a last minute 
rush is in prospect. 











the best sellers this season. Small 
but frequent orders still are the rule 
in most shell sales. The fault is not 
in the demand, but in the fact that 
dealers are just watching their stock 
closely, trying to close out goods on 
hand before taking on new supplies. 
Such hand-to-mouth buying is respon- 
sible for the fact that trade from the 
jobber’s point of view will drag along 
for a time, then suddenly spurt for a 
few days, to fall back again. Of 
course, the amount of volume in the 
long run is the same, but the flow is 
not steady. 


RADIO ACTIVITY GAINS 


Another line favorably influenced by 
colder weather is radio. The low 
priced midget sets still lead the de- 
mand over the larger types. There 
seems to be some trend toward smaller 
and lower priced hardware items, just 
as in all other merchandise throughout 
the country. Evidently the shrinkage 
of the consumer’s purse is having its 
reaction in what is offered to him on 
the market. 


ELECTRICAL GOODS 


Christmas buying has begun in elec- 
trical goods, and there are such im- 
provements in that line that it is en- 
joying a brisk activity. They will be 
especially appropriate as _ presents. 





Weather Stimulates Demand 
Collections Show Improvement 


They are being made more elaborate 
and efficient- without a corresponding 
increase in price, with the result that 
dealers do not hesitate to take them 
on in anticipation of a good Christ- 
mas trade. Seldom is there a new 
home built nowadays that is not 
equipped with electricity. Jobbers say 
this is causing a decided expansion of 
the market. Those homes which do 
not have electricity probably have ac- 
quired gas, in which case the wide- 
awake dealer is on the job with his 
fleet of gas stoves and appliances to 
get his business before the large gas 
companies have a chance to beat him 
to it. Circulating heaters have been 
selling in large quantities, but since 
the cold snap there has been a further 
spurt. At present the activity com- 
pares favorably with last year’s. 


ANTI-FREEZE ACTIVE 


Frosty nights such as are being ex- 
perienced here now are conducive to a 
sharp demand for alcohol and anti- 
freeze solutions for radiators. Then 
there has developed an increasing call 
for auto heaters, and in fact all lines 
of auto hardware which are usually 
in season at this time. Tires are mov- 
ing out fairly well for some jobbers, 
but there is nothing out of the ordi- 
nary in the trade. 


CHRISTMAS BUYING 


Christmas buying on the whole is 
rather delayed and hesitant, although 
wholesalers say this time of the year 
should see the advance purchasing 
well started. Evidently dealers are 
going to hold off as long as they pos- 
sibly can before taking on Christmas 
stocks, in an effort to more accurately 
anticipate their demand and hence to 
buy exactly what they will need. In 
view of this it is going to be difficult 
to predict just what may be expected 
in the way of Christmas goods this 
season, Possibly a livelier buying in 
the next few weeks is in prospect; job- 
bers feel sure the business will come 
in, though they realize that it will be 
like that in general hardware, com- 
ing in at the “last minute.” 


UNEMPLOYMENT 


Unemployment is still a serious 
matter to contend with in Kansas 
City, but the situation does not seem 
to be getting worse. The fact is that 


some large firms have reemployed 
wholly or in part the workers they 
laid off some time ago. 
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SPEED WAGONS REO AND TRUCKS 


Me s,m STAN 
[it Wee bY, 





















—WHERE WORK IS HARD 


eM upkeep on ordinary trucks is 
causing heavy hardware haulers to 


turn to REO. 


Owners of REO SPEED WAGONS and 
TRUCKS have long since learned the 
economy of a REO. The REO is speedier, 
covers more ground, makes more stops, 
often gets in one or more extra trips a 


REO MOTOR CAR 


COMPANY, 


day. And the REO is sturdy, easily 
shoulders heavy loads—and because it is 
so sturdy, very often lasts years longer than 
other trucks. 


Your superintendent of truck maintenance 
knows REO—at least by reputation. Discuss 
with him the advantages of building up an 
all-REO fleet. 


LANSING, MICHIGAN 
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(Cleveland office of HARDWARE AGE) 
CLEVELAND, Oct. 27. 


USINESS in the hardware trade 
B this month has shown some 
change as compared with Sep- 
tember. Staple lines of merchandise 
continue rather quiet, but there has 
been some improvement in some lines 
that usually become more active in the 
fall season. Sales by hardware job- 
bers in the fourth Federal Reserve 
Bank district in September were 18.6 
per cent below the same month last 
year. However, September showed 2 
gain of 4.19 per cent as compared with 
August. Sales for the nine months up 
to Oct. 9 were 17.1 per cent below the 
corresponding period last year. 


SEASONABLE GOODS 


Stimulated by the cold weather the 
demand for gas and coal cooking and 
heating stoves continues very brisk. 
The large rush in orders was due to 
some extent to the fact that many re- 
tailers did not place their orders 
earlier in the season. All electrical 
appliances for the kitchen are moving 
well and electric heaters are in fair 
demand. Jobbers are also getting a 
moderate volume of business in Christ- 
mas tree outfits. Electric trains have 
commenced to move for the holiday 
season. A fair amount of business is 
now coming out in roasters and some 
seasonal demand for food choppers 
has appeared. Jobbers report a fair 
business in glass baking ware and 
mountings. One local jobber who has 
recently taken on a line of rubber 
mats and sponges is getting a satis- 
factory volume of orders for these 


goods. 
SLEDS AND SKATES 


Not a great deal of activity has ap- 
peared as yet in some of the winter 


CLEVELAN 








AT A GLANCE 


Some improvement was 
noted in October sales volume. 
Stoves are moving in good 
volume. Most winter lines 
have not as yet shown much 
activity. 

e # & 

Guns and ammunition are 
enjoying a brisk demand. 
Tires are selling well consider- 
ing the season. 

* # & 

Dealers have shown but lit- 
tle interest in Spring merchan- 
dise. Most prices remain 
steady and unchanged. 

* % & 

Industrial conditions are 
little changed. Collections 
are considered fairly satisfac- 


tory. 











lines. Sleds are moving fairly well, 
but skates and snow shovels are dull. 
A good volume of business is being 
taken in rope for spring delivery and 
there are some orders for immediate 
shipment. 


SPORTING GOODS 


In sporting goods lines guns and 
ammunition are moving quite well. 
Football goods are only moderately 
active. Tires are selling quite well 
for this season of the year. Present 
low prices seem to be stimulating the 
tire business. 

Demand for radio sets is fair con- 


October Sales Show Slight Gain— 
$ Collections Are Fairly Satisfactory 


sidering present industrial conditions. 
Tubes are moving well and there is 
some activity in B batteries. 


SPRING GOODS 


Retailers are as yet showing little 
interest in spring merchandise, al- 
though a good business has been taken 
in garden hose. Not much has been 
done in the way of selling steel goods 
for spring since the reestablishment 
of this season’s prices. 


THE PRICE TREND 


The market appears fairly steady on 
most merchandise and no _ price 
changes are reported except on a few 
minor items. 


INDUSTRIAL CONDITIONS 


There is little change in the indus- 
trial conditions in this territory. Man- 
ufacturing plants in the metal-work- 
ing lines are as a rule operating from 
35 to 50 per cent of capacity, resulting 
in large numbers of employees having 
only part time work. Many of these 
plants are engaged largely in auto- 
motive work and are not getting the 
usual amount of business from that 
source because of the restricted auto- 
mobile output. The Chevrolet Motor 
Co. is getting under production on 
bodies and parts for its new line of 
cars, and the activity of this company 
is furnishing some relief to the labor 
situation. While steel plants in this 
territory are operating better than 
during the summer, there has been a 
little slowing down during the past 
week or two due to a falling off in 
the demand for sheets and other 
lighter rolled steel products. 

While collections could be consid- 
erably better, they are not bad enough 
to cause serious complaint. 





Conservatism Is Dominant 
Note In Iron and Steel Market 


Increased railroad buying, heavy 
awards of structural steel and scattered 
gains in steel production are favorable 
developments in an iron and steel mar- 
ket in which pronounced conservatism 
remains the dominant note. 

Rail orders total 71,000 tons, includ- 
ing 45,000 tons bought by the Union 
Pacific, 1500 tons by the Atlantic Coast 
Line and 10,000 tons by the Boston & 
Maine. The Chicago & North Western 
is expected to close for 30,000 tons be- 
fore the end of the week, while the Erie 
is preparing to buy 40,000 tons. 


Fabricated steel awards, at 48,000 tons, 
are the largest since mid-July, and the 
large amount of pending work indicates 
that steel plants can continue to count 
on good support from heavy building 
operations. 

Even more heartening to the iron and 
steel trade than betterment in railroad 
buying or the maintenance of structural 
steel demand are evidences that consump- 
tion is bumping rock bottom. New buy- 
ing of finished steel is restricted, but 
shipments against contracts are holding 
up rather well. In fact, pressures for 
deliveries is such as to indicate that 
steel users are maintaining unusually low 
inventories. 


With the decline in demand, as mea- 
sured by shipping orders, checked, steel 
output shows signs of stabilizing. 

Tin plate demand and automobile pro- 
duction continue to show seasonal cur- 
tailment. 

Little hope is held out for an upturn 
in general demand so long as business 
sentiment remains so conservative as at 
present. 

The current attitude of buyers is not un- 
usual in view of recent declines in prices. 
Downward readjustments in pig iron and 
steel are in diminishing number, but scrap 
continues to show pronounced weakness. 
Heavy melting grade is off 25c. a ton at 
Pittsburgh and St. Louis and 50c. a ton 
at Chicago and Detroit. 
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WROUGHT PRODUCTS CO. 





HEN two well-reputed manufacturers merge 
into one, all who deal with them share the 
benefits. The recent consolidation of Chicago 
Nut Manufacturing Company and Cleveland 
Wrought Products Company has brought great 

convenience to the customers of both concerns. 





This new consolidation— United Screw & Bolt Corporation— 
now offers all who use screw products a better rounded line 
... the convenience of dealing with one manufacturer for 
all requirements ... the assurance of larger and more 
complete stocks always on hand ... the satisfaction of branch 
warehouses located conveniently near. 


Think of it: over 6000 sizes and styles ... almost unlimited 
quantities—always subject to immediate shipment! 


The UNITED Line of Products: 


SCREWS 
Machine Cap 
Binding Set 
Knurled Special 


BOLTS 
Special 
Toggle 
Expansion 


MISCELLANEOUS 
Taper Pins Studs 
Threaded Wire Shapes 
Light Metal Stampings 
Plumbers’ Bolts, Screws, 


Nuts and Threaded Rods 


NUTS 
Machine Screw Knurled 
Acorn or Cap Conduit 


Castellated Wing 
Semi-finished Special 
WASHERS 

Standard Special 


Hardened and Ground 


i] All UNITED Products are available in brass, steel or other metals 


UNITED SCREW AND BOLT CORPORATION 


Complete stocks conveniently located in 


CHICAGO 


CLEVELAND 


NEW YORK 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, Oct. 28. 


OLDER weather in the last few 
( days has been quite a stimulus 
in this district to the hardware 
business, and local jobbers have been 
swamped with rush orders for coal 
hods and shovels, stoves, stove pipe 
and other cold weather items. The 
sudden change in temperature gave 
definite indication of the low inven- 
tories being carried by retailers, and 
jobbers themselves with low stocks 
were forced to call upon manufactur- 
ers for rush shipments in many cases. 
Demand for the general line of staple 
hardware products has not changed 
materially and continue rather slow. 
Developments in the arms and am- 
munition markets still await the final 
decision of the Governor regarding 
the prohibition of hunting, but recent 
rains have improved the situation 
somewhat, and both jobbers and re- 
tailers are hopeful that the open sea- 
son on the more common kinds of 
game will start as usual on Nov. 1 
and Nov. 15. 


PRICES REMAIN STEADY 


No important price changes have 
been announced in the last week, al- 
though minor adjustments continue on 
a wide range of items. Sheet copper 
has been reduced %c. a lb. to con- 
form with lower quotations in the 
primary markets, but zinc sheets and 
sheet steel are holding at recent 
levels. 


THE STEEL INDUSTRY 


Conditions in the steel industry 
have not improved, but business is 
about holding its own, and leading 
companies in this district are now 
hopeful that operations will go no 
lower. The average ingot producing 
rate in the district is holding between 
50 and 55 per cent, with slight in- 
creases on the part of smaller inde- 
pendent companies probably bringing 








AT A GLANCE 


Rush orders for cold 
weather goods denote the low 
state of retail stocks. Stove 
goods are especially active. 

* & # 

Recent rains have lessened 
the forest fire hazard and the 
trade is hopeful that the Gov- 
ernor will defer the proposed 
prohibition on hunting, which 
would curtail the demand fez 
guns and ammunition. 

* % # 

Minor revisions have been 
the only recent price changes. 
Conditions in the steel indus- 
try are practically unchanged. 
Production of coal and coke 
has shown but a slight in- 
crease. 

* & # 

The glass industry is still in 
a depressed state. Labor con- 
ditions are also an adverse fac- 
tor. Collections are very slow. 











the figure close to 55 per cent. Fin- 
ishing mill operations have declined 
slightly on sheets and tin plate, and 
seamless pipe production has been 
curtailed as large line pipe orders 
placed early in the year are com- 
pleted. Railroad buying has not de- 
veloped to any great degree in this 
district, but considerable rail tonnage 
is expected to be placed within the 
next 30 days. A moderate amount of 
buying is also in prospect, and orders 
for structural steel are holding at re- 
cent satisfactory levels. Prices have 
lost no further ground, but are rather 
weak at present levels on some prod- 
ucts. This is particularly true in the 





Business Failure Trend 
Shows Little Change 


The commercial failure report for the 
week, as compiled by the business re- 
views, is indecisive in indicating any 
change in immediate trends. R. G. Dun 
& Co. report a total of 460 defaults the 
past week, as compared. with 473 the 
preceding week and 359 in the same 
period of 1929, while Bradstreet’s total 
is 491, against 394 last week and 334 in 
the like week of last year. The reviews 
both point out that the weekly totals re- 
main above the figures for the compara- 
ble periods of last year. 


Geographically the increases were un- 
evenly spread, Bradstreet’s review show- 
ing sharp gains in the New England, 
Western and Far Western areas. Other 
sections held at about the same figures, 
with slight declines in some cases. 

Reversal of the recent trend toward 
stabilization of the smaller business was 
noted, with an increase in the number 
of failures in the group using up to $5,000 
of capital. The percentage gained from 
73.1 to 77.8. Businesses using up to $25,- 
000 of capital showed a smaller number 
of failures, the percentage standing at 
14.6, off 1 per cent. 


Rush Orders for Winter Goods— 
Denotes Low Condition of Stocks 


case of strip steel and steel and iron 
bars. 


COAL AND COKE 


Colder weather has stimulated de- 
mand for domestic coal and coke, and 
industrial shipments this month are 
somewhat ahead of September. There 
has been little increase in production, 
as output has recently been somewhat 
higher tharf was needed to fill immedi- 
ate needs. The presence of considerable 
slack on track is still hindering pro- 
duction of lump coal in some places, 
but dealers are making strenuous 
efforts to dispose of slack at almost 
any price, and the surplus is expected 
to be disposed of in a short time. 


GLASS INDUSTRY 


The glass industry is still in a de- 
pressed state, and the earning state- 
ment of a large producer, covering 
the year ended Aug, 29, offers a con- 
crete picture of the industry’s trou- 
bles. This company’s production fell 
considerably behind 1929, and while 
the decline was due principally to les- 
sened demand, reduction of inventory 
stocks was a factor. This company, 
along with others, reported some gain 
in output of specialties, with the larg- 
est loss in production being in win- 
dow glass. The window glass trade 
must await improvement in building 
before any marked gains can be reg- 
istered, and low requirements from the 
automobile industry are a depressing 
factor. 


LABOR CONDITIONS | 


Labor conditions in the Pittsburgh 
district are still decidedly unfavor- 
able, but the coming of cold weather 
brought this situation to the attention 
of county and State authorities, and 
some steps are being taken which may 
provide additional employment- for 
idle men during the winter months. 
Collections throughout the district are 
very slow. 


Bank Debits Dropped 7 Per 
Cent In Week Ended Oct. 15 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
Oct. 15, which included but five business 
days in many of the reporting cities, ag- 
gregated $12,771,000,000, or 7 per cent 
below the total reported for the preced- 
ing week and 31 per cent below the total 
reported for the corresponding week of 


last year. 
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OUT PROSPECTIN’ 











Not with a pack of burros and a gold pan, but 
in a million automobiles, WE, the nation’s 
campers, will be out prospecting again the 
far reaches of the country. 


There’s a little touch of the “sour dough” 
in most of us. We like to pitch our own 
tent—build eur own fire—cook our own 
grub. We like to rough it a bit, when 
there’s no compulsion in it. 


But we like to go well equipped, too. Cots 
and camp furniture are pretty much a neces- 
sity tous. There’s a certain pride in a hunt- 
ing knife on our belt, and just the right fish- 
ing tackle. We’re interested in a tent that 
not only sheds rain, but sets up and takes 
down with the least effort. And we’re on 
the outlook for such equipment now. 


We know the hardware merchant for a 
dependable fellow. We like to trade 
with him, and we’re out prospecting his 
windows for the camping equipment we 
need. WILL WE FIND IT THERE? 


Hardware Age 


239 W 39th Street, New York City 
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ACHSTERES UE MATENT OFHeE 


WEATHERSTRIP 
IS NOW 
PACKED IN 
HANDSOME 
DISPLAY BOXES 


1 A 
ay 


wo" WARM Wilh 





PACKED ONE DOZ. 
TO THE BOX 
TO RETAIL AT 


1Oc. vac. 
Flexomold 


PATENTED 


RUBBER WEATHERSTRIP 
Filled with Wool and Wire 





Packed on Reels of 500 Feet 


Secure your supply from your jobber. 
Write for sample card. 


Manufactured By 


THERMWOOL 
PRODUCTS CO. 


360 FURMAN ST. 
BROOKLYN, N. Y. 








Col. Payne’s Address 


(Continued from page 95) 


veys the initial war load is appor- 
tioned to districts in accordance with 
their respective capacities to absorb 
it. War Department representatives 
in the districts make sub-allotments 
to suitable industrial plants. Ordi- 
narily no plant is given a task in- 
volving more than 50 per cent of its 
normal output. This permits each in- 
dustrial facility to maintain commer- 
cial contacts, and minimizes disturb- 
ance in normal industrial activity 
upon the outbreak of war. The un- 
used capacity of these plants, together 
with that of the thousands unsuited 
for munitions productions, will be able 
to furnish essentials to the civilian 
population. All plants needed by the 
navy to meet its requirements in war 
are by prior agreement excluded from 
the list of those with which the army 
representatives ‘deal. 

“The phase of the work I have just 
described is that with which the indi- 
vidual manufacturer comes into most 
frequent contact. With the aid of pa- 
triotic industrialists and other civil- 
ians gratifying progress has been 
made in this program. It is not com- 
pleted and, of course, is subject to 
constant revision because of continu- 
ous changes in the industrial situa- 
tion. Nevertheless, if we should face 
a grave emergency tomorrow, it is 
certain that we would be in a much 
better position in this respect than 
ever before in our history. To illus- 
trate: 

“In 1917 army, navy and other offi- 
cials had very little conception of the 
immediate munition needs of our fight- 
ing forces. Contracts for some items 
were immediately placed far in excess 
of requirements, while other essential 
items were initially neglected. Some 
manufacturing plants were swamped 
with war orders while others were 
given none. Government purchasing 
agents competed among themselves 
for the output of industrial estab- 
lishments. As a consequence prices 
rose rapidly to higher level, and mak- 
ing of large profits by some concerns 
was unavoidable. Finally, the utter 
lack of systematic control of govern- 
ment purchasing resulted in serious 
delays in the production program. 
Drastic reorganization became neces- 
sary. 

“Contrast that experience with 
what we visualize will happen in the 
event of another war. Under the pro- 
curement plan I have outlined for you, 
military items will be contracted for 
only in the amounts deemed neces- 
sary, and wasteful use of productive 
capacity will thus be avoided. The 
production load will be spread over 
the entire country and congestion in 
particular sections will not occur. 
There will be no competitive bidding 


between purchasing agents because 
each has been allotted specific plants 
with which to deal and thus one great 
cause for mounting prices will not 
exist. Finally, since each plant to 
which has been allotted war work is 
warned in time of peace of the exact 
task it will be expected to perform, 
production of essential munitions can 
begin with the least possible delay. 

“T will now discuss briefly the fur- 
ther aims of industrial planning, 
namely, to assure to each essential fa- 
cility an adequate supply of raw ma- 
terials, labor, money, power and trans- 
portation; and to provide for the 
equitable distribution of war’s bur- 
dens and sacrifices. 

“The investigations necessary in the 
development of plans for the attain- 
ment of these aims are broad and 
varied in scope. For example, we 
know that in any war where our sea 
communications would be interrupted, 
shortages would soon develop in cer- 
tain essential raw materials, such as 
rubber, manganese and tin. Planning 
goes into-exhaustive detail in the prep- 
aration of studies concerning each 
critical raw material. All possible al- 
ternative sources are carefully sought 
out, and scientific developments that. 
promise to furnish a satisfactory sub- 
stitute for it are closely watched. Sta- 
tistics are gathered as to the size of 
the stocks ordinarily kept on hand in 
the United States, and estimates are 
made of the length of time such stocks. 
would meet our requirements in war. 
The planning agencies also accumulate 
data as to the normal uses of the ma- 
terial and arrange this list of uses in 
the order of priority that should be 
observed in war, pointing* out those 
that should be curtailed first. 

“Other interesting and most per- 
plexing problems are encountered in 
attempting to devise a complete plan 
for the control of our industrial life 
in war. Among these are determina- 
tion of priorities in production; prep- 
aration of conservation programs; 
devising plans for the control of 
finances; and the development of 
methods for the regulation of prices 
in war. If time permitted it would 
be most interesting to discuss some 
of these in detail, particularly methods 
for the regulation of prices. The sat- 
isfactory solution of this problem is 
a prerequisite to success in eliminat- 
ing profiteering and in distributing 
equitably the burdens of war. 

“It is especially important to note 
that we are not contemplating taking 
actual possession of any productive es- 
tablishment in the United States. In- 
dustrial activities must continue to 
operate under the management of 
trained personnel. To relieve these 
men of the direct responsibility for 
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the operation of their plants in war 
would be a blunder of the most serious 
kind. As I have stated before, our 
plans contemplate a control of indus- 
try by an appropriate industrial body 
appointed by the President. Plans do 
not contemplate a governmental pos- 
session of industrial establishments. 

.“We come naturally, then, to the 
question of determining just where 
such a body would fit properly into a 
war organization. In time of peace 
the nation’s industrial and commer- 
cial activities result from the work- 
ings of the economic law of supply 
and demand, with a minimum of in- 
terference by the Federal Govern- 
ment. In war, national exigency de- 
mands a strict coordination and con- 
trol of industry and cam give but little 
consideration to the normal workings 
of economic laws. Some activities 
must be expanded, some curtailed, and 
still other entirely new ones must be 
undertaken. The impulse for all these 
changes must come from the central 
government, which alone is in posi- 
tion to determine how the military 
exigency can be met. This necessar- 
ily entails material changes in an ad- 
ministrative machinery that was de- 
signed to carry on the vastly different 
governmental duties of peace. In 
short, there must be a purely indus- 
trial section of the Federal Govern- 
ment, through which the President 
may exercise his war-time responsi- 
bilities with respect to our industrial 
resources. 

“The industrial part of the govern- 
mental organization must be truly 
representative of our national life. It 
will be composed of eminent finan- 
ciers, agriculturists, manufacturers, 
professional men, representatives of 
labor, of transportation systems, and 
so on. The members of such a body 
will certainly be no less patriotic than 
are you and I. Armed with sufficient 
authority, experienced in the ramifi- 
cations of America’s industrial and 
economic life, and actuated by high 
motives, their administration of our 
industrial effort will unquestionably 
be as efficient as we can hope to ob- 
tain. They will be the President’s ad- 
visers on industrial questions, and his 
executive body for the formulation 
and execution 
of policies. 
The authority 
of this board 
will rest upon 
legislative ac- 
tion by Con- 
gress, upon 
the war-time 
power of com- 
mandeering, 
but principally 
and_ primarily 
upon _ public 
opinion. 

“Through 
the trade as- 
sociations into 
which Ameri- 





Luther C. Stevens and Hugh F. McKnight, 
Jr., Pittsburgh, Pa. 


can industry has organized itself, this 
central organization will keep in close 
contact with conditions throughout 
the country. Generally speaking, the 
executive councils of these associa- 
tions will form the connecting links 
between their respective industries 
and the central government. 

“In my office we are developing spe- 
cific plans which we believe will as- 
sist the President to organize prompt- 
ly this central industrial body in an 
emergency. The proposed organiza- 
tion is roughly patterned on the War 
Industries Board of 1918. Organiza- 
tional plans are purposely kept very 
flexible in order that the war-time 
President will not be hampered in de- 
veloping such detailed administrative 
machinery as he may desire to em- 
ploy. All the statistics accumulated 
and the studies and plans prepared 
by the planning agency in peace, will 
be turned over to the industrial or- 


ganization upon the beginning of an | 
emergency to enable it to begin func- | 


tioning promptly. 

“To set up the administrative ma- 
chinery necessary and to exercise the 
controls indicated, specific authoriza- 
tion will have to be granted by Con- 
gress. Drafts of bills whose enact- 
ment into law would be necessary are 
kept on hand in my office for prompt 
presentation to Congress in an emer- 
gency. 

“T need scarcely tell you that the 
program we have laid out for our- 
selves is far from completion. Never- 
theless, with the aid of patriotic citi- 
zens, among whom are many members 
of this distinguished association, prog- 
ress is being made. We welcome your 
criticisms and suggestions. In this 
way we feel that our plans will be 
kept up to date, and in complete har- 
mony with developments in the indus- 
trial world. 

“In conclusion I wish to touch 
briefly upon a particular peace-time 
aspect of industrial planning. More 
than once the accusation has been 
made that certain elements of our cit- 
izenry hope to profit from war and 
are constantly spreading propaganda 
calculated to thrust us into war. If 
this accusation be true, then indus- 
trial planning, as I have briefly de- 
scribed it, should correct the mistaken 
notions of 
prospective 
profiteers. A 
widespread re- 
alization that 
war will mean 
sacrifice by all, 
and gain by 
none, will do 
much to bring 
a selfish mi- 
nority into en- 
tire accord 
with the un- 
doubted peace- 
mindedness of 


the mass of 
our popula- 
tion.” 














Puzzled? 


Do you know what 
styles and weights of 
hammers sell best? 
We have prepared a 
folder whieh gives 
this information, 
taken from a survey 
made by the National 
Retail Hardwar: 
Association. 


It’s yours for the ask- 
ing, it shows the six 
best-selling styles 
and the most popular 
weights—an aid to 
intelligent buying. 





Please send me the folder *‘Best Sellers’? 


City. 


Hammers x». 


The David Maydole Hammer Co., Norwich, N. Y. 

















HARDWARE AGE for OCTOBER 30, 1930 





Display your Star- 
retts and you bring 
into your store the 
skilled tool users 
who know high 
quality and are 
willing to pay for it, 
not only in tools but 
in all your other 
lines. 


Write for information on 
Starrett Display Boards. 


THE L. S. STARRETT CO, 
World's Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS., U. S. A. 


50th Anniversary of Starrett Tools 1880 - 1930 





4451 
























| tigation. 








“The Tariff Act further provides 
in connection with the last method 
that an investigation will be under- 


| taken only ‘when in the judgment of 


the Commission there is good and 
sufficient reason therefor.’ 

“A preliminary announcement of 
the rules of procedure under which 
the Commission will hereafter op- 
erate, indicates that before the Com- 
mission will give serious consideration 
to the approval of an investigation 
requested by an applicant, what 
amounts to a prima facie case must 
be filed in justification of the inves- 





R. J. VAN HYNENG and E. S. TAYLOR 
W. C. Heller & Co. 


Under the old rules, appli- 
cations frequently were both informal 
and general, and the Commission as- 
sumed the burden of determining 
whether or not the investigation re- 
quested was justified. Undoubtedly 
a considerably less number of inves- 
tigations will hereafter be under- 
taken upon the application of inter- 
ested parties, which in the past have 
in many instances developed into 
nothing more important than fishing 


| expeditions. 


“There is general realization that 


| cost of distribution is high and con- 
tinually increasing; a disposition to 


place responsibility upon the highly 


| competitive situation, with all that 
' such a condition involves. 


While it 
is true that the expense of special 





A. P. VAN SCHAICK G. H. HALPIN 
i Thai Minnesota Mining 
mae ne and Mfg. Co. 


services of various kinds—originally 
offered within reason as a privilege, 
now demanded as a right—is a fac- 
tor, it is increasingly evident to 
manufacturers, wholesalers and re- 
tailers that the passion for minimum 
order-volume turnover is in reality 
not on!y the backbone of the evil of 





Secretary Rockwell’s Report 


(Continued from page 96) 


high distribution cost, but in the case 
of the manufacturer, constitutes per- 
haps his greatest production prob- 
lem. It is realized that under mod- 





R. G. THOMPSON 
Lufkin Rule Co. 


HARRY A. BLACK 
President S.H.J.A. 


ern conditions a complete return to 
the purchasing policies of earlier days 
would be both impossible and unde- 
sirable, but the extreme of present- 
day small-order buying merely in- 
creases cost and diminishes profit all 
down the line, with the consumer 
ultimately ‘paying the freight.’ 

“It is not so much the time and 
expense involved in calling on addi- 
tional outlets as it is the repeated 
visits necessary in the course of a 
given period to secure the aggregate 
business from each outlet. A large 
manufacturer whose representatives 
cover the entire country, recently 
made the statement that a careful 
investigation indicated that their own 
representatives were calling upon 
their wholesalers at least three times 
as often as had formerly been the 





HENRY A. SQUIBBS 


American Steel & 
Wire Co. 


WALLACE L. POND 
Nicholson File 
Co. 


case in order to secure the same ap- 
proximate volume and that it ap- 
peared to him that the representa- 
tives of the wholesalers had in turn 
at least tripled their calls to secure 
corresponding results. If this be true, 
one need not search far for the an- 
swer. The peak of travel cost was 
reached during the war, and it is an 
indisputable fact that there has since 
been but slight decrease. If, there- 
fore, the average traveling represen- 
tative, to secure the same ultimate 
result is now compelled to make three 
trips where one formerly sufficed, it 
is simple arithmetic that the item of 
travel has multiplied three times.” 
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Secretary Fernley’s Report 


(Continued from page 100) 


sociation and the American Gas Asso- 
ciation in an effort to eliminate un- 
fair and unethical practices indulged 
in by the utility companies in con- 
nection with the sale of appliances. 

“While some results have been 
achieved, and while we recognize that 
these two organizations have been 
endeavoring to improve the merchan- 
dising methods of the utility com- 
panies, in a number of sections of the 
country there has been no change 
whatever. 

“Certain gas and power companies 
apparently ignore the merchandising 
standards which suggest that appli- 
ances should be sold at margins com- 
mensurate with the cost of selling, 
that deferred payments should be on 
a sound basis and that gas and power 
companies should not engage in the 
sale at all of non-gas or non-electric 
devices. 

“As to whether we should continue 
our effort to cooperate with the Na- 
tional Electric Light Association and 
the American Gas Association, or 
whether we should seek relief from 
these unfair and unethical practices 
through others channels is a question 
which should be decided at this con- 
vention. 

“Chain Store Competition is a prob- 
lem to which our association has con- 
tinued to give careful attention. It 
was most thoroughly discussed at the 
mid-year meeting of our Executive 
Committee and Advisory Board, and 
as a result we were instructed to send 
our members an opinion outlining the 
rights of our individual members. 

“While it is well known that con- 
certed action which may result in the 
restraint of any one’s business is il- 
legal, it was pointed out in this opin- 
ion that individual retailers and 
wholesalers are well within their 
rights in refusing to buy from those 
who sell to chain stores and mail- 
order houses; and that individual 
manufacturers likewise may announce 
and carry out the policy of refusing 
to sell to chain stores and mail-order 
houses. 

“The Federal Trade Commission 
has not yet made any public an- 
nouncement regarding the facts de- 
veloped by its investigation of chain 
stores in accordance with Brookhart 
Resolution. The work of the com- 
mission has been closely followed 
since its inception, and its final an- 
nouncement will be received with 
more than usual interest. 

“While many arguments have been 
advanced in favor of chain stores, 
the fact must not be overlooked that 
in numerous communities throughout 
the country their competition has 
forced many independent merchants 
out of business and deprived them 
of an opportunity to maintain their 


independence and earn their liveli- 
hood. If this is being accomplished 


through the sale of merchandise with- 


out profit, to which previous refer- 
ence has been made, it unquestionably 
constitutes an unfair method of com- 
petition within the meaning of the 
Clayton Act and should receive vigor- 
ous attention in Washington. 

According to the report the ma- 
jority of wholesalers favor catalog 
pages measuring 8% x 11, and the 
following appeared with regard to 
this subject: 

“Requests for information as to the 
most desirable size for the pages of 
catalogs have been received with con- 
siderable frequency. 

“A recent investigation of this sub- 
ject developed the fact that 

“62% of the members responding 
favored 8% x 11, 

“15% voted for 7% x 10%, 

“10% voted for 9 x 12, 

“13% voted for 11 different sizes. 

“The above dimensions refer to 
bound catalogs as where loose-leaf 
pages are used they must be wider.” 

In conclusion the report urged that 
members take a more active part in 
the discussions, enabling others to 
benefit by their ideas. It also ex- 
plained why the theme of the discus- 
sions, “How We Can Be Better 
Wholesalers,” was chosen as the main 
convention theme for the jobbers’ 
sessions. 

Following the distribution of Sec- 
retary-Treasurer Fernley’s report, 
A. L. Philbreck, the Congdon & Car- 
penter Co., Providence, R. I., chair- 
man of the Overhead Expense Com- 
mittee, made his report for the 
committee. “Selling Expenses, Sales- 
men’s Salaries and Expenses, Truck- 
ing, etc.,” were the topics of a dis- 
cussion which followed. 

The question of the next place of 
meeting was next considered. At- 
lantic City, Chicago, Milwaukee and 
St. Louis were proposed. It was de- 
cided to take a poll of the member- 
ship, to be forwarded to the secretary 
of the association, and then referred 
to the Executive Committee for final 
action. 

President Nichols appointed the 
following named committees, after 
which the Tuesday morning session 
was adjourned. 

Committee on Nominations—W. H. 
Donlevy, Philadelphia; G. W. Hunt- 
ley, Waterloo; Frank S. Rost, Mil- 
waukee; A. J. Bihler, Pittsburgh; 
H. E. Nickerson, Providence; A. C. 
Cade, Tuscaloosa; Charles M. Curtis, 
Seattle. 

Committee on Resolutions—H. H. 
Kimball, Elmif®; F. E. Pharr, Texar- 


kana, Ark.; F. A. Ebeling, Wheeling, | 


W. Va.; William Polster, St. Louis; 
W. T. Moody, Memphis. 
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C. J. Whipple’s Address 


(Continued from page 98) 


turnover, but practically I think that 
it has. The best turnover record we 
have ever made in our company was 
the year that we were forced to move 
to temporary quarters pending the 
completion of our new building. One 
of the poorest records we ever made 
was the following year when we had 
an abundance of space and our buy- 
ers seemed determined to fill it ‘up. 

“In our departmental accounting 
each department is charged with rent 
for the space occupied and, in addi- 
tion, an interest charge for the money 
invested in merchandise. In consider- 
ing the quantity to be purchased on 
a given tiem, our buyer has to weigh 
on one hand the rent charged and the 
interest on the inventory, and on the 
other hand the advantage offered by 
a quantity purchase, or the prepay- 
ment privileges of the manufacturer. 
We are not particularly interested in 
the high rate of turnover. What we 
are all after is a satisfactory net 
profit and frequently an increased 
margin more than offsets a slow rate 
of turnover. 

“Sometimes the objection is brought 


forth that striving for a high rate of 
turnover is likely to produce a broken 
stock and means lots of shorts in fill- 
ing orders. If you work the turnover 





A. B. PECK 


W.H.GELLER | 
Geller, Ward & Has- American Screw 
ner Hdwe. Co. Co. 
idea to an extreme, of course, that 
would be true, but if you are striving 
for a reasonable turnover, you are 
likely to reduce rather than increase 
the number of shorts. I think experi- 
ence will prove that close attention to 
stock avoids shorts and a stock that 
is closely watched will be more com- 
plete than one where the orders are 
placed in large quantities but at less 
frequent intervals. 
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are very expensive and if this ex- 
pense could be eliminated and passed 
on to the dealer, the dealer would be 
in far better position to meet the 
competition that he is called upon to- 
day to meet. 

“We have known a number of 
manufacturers who profess to have 
a maintained price policy, and have 
taken jobbers off of their, lists, and 
refused to sell them because these 
jobbers would not maintain the sug- 
gested resale prices to the trade, and 
at the same time these manufacturers 
were taking these jobbers off of their 
lists they, themselves, were going di- 
rect to the trade, and selling the 
dealer at prices below the prices which 
caused the jobbers to be removed 
from the manufacturers’ lists. We 
have in our files a number of in- 
voices from manufacturers to dealers 
billed at our -cost, by manufacturers 
who take jobbers off of their lists 
for cutting prices below their sug- 
gested resale price. In other words, 
these manufacturers are asking the 
jobbers to do something they, them- 
selves will not do. Again I say— 
inconsistent. 

“We had a case not long ago where 
we wired a manufacturer for prices 
on a state proposal, telling him that 
the bids were to be opened on a cer- 
tain date. Not hearing from the 
manufacturer, we wired twice for a 
reply, and in answer to our last wire 


we received a wire from the manu- 
facturer stating that a letter of ex- 
planation followed. The letter was 
received the day after the bids were 
opened and stated that inasmuch as 
the order was for $800 worth of mer- 
chandise, they themselves, had quoted 
direct at our cost, but that if the 
order had been for fifty or sixty dol- 
lars they would have been glad to 
have had us quote on the business. 
The specifications on the proposal 
called for that manufacturer’s brand, 
and he therefore would have gotten 
the business in any event. I cannot 
believe that that kind of a policy 
tends to strengthen our industry. 

“The most outstanding inconsis- 
tency in the industry seems to me to 
be the policy adopted by some manu- 
facturers of trying to sell their prod- 
ucts through both the jobber and the 
dealer at the same time, selling the 
dealer at prices the jobber cannot 
meet. The manufacturer, in a great 
many instances, has gone out to the 
cream of the trade and taken the 
best accounts on a direct basis, and 
expects the jobber to take care of 
the balance of the industry for him. 
Would not the jobber be better able 
to take care of the entire industry if 
the manufacturer would distribute 
his entire line through those channels, 
than he is if he can only have the 
small accounts that are more expen- 
sive to sell, service and carry?” 
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W. B. Allen’s Address 


(Continued from page 109) 


than 10,000 population continued to 
make the best records of earnings on 
sales and profit on investment. They 
made more money than in 1928. This 
may seem surprising in view of the 
general assumption that the small 
town is doomed to gradual extinction 
as a major factor in retail marketing. 

“As a matter of fact, retailers lo- 
cated in the larger cities have had 
the most trouble, their average earn- 
ings on sales being less than half that 
of the less populous communities. 
Profit was smallest in towns of 10,000 
to 50,000 population, the only class 
which made less than in the previous 
year. In 1928, cities of over 50,000 
made the worst records but they im- 
proved their positions substantially 
during 1929. 

“When analyzed from the stand- 
point of sales volume, the only group 
of stores which earned less than in 
1928 consisted of those with sales of 
more than $100,000. A decline in 
margin which was not compensated 
by a sufficient reduction in expense 
was responsible. Since stores of this 
size are relatively uncommon in the 
retail hardware field, the better earn- 
ings of those which sold less than 


$100,000 enabled the craft as a whole 
to show a satisfactory gain over 1928. 

“Of the four types of retail mar- 
keting discussed, only one—hardware 
retailers—earned more per dollar of 
sales during 1929 than in 1928. 

“Tt is a definite tribute to the 
soundness of our craft. It affords en- 
couragement, because the downward 
trend of profits was reversed in a 
year when other lines were unable to 
maintain their position. It occurred 
in spite of no gain in volume while 
sales increases by mail order houses, 
chains and department stores were 
accompanied by reduced earnings on 
each dollar they sold. 

“Unfavorable economic conditions 
in 1980 probably have halted, tem- 
porarily, the basic improvement 
which I believe has occurred in the 
retail hardware field. Its further 
progress depends upon every branch 
of the industry—manufacturers and 
wholesalers as well as the dealers 
themselves. For no craft will con- 
tinue to exist if some other agency 
can do a better job in performing the 
same function. 1929 proved that 
hardware merchants are awake to 
their responsibilities.” 
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this country should be rendered com- 
pletely helpless by the 1 per cent mi- 
nority of other types of distribution. 
Will that day come when the hard- 
ware industry shall wake to its 
strength, its power, its history and 
insist upon a more secure future than 
conditions now predict? With that 
done, I think we have every good 
reason to press the argument that 
concentration of purchases by the re- 


tailer is a most beneficent thing for 


his business and I do reiterate my 
most emphatic belief in the convic- 
tion that selling is the one outstand- 
ing important: feature for very retail 
establishment, be it large or small. 

“The specific advantages offered 
the retailer under such a program are 
to my. mind as follows. 

“First, uniformity of stock, with 
consequently greater value for inven- 
tory or sale. It is unnecessary for 
me to point out the motley of brands, 
grades, sizes and color of stock found 
in many retail hardware stores. This 
disarray can be overcome by concen- 
tration of purchases. 

“Second, the elimination of work in 
buying. The average retailer has 
from twelve to twenty-five salesmen 
call on him every two weeks. If his 
buying is scattered each man requires 
time and attention. If the buying is 
concentrated, he devotes the neces- 


sary amount to the limited number 
of men and his task is much. simpler 
and shorter, giving him more time to 
devote to other necessary features of 
his business, 

“Third, posting catalogs. The plan 
of issuing catalogs in loose-leaf form 
has, after many years’ disuse, again 
become popular so .that the dealer 
who wishes to avail himself of the 
privilege can secure, at regular in- 


“tervals, current information through 


re-issues of catalog pages on new 
merchandise and the late prices. It 
would be obviously impossible for him 
to keep up the catalogs of a great 
number of jobbers. 

“Fourth, the material saving. I 
consider this the most important fea- 
ture. I do not believe that our atti- 
tude toward the customer is different 
than that of other jobbers; but it is 
most certainly our policy to reward 
the customer whose patronage rep- 
resents a tangible asset to us rather 
than the occasional buyer. This re- 
ward may manifest itself in many 
ways in the matter of price, service, 
credit extension, information, catalog 
service or any one of the numerous 
features of the relationship between 
the wholesale house and the dealer. 
We make it our business to know who 
our customers buy from, and our atti- 
tude is governed accordingly.” 
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C. S. Harper’s Address 


(Continued from page 110) 


cases, because it seems to me that 
where adequate profit is afforded a 
sincere sales effort will follow. With- 
out this margin additional! sales effort 
may only be increasing the sales ex- 
pense and rendering a line still more 
unprofitable. 

“Speaking of sales effort reminds 
us of certain lines of goods on which 
we are asked to take a very narrow 
margin of gross profit, because the 
manufacturer is doing a lot of ad- 
vertising and is attempting to in- 
crease the sale of his goods by send- 
ing salesmen or missionary men to 
the retail trade. The theory of this 
method is that the manufacturer is 
bearing a portion of the wholesaler’s 
selling expense. In practice, my ob- 
servation is that such lines soon be- 
come unprofitable to the wholesaler 
because the resulting increase in vol- 
ume is not sufficient to compensate 
for the inadequate profit margin and 
the line of goods is bearing a dupli- 
cate wholesale selling expense, or that 
of the manufacturer plus that of the 
wholesaler. 

“With the exception of some of the 
higher priced specialties, such as 
washing machines, mechanical re- 
frigerators, and perhaps radio re- 
ceiving sets, hardware seems to lend 
itself particularly well to distribution 
by wholesalers. Very few manufac- 
turers of hardware make lines suffi- 
ciently extensive so that they can be 
economically distributed by their own 
organization direct into the hands of 
the retail trade. This means that 
several manufacturers must join to- 
gether in the wholesale distribution 


of their products, or they must en- 
list the service of the hardware 
wholesaler by selling through him. 

“So long as this is true in the hard- 
ware industry, the wholesaler must 
do the bulk of the distribution for 
the industry. If he is to perform 
this service, it is necessary that the 
margin of gross profit on all such 
lines shall be sufficient to pay the cost 
of distribution and leave a small mar- 
gin of net profit. 

“There seems to be little question 
of the fact that most lines of hard- 
ware can be more cheaply distrib- 
uted through the regular ‘wholesaler- 
retailer’ method of distribution; but 
in order to keep this expense of dis- 
tribution to a minimum, it is neces- 
sary that the volume of goods passed 
through these channels be kept up 
to an adequate size. This brings up 
the subject of other forms of distri- 
bution. Some manufacturers sell a 
portion of their goods through the 
wholesale trade, but also sell the mail- 
order houses and the chain stores, 
thus reducing the volume which 
passes through the hands of the 
hardware wholesaler and hardware 
retailer. Some lines have become un- 
profitable both to the wholesaler and 
retailer through the very fact that 
volume has been materially reduced 
by these sales through other channels. 

“In these days of large production 
and somewhat curtailed demand, an- 
other evil has grown up which may 
be called the ‘by-passing’ of merchan- 
dise around the regular channels of 
distribution. In his anxiety to in- 
crease sales the manufacturer may 


sell a line of goods, such as arms and 
ammunition, to concerns not engaged 
in the regular wholesale hardware or 
sporting goods business. We find in- 
stances where these lines have been 
placed with automobile accessory 
wholesalers. 

“Now, if such wholesalers sold to 
retail hardware and sporting goods 
dealers who carried stocks, I don’t 
think we could have any very logical 
objection. But the accessory whole- 
saler calls on automobile garages and 
repair men. These dealers seldom, 
if ever, carry a stock, but they are 
a class of men much interested in 
shooting and, fishing and buy arms 
and ammunition for their own use 
or some of their friends. This results 
in a sale direct to the consumer and 
is certainly a form of competition 
which the hardware retailer should 
not be asked to encounter. I have 
spoken of arms and ammunition, but 
there are other lines, such as cutlery 
and lawn mowers and others which 
might be mentioned. 

“In the hardware trade the cost of 
doing business is pretty well under- 
stood, and it is necessary for anyone 
who would remain in the wholesale 
or retail branch of the business to 
respect that cost of distribution. 

“Before Ieaving this phase of the 
subject it might be well to mention 
the sale of merchandise by public 
utility companies, where the cost of 
merchandise is partly charged to ad- 
vertising or where the object of sell- 
ing is to increase the use of some 
other commodity which is profitable 
to the vendor. No doubt many of you 
will think of certain lines of merchan- 
dise which have been rendered un- 
profitable to wholesalers and retail- 
ers through the competition of such 
outlets.” ‘ 





How Commercial Disputes May Be Settled 
Through Arbitration. Explained by J. Mayper 








Joseph Mayper, of the Legal Department, American 

Arbitration Association, explained the plan of that 
association for the settlement of commercial disputes 
through arbitration. He told of existing laws in certain 
states and how they permitted by this system a more 
prompt and often a more equitable settlement than ‘might 
be obtained through the usual lawsuit action through the 
courts. In part Mr. Mayper said: 

“Business generally has agreed that arbitration is the 
sanest and safest method of settling commercial contro- 
versies and of retaining good will between the disputants. 

“Just what do we mean by commercial arbitration? 
Briefly stated, it is a reference to the decision of one or 
more persons called arbitrators, usually selected by the 
parties, of a dispute arising out of a business transaction. 
It does not deal with labor controversies between employees 
and employers. The dispute, generally speaking, is one on 
which it is possible to bring an action in a court of law. 


A DDRESSING the manufacturers on Tuesday afternoon, 


Once the parties have agreed to arbitrate and the arbitra- 
tors have been designated, hearings are arranged promptly 
to suit the convenience of all concerned, at any place se- 
lected. Evidence is submitted informally without following 
legal rules of evidence, and the arbitrators in executive ses- 
sion determine upon their award. Only days instead of 
years are required to secure a final decision. The cost is 
very nominal. The presence of lawyers is not necessary, 
although they may represent the disputants. The whole 
procedure is simple, business-like and friendly. The arbi- 
trators are usually men who understand the business in- 
volved and who are selected for their character, intelli- 
gence and special knowledge. You avoid the necessity of 
selecting 12 “good men and true” but who know nothing of 
your trade standards and who may just be “the butcher, 
the baker and the candlestick maker.” 

Forty of our States have some form of arbitration 
statute, but only ten of these are sufficiently comprehen-- 

(Continued on page 176) 
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Bread-and-butter 
PROFITS! 


Keep your Ray-O-Vac Flashlight 
counter containers well displayed 
. . » people are reading about these 
fine flashlights every day in The 
Saturday Evening Post, The Country 
Gentleman, The Literary Digest, 
Collier’s, and Liberty. Bread-and- 
butter, day-in-and-day-out profits— 
that’s what your Ray-O-Vac Flash- 
lights are. . . keep ’em out in front 

. . and keep your stock up! You 
can’t find a better investment for 


your counter space! 


FRENCH BATTERY COMPANY 


MADISON, WISCONSIN 


General Sales Office: 20 North Wacker Drive, Chicago 





Telephone, Ignition, Flashlight, and Lantern Batteries; “A”, “B”, and 
“C” Radto Batteries; Aircraft and Autoradio Batteries; Rotomuti and 


Standard Flashlights; Electric Lanterns; Licensed Radio Tubes, 

















Dealers Average $25.00 
Weekly Renting Out This 
Floor Sander & Polisher 


Anyone Can Operate It 


One Hardware Dealer 
Took In $112.00 
Rental In the 
First 3 Weeks 







2A’) Bene 4 re i) 


THE CAMPBELL 


Quickly Pays for Itself 


You display it in window with sign, “For Rent,” 
together with sand paper, shellac, brushes, steel 
wool, wax, etc. Home owners see it and learn they 
can rent it for $5.00 per day, or $1.00 per hour 
for less than a day. 


When you tell them no varnish remover is needed, 
and no experience required, they are glad to re- 
finish their own floors and save the usual HIGH 
COST. 


Over 200 machines sold to Hardware Dealers in 
Mass. from March 1 to July 1., Dealers buy one 
to five machines. Some sell machines outright, 
but the big profit lies in the RENTAL, also sale 
of SUPPLIES. 


Machine weighs only 95 Ibs. Easily carried in 
auto. Sands right up to the base. No hand 
scraping. No dust. Operates from any light 
socket. Has 1/3 h. p. G. E. motor for sanding 
drum and 1/4 h. p. Universal motor on vacuum 
attachment. Morse silent chain drive. Fully guar- 
anteed. 


FREE TRIAL TO DEALERS 


Send for price, full details, and consignment “Trial 
Offer.” 





Campbell Machine Co., Inc. 
39 Haywood St., Wollaston, Mass. 
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Fe often forget for weeks on 


end to buy.some needed article. 
Such good intentions add nothing to your profits. 


This is “lantern-time!” A display of Dietz Lan- 
terns NOW will jog forgetful memories and make 
sales that may otherwise be long delayed or lost 
because the sale is made elsewhere. 


If you desire a Window Trim, write us. 
We will gladly send it without charge. 


R. E. DIETZ COMPANY 
60 LAIGHT ST., NEW YORK 


Largest Makers of Lanterns in the World—Founded 1840 
Output distributed Through the Jobbing Trade Only 


imap 4 
s LANTERNS 








| enactment of uniform comprehensive laws, throughout the 
| country and we hope to report further progress next year. 






Commercial Arbitration 


(Continued from page 174) 











sive—the laws of New York, New Jersey, Arizona, Cali- 
fornia, Connecticut, Louisiana, Massachusetts,. Pennsyl- 
vania, New Hampshire and Rhode Island, as well as the 
United States Arbitration Act, which is applicable to inter- 
state commerce disputes in which $3,000 or more is in- 
volved and to admiralty transactions. All other state laws 
are valid as to existing disputes only, but many of them 
have other technical limitations which detract from their 
usefulness. Our Association is endeavoring to secure the 





“Under the effective model laws, all agreements to arbi- 
trate both present and future disputes are irrevocable and 
awards rendered can be entered as court judgments. If a 
party fails to proceed with an arbitration, the*courts will 
order him to do so, and if necessary, will appoint the arbi- 
trators. Upon compliance with the requirements of the 
local law, an award will be entered by default if a party 
fai's to appear at the hearing or to submit his evidence. 
Arbitrators have the powers of a judge and can compel wit- 
nesses to attend and can subpcena books and papers. And 
the courts stand by, ready at all times to put teeth into the 
whole proceeding. They decline to go into the merits of a 
controversy and will stay any court action taken in viola- 
tion of the arbitration agreement. They will vacate an 
award only if the arbitrators have been partial or have 
exceeded their powers, or if the procedure required by law 
has not been followed. 

“The settlement by arbitration of disputes or claims aris- 
ing out of daily business transactions, instead of by liti- 
gation through the courts, has been endorsed by some 300 
or 400 important trade organizations.and is- being utilized 
by thousands of business men, including producers, manu- 
facturers, builders, merchants and professional groups. To 
illustrate, the standard contracts of the American Institute 
of Architects and of the Joint Construction Industry—about 
600,000 forms being distributed annually—contain an agree- 
ment for the arbitration of disputes that may arise there- 
under. Many other industries, such as the textile, lumber, 
scrap iron and steel, construction, coal and fur, have 
adopted uniform arbitration clauses for inclusion in the 
sales contracts of all their members. 


Used in Several Related Industries 


“Industries more closely allied to your own that have 
recently become active in arbitration are represented in 
such organizations as The Steel Founders’ Society of Amer- 
ica, the Machinery Builders Society and the National Ma- 
chine Tool Builders Assn. Each of these organizations has 
formally endorsed the principle of .arbitration and has 
adopted a uniform sales contract form which contains the 
Standard Arbitration Clause of the American Arbitration 
Association. In each of these organizations the use of the 
uniform sales contract is not made compulsory but it is 
anticipated that the members generally will gradually 
adopt this form containing the arbitration clause. Other 
organizations whose members may be somewhat allied with 
your industry that have endorsed and are using arbitra- 
tion include the American Zine Institute, the Automobile 
Merchants Association of New York and a number of the 
building congresses throughout the country. 

“The great purchasing elements in our business life as 
well as those who produce and sell them have found arbi- 
tration an effective and economic medium. To illustrate, 
the National Association of Purchasing Agents has recom- 
mended to all of its 5000 members throughout the country 
that the standard arbitration clause of the American Arbi- 
tration Association be incorporated in their purchase con- 
tracts. This recommendation has developed into an inter- 
esting cooperative relationship between the Purchasing 
Agents Association and the National Coal Association. 
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These two organizations adopted a standard purchase and 
sales contract in connection with the distribution of coal 
which contains the Standard Arbitration Clause. Again, 
the great purchasing power of a number of department 
stores is also safeguarded from possible future litigation. 
We have a record of some twenty such important stores in 
different parts of the country representing an annual turn- 
over of four hundred million dollars that use our standard 
clause in their purchase contracts. 

“In order to secure the full benefit of the modern compre- 
hensive arbitration laws now in effect, it is strongly recom- 
mended that all sales contracts of the Association’s mem- 
bers should include the following provisions as one of its 
terms and conditions: 

“*Any controversy or claim arising out of or relating 
to this contract or the breach thereof shall be settled by 
arbitration, in accordance with the rules, then obtaining, 
of the American Arbitration Association, and judgment 
upon the award rendered may be entered in the highest 
court of the forum, state or federal, having jurisdiction.’ 
“This clause contains the essential legal requirements, 

and makes available all of the machinery and expert ser- 
vices of the American Arbitration Association and of its 
National Panel of over 7000 arbitrators in some 1700 com- 
munities, representing a cross-section of our industrial and 
professional life, all of whom generally serve without com- 
pensation when called upon by the Association. All such 
facilities are also available when an existing dispute is 
voluntarily submitted to arbitration by both parties under 
the rules of the Association. 


It Works Very Simply 


“The following simple procedure is provided for by the 
Association: 


1. The first step is for either party to advise the Asso- 
ciation, in writing: (a) Of the names and addresses of all 
parties; (b) Of the nature of the controversy and the 
amount involved; (c) whether the controversy has arisen 
out of a written contract containing an arbitration clause, 
and, if not, whether the other party’s consent to arbitrate 
has been obtained, and (d) Whether one or three arbi- 
trators are to serve and whether any or all of them are 
to be chosen from this Association’s National Panel. 

2. The Association will then communicate with the other 
party in order to obtain agreement on the question to be 
submitted and on the method of selecting the arbitrator or 
arbitrators. If the controversy has arisen out of a con- 
tract containing an arbitration clause, the complaining 
party must make a formal written demand on the other 
party to proceed with the arbitration and file a copy thereof 
with the Association; but on the other hand, if the con- 
troversy has not arisen out of a written contract contain- 
ing an arbitration clause, an appropriate submission agree- 
ment will be prepared by the Association, which both parties 
will then be required to sign before a notary public. 

8. Impartial and qualified arbitrators must then be se- 
lected by one of the four methods which are available: 
(a) The parties may mutually agree upon any person or 
persons, or (b) the parties may request the Association to 
submit a list of qualified persons from its Panel, from 
which they may mutually agree upon the arbitrators who 
shall serve; or (c) the parties may mutually authorize the 
Association to designate all of the arbitrators from its 
Panel, or (d) the parties may each appoint one person 
and may mutually agree to designate the third arbitrator 
from the Association’s Panel, or authorize the Association 
to do so. Irrespective of the method employed, if either of 
the parties fails or neglects to proceed with the appoint- 
ment of the arbitrators within the specified periods of time, 
the Association is authorized under its rules to make the 
appropriate designation. 

4. The arbitrators, acting through the Association, will 
then set a convenient time and place for the hearings and 
will notify the parties to be present with their witnesses 
and evidence. After each party has been given full oppor- 
tunity to present his case, the arbitrators formally close 


THE 
ONLY 





PLACE 
ESTWING 
TOQLS 
where 
HUNTERS, 
CARPENT- 
ERS, 
FARMERS, 
SCOUTS 
and their 
FRIENDS 

can SEE { 
'HANDLE & 
and BUY 


| ba 
| Because They Are } 
| it 





3 Guaranteed 
UNBREAK. 
ABLE 


FINER 


2 


SUPERIOR 
in Every Way 


TESTED 
for 7 Years and 
Adopted by the 
Skilled Carpenters 
and Sportsmen 





5 ADVERTISED 
Every Month to 

the 500,000 Largest 
Tool Buyers 


6 CHRISTMAS 
Ads. Make the 

Carpenters an d 

Sportsmen Doubly 
Interested 


to SEE, HANDLE and BUY 


Price Cutters Can’t Show Anything Like These— 
They Are 


DIFFERENT 


BETTER FINER 


The greatest $2 retail value 
and double profit for you over $1 tools. 


Sold by 160 Leading Jobbers 
ESTWING MFG. CO., Rockford, Ill. 
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THE BRAINERD LINE 


























No. 840 
No. 1071 No. 557 
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No. 482 





No. 235 


No. 57 








THE BIG LINE OF 
EVERY-DAY SELLERS 


The Brainerd Line is your “bread-and-butter” 
line—the staple goods that go every business 
hour of the day and produce the profits you de- 
pend upon. 


Over 1500 Items 


—specialties needed in every home, by every 
carpenter and cabinet maker, and many others. 
And we help you sell with 


Sample Display Boards 


that meet the customer’s eye. We charge only 
regular trade prices for the goods on the 
board; mounting, numbering and the board 
itself free. 


Catalog of 516 Pages 


tells the story and should be kept handy by 
every dealer. It will save many a sale for you. 
It goes to you on regqest. 


THE BRAINERD MFG. CO. 


East Rochester, N. Y. 









































the hearings and consult together to determine their award 
—a majority vote being binding. A representative of the 
American Arbitration Association is usually present at all 
hearings in order to insure the proper technical handling of 
the procedure in harmony with the law. 

5. Each party to the dispute pays a scheduled rate of $10 
for arbitrations involving claims of less than $1,000; $25 
for arbitrations involving claims of $1,000-$10,000; and 
$100 for arbitrations involving claims of more than $10,000. 
When the amount of the claims is not disclosed at the ini- 
tiation of the proceedings, each party deposits $25. No 
other expense is involved, except that assumed by a party 
himself in bringing in witnesses or obtaining evidence or 
retaining a “lawyer. ; 

“The hardware industry, as represented here by the 
manufacturers and distributors, is peculiarly adapted, it 
seems to me, to the establishment of an effective cooperative 
arrangement under which disputes arising between buyer 
and seller may be settled by arbitration. Not only will 
such an arrangement save time and money to both parties 
but will tend to increase the existing goodwill and friendly 
relations between the different elements involved. The 
American Arbitration Association will be happy to co- 
operate with any of you individually or with any committee 
you may desire to appoint to inquire into the feasibility of 
arbitration with respect to your peculiar problems. 

“The American Arbitration Association would also appre- 
ciate your endorsement of its efforts to obtain the enact- 
ment of comprehensive arbitration laws throughout the 
country so that all arbitration agreements and awards ren- 
dered thereunder will be recognized by the courts as valid 
and enforceable.” 


Cultiho Garden Tool 


Cultiho No. 22 is a new garden tool offered by The Cronk & Carrier 
Mfg. Co., Montour Falls, N. Y. It has 6 x 1% inch tempered spring 
steel blade, cutting edge, sharpened malleable one piece plate and 
shank. Handle is 41/3 feet. Cultiho is used by drawing toward 






CULTIHO 
SAVES HALF YOUR TIME 


operator, cutting all weeds and leaving a smooth level mulch. Weight 
per dozen is 25 |b. It is offered to the dealer for $8.00 per dozen. 
The suggested retail selling price is $1.00 each. Standard bundles 
contain six of these tools. 


Campbell Floor 
Sanding Machine 


The Campbell household electric sanding 
and polishing machine with vacuum attach- 
ment is made by Campbell Machine Co., Inc., 
Wollaston, Mass. Machine weighs only 95 
lb. and may easily be carried in auto. It will 
sand right up to the base, making hand scrap- 
ing unnecessary. This machine creates no 
dust and will operate from any light socket. 
The Campbell floor sanding machine is 
equipped with 1/3 hp. G. E. motor for sand- 
ing drum. On machines having the vacuum 
attachment the motor is of Y% hp. Universal 
type. Morse silent chain drive is part of the machine. Machines are 
sold to dealers for rental to home owners, institutions, etc., and for 
resales to the same groups. Dealers may also build up a good trade on 
sand paper, shellac and other materials used in conjunction with such a 
machine. List price on the machine complete with vacuum attachment, 
is $225. The Campbell organization guarantees the machine for five 
years. 
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Steel-King 
Lawn Mower 


Cureton Metal Products 
Co., Mt. Vernon, Ohio, 
produces the Steel-King 
lawn mower, which is a 
light weight tool with ma- 
chine cut steel gears. It 
is a ball bearing equipped 
machine with 912 inch di- 
ameter and 14% inch face 
drive wheels. The mower 
has laminated construction with fully enclosed gears and raised tread. 
Reel is 5 inches and is equipped-with four crucible steel oil hardened 
blades. Steel shaft has four steel spiders firmly attached and has a 
% inch diameter. Ball bearings are self adjusting, enclosed unit type. 
The bottom knife is oil hardened tool steel and is self sharpening. 
Mower has shrub rod in front and extra tie rod in rear, which hold 
the frame rigid. Handle and roller are weatherproofed hardwood. Finish 
is lacquer. The machine weighs 36 Ibs. It is a 16 inch model. Sug- 
gested retail selling price east of the Rocky Mountains is $10.00. 

Reward Board 


yh REWARD] counter display 














WILL BE PAID BY THE Williams Lock & Mfg. 
WILLIAMS LOCK & MFG. CO. Co., Detroit, Mich., offers 


TO ANYONE OPENING THIS dealers this reward board 


counter display, showing a 
caer LOCK O »200% 


standard stock model Locko 
Riba pa atte padlock. The 
THIS IS AGSTANDARD | “““;;"* RUSTPROOF ard, which is orange 
STOCK NOBEL | coi nowiEn sTEzi with blue letters, offers 
a $25 reward to anyone 
opening the padlock. On 
the back of the board 
which measures 8% x 1034 
inches, are the conditions 
which must be complied 
with in order to obtain 
the reward offered. Board 
must be displayed at all 
times, in conspicuous place 
in dealer’s store where it 
may be plainly seen. No 
tools or mechanical devices may be used on the lock and the board 
must not be removed from the store at any time. Only one reward is 
to be paid on each board and no person may claim more than one 
reward. If and when opened the board with clamp intact and the 
lock with shackle must be returned by dealer direct to the Williams 
Company, accompanied by directions and dial numbers that opened 
the lock, together with dealers affidavit, showing that all of the above 
conditions have been strictly adhered to. The board remains the 
property of the Williams Lock & Mfg. Co. at all times and must be 
returned upon request. 
er 





SPARE TIRES 
TOOL CHESTS 


DESKS 
COAL BINS MAIL BAGS 
BOATS 








GARAGES: 
WILLIAMS LOCK & MFG. CO., Detroit, Mich. 


Board © BY" 10%" Orange with Blue Letters 





Lunsford Frost Wiper 


The Lunsford Frost Wiper is a simple device that it easily attached 
to any windshield wiper. It prevents frost and sleet from forming on 
the windshield. By means of a spring clip the device can be attached, 
in 10 seconds, to the wiper. Patented container does not smear,’ streak 
or discolor the glass, but instantly dissolves the frost and sleet, etc., 





according to the maker. The simple, convenient method of refilling 
with inexpensive containers appeals to motorists, who must drive during 
cold, stormy winter weather. Suggested retail price is $1.00 for one 
frost wiper and three refills. Refills are available to sell for the sug- 
gested price of 25c a package. Lunsford Mfg. Co., 2021 South Michi- 
gan Avenue, Chicago, Ill, is the maker. Dealer discount on both 
products is 40% 





The New Improved 


Roal REEL 











Outsells Them 
All 


Increase Your 

Hose Reel Sales 

With This Fast 
Selling 


Nationally 
Advertised 
Reel 


New Lower 
Prices for 
EGen esas 


Your Customers 


Will Demand It 


The ONLY port- 
able reel that 
permits using as 
much or as little 
hose as needed, 
without first un- 
reeling all of it 
to connect to the 
faucet. 


















Water Runs Through the Hose—ON THE REEL! 


- -. a brand new type of Reel . . . not like any you have seen or 
sold, Has so many ezvtra new and convenient features, so many 
extra uses Inside and Outside the house, every lawn and garden 
owner wants a Real Reel as soon as he knows about it. You know 
what a nuisance the ordinary ‘‘storage’’ type of reel is. Here is a 
REAL Reel, in name and in fact . . . and it has 10 uses to 1 of 
the ordinary reel. 


UNREEL Only As Much, Or As Little, 
Hose As You Need 


Real Reel is ALWAYS ready . .. no need 
to unwind all of your hose to connect to the 
> faucet. And when through sprinkling, turn the 
m crank and your hose is neatly reeled out of 
the way. No muss, no 
fuss, no kinks, no tan- 
gles, no more hose strewn 
over the lawn and ex- 
posed to the blistering 
sun, no more soiled 
clothes. 


Many Uses INside and OUTside House 


Ideal for waghing windows and porches, filling auto radi- 
ator. In basement during winter, Real Reel provides for 
wetting down coal and ashes, washing walls and floors, fill- 
ing laundry tubs, etc. 


i> 
MOVE SPRINKLER tN 

(BY REELING HOSE ~ 

ar nemmee 






Dependable Year-Round FIRE 
PROTECTION 
Left attached outside in Summer, Real Reel is always 
ready for fire; and in the basement in Winter when fire 
hazard is greatest, Real Reel provides positive fire protec- 
tion ready for instant and continuous use. 


ALL STEEL... For Lifetime Service 
Made entirely of steel with riveted joints . . . no wood: to 
warp or decay. Patented revolving joint 1s watertight 

. no leaks to waste, no messy puddles. Nothing to 
injure hose or get out of order. Holds 125 feet % in. 
or 100 feet % in. hose. FINISH: Drum and frame jet 
gloss black enamelled; standards and wheels green gloss 
enamelled. 


ASSEMBLY—3 Minutes, 4 Bolts... 
EACH IN CARTON 
Real Ree! is packed, partly k.d., in dustproof carton for 
parcel post, express or freight. Assembled in 3 minutes 
with 4 accompanying bolts, ship wt., 24 lbs. 


FREE Selling Helps... And Each Reel Sold Sells 
Others 

We provide free the kind of ‘“‘helps’’ you'll be glad to get and USE... 
circulars, letters, ads, display material. These ‘‘Helps’’ move Real Reel out 
of your store and ON the lawns . .. and each Real Reel on a lawn sells 
the neighborhood. 

Here is a Reel that beats all competition . . . a Reel that quickly intro- 
duces itself and pays you a pleasing profit. It’s the Reel your customers 
will want . . . the Reel you want for your own home and for your trade. 


Write your jobber .. . or write us. 


ANKER-HOLTH MANUFACTURING CO., Inc. 


Dept. 301 Port Huron, Michigan 
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PD. 




















For 


Carpenters— 


Every carpenter and builder 
needs a Blaisdell No. 660. 
It is a soft pencil that 
marks smoothly and clearly 
and fits the purpose. The 
bright red color makes these 
pencils easy to “spot.” An 
attractive display makes 
sales right away. 


For 
Marking Stock 


Every hardware dealer needs 
a Blaisdell No. 792-T for 
stock marking. This pencil 
is just right for making clear, 
readable marks and prices on 
tin, glass, aluminum, china, 
agateware and all polished 
surfaces. New string feature 
eliminates use of knife to cut 
strip before unwinding. Sell 
this pencil to other 
merchants and use it in 
your own store. 


Lumbermen— <Q 


oN 
Every lumberman likes the 
Blaisdell No. 1151. It makes 
a weatherproof and waterproof 
mark that defies the elements. 
Also a popular seller to rail- 
road workers; surveyors; steel 
mill workers; shipping clerks; 
and others. May be had in 


nine different colors. Write 


for prices. 
PENCIL COMPANY 


Awarded Gold medal Sesqui-Centennial 1926 











Coming Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

THIRD ANNUAL CONVENTION OF THE AMERICAN ASSO- 
CIATION OF MASTER LOCKSMITHS, Hotel Pennsylvania, 
New York City, Nov. 12, 1930. Walter S. Orrell, secre- 
tary, 206 Pearl St., New York City. 

CALIFORNJA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, San Francisco, February, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 


CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
June 9, 10, 11, 1931; place to be decided later. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
February, 1931; date and place to be decided later. 
Chas. R. Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1931. 
Headquarters, Owhyee Hotel. E. E. Lucas, secretary, 
Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
12, 1931. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. R. Y. Wallace, Director of 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 


| Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 


29, 30, 1981. 
Sheely, secretary, 
Indianapolis. 

IowA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Des Moines, Feb. 10, 11, 12, 13, 1931. 
Convention sessions at the Hotel Savery; Hardware Ex- 
hibition at Des Moines Coliseum. A. R. Sale, secretary, 
Hardware Building, Mason City. . 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Jan. 20, 21, 22, 23, 1931. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville. 


MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 


Hotel headquarters, Claypool Hotel. G. F. 
911 Meyer-Kiser Bank Building, 


| TION.AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 


1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1931; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 

MissourI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 19381. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 
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ROLL 
UP 
YOUR 

PROFITS 











AcME Casters sell 
as easily as_ they 
roll. The ball-bear- 
ing feature makes it 
possible to move 
furniture easily and 
noiselessly with full 
protection for floor, 
or floor covering. 

















The demand for ACMES in- 
creases year by year. Progres- 
sive dealers everywhere now 
sell these modern casters. You 
can easily build up your caster 
business by handling ACMES. 
Generous profits. Quick turn- 
over. Ready sales. Write us 
for sample and complete de- 
tails. 

















The Schatz Manufacturing Company 
Poughkeepsie, New York 





AGENTS: J. C. McCarty & Co., 258 Broadway, 
New York City 











TOPPED 
A Grand Slam 





Rixson Single Acting Overhead 


DOOR CHECK 


Many million times oftener than the nation’s 


bridge players “stop a slam,” these Rixson 
Checks, constantly on the job, check the slams of 


busy doors. And they make less fuss about it. 


The secret of this check’s success lies in how 
it eases the closing door and how long it stays 

















i) : : 
a faithfully on the job. It is guaranteed for two 
four CATALOGU pee 2 
$1 FEELS years—an finusual guarantee significant of un- 

al usual performance. Long service must be good 
64 7 

Write us for service throughout the years of use. Your cus- 

supplementary tomers will find this device sure and silent all 


data on new 
Rixson Items. 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, III. 
New York Office: 101 Park Ave., N. Y.C. 
Philadelphia Atlanta 


You Can Stake Your Reputation On 


its life. 


New Orleans Los Angeles Winnipeg 
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Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Bail Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 
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every Type and Size 





Reed and 
Prinee 
Products 
inelude: 


Wood Screws 
Machine Screws 
Cap Screws 

Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Stove Bolt Nuts 
Chair Rods 
Stove Rods 
Seat Rods 
Specialties 


Available in any fin- 
ish — nickel, blued, 
copper, bronze, brass, 
galvanized, plain, 
polished, cadmium, 
chromium. 





REED & PRINCE MFG.CO. 





| and prices. 


Reed & Prince Screw 
Products can be depend- 
ed upon for unvarying 
uniformity in strength, 
finish and dimensions. 
Every Screw, Nut and 
Bolt meets the highest 
standards of quality and 
accuracy. 

For GOOD WORK use 
dependable Reed & 
Prince Products. Your 
largest requirements can 
be handled promptly. 
May we submit samples 


WORCESTER, MASS..U.S.A. 


WESTERN BRANCH at CHICAGO - 3635 IRON STREET | 





| Coming Conventions 


MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Great. Falls, Mont., Feb. 12, 18, 14, 1931 
A. C. Talmage, secretary-treasurer, Bozeman. 


MOUNTAIN STATES HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Denver, Colo., Jan., 1931; exact 
dates to be decided later. John T. Bartlett, secretary, 
2005 Mapleton Ave., Boulder, Colo. 


NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 


NATIONAL HOUSE FURNISHING MANUFACTURERS’ ASSO- 
CIATION EXHIBITION, Stevens Hotel, Chicago, IIl., Jan. 
11-17, 1931. Warren Edwards, secretary, 308 West 
Washington St., Chicago, IIl, 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, University Coliseum, Lincoln, 
Jan. 27, 28, 29, 30, 1931. Headquarters, Lincoln Hotel. 
Geo. H. Dietz, secretary, 414-419 Little Building, 
Lincoln. 

NEW ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

NEW YORK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 
| NORTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 1931. 
C. N. Barnes, secretary, Grand Forks. 


OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1981. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 


OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29, 
1931. Charles F. Nelson, secretary, 207-208 Bloom- 
field Building, Oklahoma City. 


OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
| ASSOCIATION CONVENTION, Portland, Feb. 10, 11, 12, 

1931. Headquarters Multnomah Hotel. E. E. Lucas, 
| secretary, Hutton Building, Spokane, Wash. 


PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 4, 5, 6, 1931. 
| Headquarters Davenport Hotel. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
| ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
| 
| 
| 





mercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 1931. 
W. Glenn Pearce, secretary-treasurer, 610 Wesley 


| Building, Philadelphia. 
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Robertson 


“Horseshoe Magnet” 


(TRADE MARK) 


Tack Hammer 


THE distinctive feature of this hammer 
is that one end is a permanent horseshoe 
magnet adapted to hold a tack or nail 
for driving in any place where it is im- 
practical to hold the tack or nail with 
the fingers or to use an ordinary ham- 
mer. 


THE ORIGINAL 
“Horseshoe Magnet” 
HAMMER 


Forged Steel. Strong durable magnet 








The Hammer Holds the Tack 











A Practical and Superior Tack Hammer 


Special shapes and sizes for Bill-Posters, 
Sign-Men, Window-Dressers, Upholsterers, 
Decorators, Paper-Hangers, Casket Trim- 
mers, Crate and Box Makers, and other 


trades. 


ARTHUR R. ROBERTSON 


Sole Manufacturer 
596 ATLANTIC AVE. 


BOSTON, MASS. 


Trade Marks Registered U. S. Patent Office 




















SHERMAN 


Se ace 
Made of Mounted 
Solid On 
Brass Heavy 
Heavily Pressed 
Nickeled Steel 
To Last Base 





PORTABLE 
SPRAY HEAD 





Creates Big Extra Sales 
of Hose and Fittings 


This simple device connects right up with hose 
in series and creates a portable lawn sprinkling 
system that is so LOW IN PRICE every home 


owner can afford several. 


Made of SOLID BRASS—cannot rust; fits 
standard size hose; will not tip over; needs no 
adjusting; gives a perfect mist-like spray and 
covers a wide area. Will not damage tender- 
est plants or finest lawns. 


Sells EXTRA Coupling Equipment to divide 
old hose and also sells NEW HOSE to ex- 
tend system. Most customers buy a carton of 
4 Spray Heads with 2 Caps. For homes, 
nurseries, parks, gardens, cemeteries, golf 
courses, playgrounds, estates, etc. 


Sells the fastest of any item we have ever put 


out. 


ORDER NOW! 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 


TTT LAS I LT 
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There’sa 
Law against 
Selling that kind of 


Garage Door Hardware 


An economic law that forbids the sale of garage door in- 
stallations that balk, stick, jam or in any other way cause 
dissatisfied customers. The penalty for breaking it is un- 
usually severe—one to ten years at hard labor with con- 
stantly decreasing profits, then failure! There’s no 
clemency to be had in a Bankruptcy Court. 


There’s no escaping it—the hardware merchant who in- 
tends doing business at a profit will start his merchandising 
program at the moment he decides upon the line he is to 
stock. He will inquire more closely into the reliability of 
the company manufacturing it, their ability to serve him, 
the quality of the materials they use, the principles upon 
which their product depends for its successful operation. 
In the matter of garage door hardware, he will choose 
ALLITH because ALLITH installations are noted for their 
easy, trouble-free, never-failing performance—because they 
wear longer, withstand abuse better and give customer- 
making, profit-building satisfaction. 


Write for our catalog today. 


ALLITH-PROUTY COMPANY 


Danville Illinois 


Manufacturers of 


Fire Door Hardware 
Overhead Carriers 
Door Hangers 
Malleable tron Washers 
Stadium Seat Brackets 


Garage Door Hardware 
Rolling Ladders 

Spring Hinges 

Airport Door Hardware 
Industrial Door Hardware 


Certified Malleable tron Castings 
Manufacturers of the finest line of Airport and Garage Door Hardware 


Allith 








Coming Conventions 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. J. V. 
Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 13, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 


SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5, 
1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 


TEXAS HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION, Baker Hotel, Dallas, Jan. 20, 21, 22, 1931. Dan 
Scoates, secretary, College Station. 


VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1931. 
Thos. B. Howell, secretary, 802 Broad St., Richmond. 


WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Charleston, Jan. 20, 21, 22, 1931. 
Headquarters, Daniel Boone Hotel. Exhibition in the 
Armory Building. James B. Carson, secretary, 708 
Mutual Home Building, Dayton, Ohio. 


WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 
kee, Feb. 3, 4, 5, 6, 1931.. B. Christianson, secretary, 
Stevens Point. 





PEEWEE GOLF MAY BE ANSWER TO STOVE PROBLEM 
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—Talburt in the New York Telegram 
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Sturdy — Dependable 
Well-Constructed 





A new Blair line meets low- 
priced competition 


Now you can display a line that will meet 
every demand for low-priced mowers. No 
longer need you see good customers taking 
good business across the street 


—For— 


The Blair Company—known over fifty years 
as manufacturers of quality mowers—have 
brought out a line’ which bears the famous 
Blair name. Every mower is guaranteed— 
every mower carries the Blair exclusive 
Drawcut principle—is sturdy, dependable, 
well-constructed. 


— — 


you have on hand a wide selection of quality 
mowers, everyone is bound to be satisfied. 
Don’t overlook the fact that this low-priced 
line will also help your sales of high-grade 
Blair mowers such as the Hercules, Pilgrim, 
Automatic and Universal. 


Ask your wholesaler for details and prices or 
write us 


BLAIR MANUFACTURING COMPANY 
Est. 1879 
Springfield, Massachusetts 





BLAIR Drawcut 
LAWN MOWERS 

















No. 220 


hroughout 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 
portant part they play 


in daily service. 


(GRIFFIN 


nufacturing Cbmpany 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren St. BOSTON: 76 BATTERYMARUH 
CHICAGO: 555 W. RANDOLPH ST. SAN FRANCISCO: 703 Market ST. 
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President Nichols’ Address 


(Continued from page 90) 


pends largely upon the manufactur- 
er’s understanding of the application 
of sound fundamentals, and together 
the manufacturer and the wholesaler 
must realize that the retailer is the 
‘neck of the bottle’ for all distribu- 
tion and their success in keep 
ing that channel of distribution open 
depends upon the assistance they ren- 
der the retailer who in turn must re- 
ceive a just compensation for his ser- 
vice to the public. 

“Our country has greater financial, 
scientific and natural resources than 
any other country. Our capacity to 
produce and consume is not equalled 
by any nation. Our people enjoy priv- 


ileges, luxuries and pleasures not en- 
joyed by other people. Our industries 
and businesses have not reached the 
saturation point. But in order to con- 
tinue with our advancements we must 
realize that every individual has a 
personal duty to perform, others have 
their own duties and responsibilities 
and cannot carry his along with 
theirs, so every one must contribute 
his share of effort and cooperation, 
every one must give of his time and 
energy and thought.” 

President Nichols then introduced 
J. E. Stone, president of the Ameri- 
can Hardware Manufacturers Asso- 
ciation, who said: 


“There must have been some mis- 
take in the program, because I no- 
tice I am down for an address, and I 
de not propose to make one. You 
have too much pleasure in store for 
you from the speaker who is to fol- 
low after me for me to take your 
time. I simply want to echo the re- 
marks Mr. Nichols made in his open- 
ing statement and express the great 
pleasure it gives us as members of 
the American Hardware Manufactur- 
ers Association to meet you here again 
in. these pleasant surroundings.” 

Following President Stone’s_re- 
marks, President Nichols introduced 
Dr. Edward J. Cattell, Philadelphia, 
as the speaker of the evening. Doc- 
tor Cattell’s address on “The Turn of 
the Tide” was well received. 








Talk by L. E. Crandall 


(Continued from page 94) 


Therefore, this job of selecting men is 
one of the most important responsi- 
bilities in the conduct of business. 

“I am unalterably opposed to mass 
management of salesmen. 

“There are no finer, better or more 
capable men in the world than those 
engaged in the profession of selling, 
but the very nature of their work 
makes a good salesman temperamen- 
tal and sensitive. He needs individual 
and personal attention. 

“When he is in good temper he will 
cooperate ambitiously; he is an opti- 
mist and a worker and his success 
demands that he be constantly on 
edge, and just as long as he is not 
mentally aggravated or depressed he 
will produce up to expectation. 

“But we must not be unmindful that 
he is facing circumstances and condi- 
tions which have a tendency to stifle 
the hope and strangle the efficiency of 
the most courageous and brilliant 
sales producer. It is for this reason 
that every man should be trained for 
his territory as well as his work and 
by close contact with key men of his 
company must be kept always in 
training. In my opinion, it is just as 
important to train a salesman for a 
territory as it is to train a ball player 
for his position. Too many salesmen 
are not playing their natural positions. 

“Many salesmen seem to be more 
concerned with making calls than in 
making sales. They carry samples for 
they have ample space in the automo- 
bile to carry a nice line, but they are 
traveling at high speed—making ab- 
breviated calls—and even though they 
have samples in their car they cannot 
spare the time to show them. 

“One of our sales managers re- 
cently sent a specialty man with a 
car full of spring samples, to help a 
capable regular salesman. Through 
their combined efforts to show the 
complete line of samples they sold 
some very nice orders. The regular 





man was in St. Louis recently and took 
occasion to tell me of the splendid 
business they had. I replied, ‘That’s 
fine; it always pays well to show sam- 
ples,’ and he replied, ‘Yes, that’s true, 
but it certainly does slow you down. 
Why, it took me a whole week to get 
back on my schedule.’ 

“For the salesman who has found 
himself, the automobile is undeniably 
a helpful and useful means of trans- 
portation for both salesman and sam- 
ples, but the tendency nevertheless 
does exist with too many men to speed 
away from business. 

“The most potent adjunct to selling 
is buying, and jobbers as a class have 
been out-bought (and out-sold, for that 
matter) by catalog houses, and I rec- 
ommend that careful attention be 
given to their buying practice. 

“A company either puts strength 
into the salesman or takes it out of 
him. Therefore, strengthen him by 
telling him all you know about the 
truth and the cause of circumstances 
and conditions, which he does not un- 
derstand and cannot explain to his 
trade; furthermore, ignorance of such 
matters is a highly destructive agent 
to that confidence which is so neces- 
sary to good sales performance. The 
salesman wants to be loyal to his 
house, but he is daily in competition 
with circumstances and _ conditions 
which are originated by factories. He 
fights this situation pretty much in 
the dark and is mentally depressed by 
the thought that he does not get the 
backing from his company that he de- 
serves. The fact of the matter is that 
he must frequently make allowances 
and apologies for the stupidity of his 
house for their inability to correct 
some of the flagrant inconsistencies 
in the industry.” 

In concluding his remarks, Mr. 
Crandall said: 

“Understanding is the power house 
of business. We crave to understand 


—certainly a problem cannot be solved 
without understanding—hence we are 
facing problems which are unsolved 
because we cannot understand. 

“Why is it that manufacturers sell 
their trademarked goods, which have 
been advertised to the public, to the 
jobbers to be resold through retailers 
to consumers, and at the same time 
destroy the consumer demand for 
quality merchandise by selling similar 
products unbranded to mail order 
hcuses and chain stores at prices which 
represent only the cost of labor and 
material, no overhead, and which are 
sold to consumers at 20 to 40 per cent 
below the branded retail price. 

“Why is it that the manufacturers 
will pick off the large accounts over 
the country and sell them at a pre- 
ferred price and leave the country 
trade, where the selling expense is 
high, to the jobber? 

“Why is it that a manufacturer will 
sell the jobber at one price, the chain 
store at another, the public utility sta- 
tion at another? 

“Why is thatthe manufacturers of a 
gun of recognized brand should sell 
the same product unbranded to chain 
stores for less money? 

“Why does a manufacturer expect 
the jobber to maintain prices when he 
sells preferred accounts at. preferred 
prices? 

“Why is it that manufacturers of 
certain hardware products will sell the 
drug chains at lower prices than hard- 
ware distributors? 

“These problems and more like thei 
we do not understand. 

“The salesman, who is confronted 
with competition through these vari- 
ous and diversified channels, does not 
understand, therefore, if at times it 
seems that he is not cooperating or is 
not selling certain lines up to expec- 
tation, do not condemn him, for he 
does not understand the dubious, 
sinister, ominous and rapacious incon- 
sistencies which prevail in this indus- 
try, which none of us quite under- 
stands, and until we do they will re- 
main unsolved.” 
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INDIANA 


X-TRA QUALITY 4 















Just as that extra run often wins a ball 
game, so does that X-tra Quality win sales 
for Indiana Shovels. 









The steel used in making these famous shovels is the kind 
used in the finest plows in America. You know the rough 
treatment plows withstand—then, pity the man who tries 
to “wear out” an Indiana X-tra Quality Shovel. 







Send for Catalog 


INGERSOLL STEEL & DISC CO. 


Successor to The Indiana Rolling Mill Co. | 
Newcastle Indiana 
















Aime And Now—“‘Lauson Quality” 


in this remarkable new 


ly, to 34 H.P. 
Gas Engine 






The perfect substitute for 
the 4% _H. P. electric 


motor for powering 
Washing Machines. 


Jobbers—Dealers— Manufacturers 
Investigate the superior mechanical 
merits and adaptability of this gas- 
motor for powering the washing ma- 
chines you sell or make. 


Visible 
o 
Supply 


Proven Design—No Untried Features 
Everything in it has been adapted 
from other types of Lauson engines— 

Famous for 35 years in Agricultural 

and Industrial fields. 


Write for Fully Detailed Also 1 to 1% H.P. Water Cooled and 1% to 2 and 
ulletin 2% to 3 H.P. both Air and Water cooled. 


The Lauson Corporation, 500 Jackson St., New Holstein, Wis. 
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W hat is a 


Customer Worth? 


HERE are only two ways to increase your volume of 
business. The first is to develop the business of each 
customer so that he buys more goods from you. The 
second is to increase your number of customers. 
One way to do this is by offering them the opportunity 
to find out exactly what they weigh without the necessity 


of fumbling around for a penny or feeling that you ex- 
pect a profit—no matter how small—whenever they do get 


weighed, 


On the front of the scale pictured is a 
neat transfer calling attention to the fact 
that free weight is given with the compli- 
ments of the store. With each scale is 
packed an attractive card for use in win- 
dow or on the counter. This card says, 
“Free Wate With Our Compliments On 
ee Automatic Scale. Just Step 

a ae” 


A hardware store which used this scale 
wrote us that it had developed several 
dozen new customers from those who 
came into the store to get weighed free 
and developed the habit of coming in 
every few days for the same purpose. 


If you are interested in building cus- 
tomers for your store, please ask us to 
send you complete bulletin on this scale 
and quote a PRICE that will open your 
eves. 


Hanson Scale Company 
525 N. Ada St., Chicago 














2305 Davis St. 








Moe’s Top-Fill Cleanable Fountain. 
Insulated Double Walls. 


Keeps water warm in winter, cool in summer, and clean 


and fresh at all times. : 
One of many good items in “Moe’s Line” of Supplies. 


Write for new Catalog No. 20 


HoEFT & COMPANY 





North Chicago, Il. 

















Simonds Windowless Plant 


Saw Manufacturer Foresees 


33 Per Cent Gain In Efficiency 


NDUSTRY’S first windowless factory building, en- 
I tirely without daylight and embodying radically 

advanced ideas for the scientific creation of ideal 
light and other working conditions for employees, is to 
be constructed by the Simonds Saw & Steel Co., Fitch- 
burg, Mass.” ; 

Plans for the novel $1,500,000 plant, said to mark the 
most drastic departure in industrial building in recent 
years, have been announced by A. T. Simonds, president 
of the company. Decision of the company to build at 
this time is based upon confidence of officials that busi- 
ness recovery is near and their belief that present con- 
struction costs are favorable for immediate expansion 
against future needs. 

The structure will cover nearly two city blocks and 
will have solid walls and roof punctured by neither 
windows nor skylights. Elaborate systems will be in- 
stalled for lighting, ventilation and noise absorption 
through acoustical walls and ceilings and other means. 
The August 21 issue of HARDWARE AGE carried, on 
page 45, an item concerning the planning of the struc- 
ture. ; 

Biological and psychological studies have been made 
to determine the effects upon human efficiency of such 
factors of workshop environment as light, temperature, 
sound and color. All machines will be painted an orange 
shade, to lift their visibility and help reduce accidents. 
Walls and ceilings will be blue, green and white. The 
lighting system will be arranged to supply ultra-violet 
rays. 

It is the company’s aim to surround its workmen with 
conditions found to be most ideally conducive to safety 
and good health and to free them from fatigue and 
nervous strain, with consequent better production. Ex- 
periments conducted by the company have indicated that 
an increase in efficiency by as much as 83 per cent may 
result from the new methods. 

Illumination of the building will be accomplished by 
hundreds of 1000-watt lamps. The lighting system will 
provide uniform light intensity, not possible in daylight 
factories, dependent upon the cleanliness of windows 
or upon changing conditions of the weather. 

To combat distracting noises in the plant, all heavy 
machines and drop hammers are to rest on cork pads 
isolated from the remainder of the floor. All air in the 
building will be changed every 10 minutes, fresh air 
entering the building being purified and tempered to the 
proper temperature. 

The Simonds company was founded in 1832 to produce 
seythes. Later it started the manufacture of saws and 
now has eight factories and a steel plant. Production 
of three of the factories, one in Chicago, IIl., and the 
others in Fitchburg, will be concentrated in the new 
plant. Construction work is to start in the next few 
weeks, and the plant will be ready for operation early in 


the spring. 
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EVIDENCE 


As evidence that Thompson 
Blades have established 
themselves where quality 
means something, we have 
sold ONE BUYER more 
than 36,000 gross of Hack 
Saw Blades on the WORK 
VALUE basis. 


ASK ABOUT IT 


vW 
a 
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PROFIT FOR YOU 


You, too, can now buy 
Thompson Hack Saw Blades 
on the same definite stand- 
ard of performance—WORK 
VALUE basis—at the same 
price you would pay for or- 
dinary blades. It means in- 
creased sales and more 
profits, 


ASK ABOUT IT 


FREE...MIL FLEX COUNTER DISPLAY 


A Sales 


VERY dealer will want this sure-fire profit 
maker, for the Mil Flex Counter Display is the 
busiest little business getter that ever sat on a 
counter. 
Your sales of Mil Flex Hack Saw Blades will soar 
from the day this top-notch salesman gets on 
the job. 
It’s new, snappy, compact, of heavy-gauge steel, 
and it’s handsomely enameled and lettered in 


Booster 


bright, attractive colors. 


Requires little counter 
space, yet provides ample room for good stock of 
best selling sizes. 

The quality of Mil Flex Blades has been fully 
established where quality counts. ese same 
blades are now available to you at the price of 
ordinary blades. 

We'll include a MIL FLEX COUNTER DISPLAY 
free with an order for either of two of our Mil 
Flex Hack Saw Blade assortments. 


Write for Booklet, Prices and Details. 


THE HENRY G. THOMPSON & SON CO. 


Established 1876 


NEW HAVEN, CONN., U. S. A. 














ESICO 


“ JUNIOR” 
Soldering Irons 


Their quality and performance in 
keeping with ESICO Industrial irons. 


Are being advertised in 
magazines of large national 
circulation. 


These magazines are sub- 
scribed to almost entirely by 
radio repair and service men, 
experimenters, engineers and 
mechanics of all kinds. 


Be sure and display a card 
of these wonderful irons. 
You will find that they move 
exceptionally well. 


Priced at $2.75 


Order a standard package (6 irons, 3 on card 
and 3 in boxes) from your Jobber or direct. 





Electric Soldering Iron Co., Inc. 
135-139 W. 17th St., New York, N. Y. 





Don’t forget! 


“FAIRBANKS” 


—On a 
Hand Truck 
Push Cart 
Fibre Car 
Wheelbarrow 
Wheel or 
Caster 


is Your 
Guarantee 
of the 
Quality of 
the Product 





—ii— 


Which We 
Stand Back of 


Ihe FAIRBANKS Company 


BOSTON NEW YORK PITTSBURGH 
Factory—Rome, Ga. 
SOLD EVERYWHERE 
Write for our No. 950 Catalog. 
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Wood 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 











THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 


















The Little | PECORA PAINT CO. 














Manufacturers 
Package PaILADELPHIA-PAL 
with the { Est. 1862 by Smith Bowen 





BIG Sales Possibilities 


You can stow away a dozen of these cartons 
on a small section of shelf space but they 
begin to look big when you consider the 
turnover and profit. Fine for repairing 
cracks in plaster or tile. 2% to 15-lb. 
cartons. Write for samples and prices to 
Pecora Paint Co., 4th St. & Glenwood Ave., 
Philadelphia, Pa. Established 1862 by 
Smith Bowen. 























Germany and the Passion Play 


(Continued from page 134) 


one hears many interesting facts. The 700 members 
of the cast are all selected from the population of 
Oberammergau. There are no professional actors, no 
professional stage directors, electricians or managers. 
The village blacksmith plays a part, as does the grocer 
and the butcher, storekeeper and other everyday per- 
sons, and the whole is done well. The “casting” is 
done by a committee, and each player is selected for 
his particular part, judged not only by his ability, but 
his personal life and temperament is a vital factor. 
Naturally there is friendly rivalry for the leading 
parts. This year a beautiful young girl with an ex- 
cellent voice and physique, very much wanted to play 
the Madonna, but while she was 100 per cent perfect 
in every particular, she had been engaged to be mar- 
ried three times, and three times she had broken the 
engagement. She was rejected for the Madonna, but 
she was given and played the part of Mary Magdalene! 

Anton Lang, for three successive decades, has 
played the Christus, but now he is a “middle aged 
man” just as you and I are, so he gave the Prologue, 
and the Christus was played by a younger Lang (not 
a relative, Lang being a very common name in Oberam- 
mergau). He was admirably suited and did the part 
well. However, I was told he built a hotel and cared 
for 100 visitors. The people did not like the idea of 
his commercializing his~ position. I should not be 
surprised if some one else is selected for the part in 
1940. 

Only unmarried women and no bobbed hair flappers 
can take part. For two years previous the male mem- 
bers of the cast let their hair and beards grow, and 
they present a grotesque appearance walking about 
the village in golf suits before and after the perform- 
ance. The tableaux were planned by a native citizen, 
who is a sculrtor, and Max Reinhardt could not have 
done better. The costumes, coloring and scenery by a 
native artist, were beautiful and harmonious. Could you 
tell 700 people what color dress to wear in each of 
eighteen different tableaux and not have any of the 
colors clash? : 

The Auditorium was planned by a local architect, 
built by local mechanics. Every piece of scenery, 
every curtain is electrically operated, and never 
touched by the human hand, and all of this in a little 
country town of 2200 population. 

As you know, I am not very religious. I “got salva- 
tion” when a boy, and like my vaccination it “took.” 
I never could understand why I shovld go to church 
every Sunday, and I do not. I was reared in the Pres- 
byterian Church, but I “danced out.” Nevertheless, I 
believe if a man does not lie, cheat nor steal, and leads 
a decent moral life he will go to heaven, if there is 
one. 

And remember this—a man is best known by his 
own generation. After he is gone his errors are for- 
gotten, and succeeding generations extol his virtues. 
Now Christ was loved by the people who lived when 
HE lived, and who knew him best, and he was the 
only man for whom so important a change was made as 
the calendar—ANNO DOMINI!! 

Again, when I see two plants growing side by side, 
getting sustenance from the same soil, warmed by the 
same sun, and moistened by the same dew, and one 
producing a blue flower and the other a red, then I 
know there is a God. 

(Continued on page 192) 
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A Goole — “Hivinly” Hod— 3 
== At / Z 
N E W LI N E o father i a ; < 


of WALL products 
at a NEW LOW PRICE 























Troven lower in price than ever before, each is a newly devel- 
oped WALL product designed to serve best your most particular 














needs, without the sacrifice of typical WALL quality features! 
It will pay you to get in touch with your jobber at once—or for 


jobbers to get in touch with us, 


P. Wall Mfg. Supply Company - Pittsburgh, Pa. 


DREADNAUGHT 


**Service with Safety”’ 


BLOW TORCHES .- - FURNACES 
AND OILERS 








told me, that they'll 
be givin’ me a harp 


whin Oi go to 
Hivin’ an’ Oi'll sit 
an’ play sweet 





music all the day— 


But, O’im av the opinion, an’ begorrah, it will 
plaze me better, that phwat they’ll be after givin’ 
ould Pat will be anither hod—a golden wan, sit 
with di’monds—that’ll carry a da-cent load with- 
out la’kin’ all over a gintlemin’s shoul-dher.” 


NEVER DRIP STEEL MORTAR HODS 


Cannot leak. Made entirely of steel with wooden 
shoulder saddle and handle. 
fork pressed from heavy gauge steel 
only 11 Ibs. 


Edges reinforced— 
Weight 


Get @ stock in. They 
sell easily with an 
excellent profit. 
Write today for 
prices. 





The Cleveland Wire Spring Co. 


CLEVELAND, OHIO 























PERFECTION 
NUT CRACKER 


with controlled 
sliding jaw 





Send 
for 
Circular 





Bow! Model 


Sold 
Exclusively by 


Malleable Iron 
Fittings Co. 


Branford, Conn. 





Some Slants on Selling More Hardware 

















New Angles That Have 
Paid Big— 

HERE’S a reason why some hardware merchants 

get along better than others. The difference is in 
their methods. Right methods are the result of experi- 
ence, judgment and resources. 
Half a century of specialization in the problems of retail 
merchandising has given the Heller organization a wealth 
of information on the science of profitably selling hard- 
ware. We have examined the reasons for both success 
and failure. 
If you are a hardware merchant, if you are ambitious, 
if you are open minded—send today for this book. It 
will be sent without cost. 


HELLE R exw 


Sign in the Margin. W. tA HELLER & CO. 


Tear out this ad and 700 Bryant St., Montpelier Ohio 
mail today. 10A N. Y. Office: 20 Vesey St., Suite 500 


Business 
Building 
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Thats the Rule Twant 
The, FARRAND RAPID RULE 


The Original Rigid-Flexible-Concave Rule 
Distributed Through Wholesalers 
Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 














cmenes 
hee 
Saeae for your convenience/ 
__.. SCREWS ALL OUR BOLTS ARE PACKED IN 
STEP STURDY CARD BOARD BOXES AND 
BOLTS PACKAGES. THEY ARE CONVENIENT 
= =. TO HANDLE AND STACK WELL ON YOUR 


errr rre titty 


SHELVES. EACH BOX PLAINLY MARKED 
WITH ITS CONTENTS. 
OUR PRICES ARE 
RIGHT AND DELIV- 
ERIES EXCEP- 
TIONAL / 


SET oT SCREWS 


_CiarkBros Pout (b _ 


Studebaker Ave. 


Gums MILLDALE, CONN. Go 














All we can do is remember the old pre-prohibition 
toast: 

“We come into this world naked and bare, 

We go out of this world we know not where, 

But if you’re a good fellow here 

You’re a good fellow there.” 

Now you get my rersonal attitude toward religion, 
and I tell you in all sincerity I sat from 8 a. m. to 
noon, and from 1 to 5 p.m. Could not understand a 
word of the play, spoken in German, but I was thrilled 
and held spell-bound. And in the sadder scenes, The 
Garden of Gethsemane, The Last Supper and The 
Crucifixion I could not keep the tears back, nor could 
the majority of the other 5199 who were present. To 
describe each tableaux is impossible. As you know, 
they depict the lift of Christ from birth to resurrec- 
tion. 

Now you might think the whole experience was de- 
pressing, and perhaps some might think the play 
sacrilegious. Not at all. The sincerity and sanctity 
of the play was everywhere—on the streets, at your 
domicile. Everywhere there was an atmosphere of 
brotherly love and kindness, and I came away feeling 
that after all life is worth while, and the world is 
better for His having lived, and that we too are hap- 
pier and feel better when in our humble way we try to 
follow his teachings for ‘‘’Tis conscience that makes 
cowards of us all.” 


American-National 


Sidecar Velocipede 


The American-National Co., Toledo, Ohio, produces the No. 120 
tubular sidecar velocipede. It has non-rust bicycle spoke ball bearing 
wheels and pedals and 14-inch auto tread rubber tires. Sidecar is 





constructed of heavy sheet steel with strong body springs mounted on 
a l-inch tubing frame. It has a leather cloth stationary sport top. 
Vehicle is finished in maroon with fancy white head and striping. In- 
cluded in the equipment is a bicycle bell and tool bag with wrench, oil 
and oil can. Dealer cost on this model is $16.25. 


Ilco Lock 
Display Stand 


The Independent Lock Co., Fitchburg, Mass., 
offers this display stand to dealers. It is con- 
structed of heavy wood and holds eight night ml 
latches mounted complete. The entire display 
may be easily turned on a swivel enabling a 
customer to see exactly how the lock operates 
as well as. how it looks installed. The display 
stands 20% inches high and is finished to har- 
monize with the. fixtures of every store. 
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New York 


| *.s02,* THE JAMES SWAN COMPANY, Seymour, Conn. 





Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 
BORING MACHINES AND EXPANSIVE BITS 


Buy only Carpenters’ Tools bearing the Trade Mark which stands for quality 
Awarded Medal of Honor on Mechanics Tools at Panama-Pacific Exposition. 

















ARMSTRONG BROS. Improved 
All Steel PIPE WRENCH 


Improved ball and socket action elimi- 
nates usual “frame.” Nut cannot fall 
out. Side pull strain taken up by 
forged lugs. No exposed 
springs. Replaceable Tool 
Steel Jaws 














DISPLAY THIS STOVE PIPE 


WITH PRIDE AND PROFIT 


It will help to brighten your store 
display, just as it will help to 
brighten the kitchen and replace 
that unsightly, grease-collecting. 
black pipe. 

And to display means to sell. 

Three practical, attractive, dur- 
able materials. 

High in Quality—Moderate in 
price. 


Chromium Plated 
Resists heat and rust. 
Easy to clean. 


Everlasting in the brightness it imparts to 


the kitchen. 
Nickel Plated 


Its brilliancy endures. 


HAND PLUG DRILL 
a Easy to handle and set up. 
. Aluminum 


Stone -Working Tools Since aluminum is favored in kitchen utensils, this 


stove pipe will be an easy seller. 











You will thrill at the 
“feel” of this wrench— 
at its exceptional strength, 
simplicity, and efficiency. It 
is truly an improved tool typi- 
cal of the ARMSTRONG BROS. 
Line of Better Pipe Tools. 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 


Write for 
Catalog 
P-10 

















All the above made in pipe, elbows and collars; 


and Supplies standard sizes. 


Jobbers and Representatives will find ours a profitable 


Catalog on request line. 


TROW & HOLDEN CO., Barre, Vt. ee eee Seat ae 


S ERS Pivot Befring, Grip Neck, Ball 
Bearing, Truck Casters, Institution, 


Ete. 


FAULTLESS CASTER COMPANY 
EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 
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ge HOW BIG? HOW DEEP? 


Those holes you or your customers want to dig in the 
earth, post holes, well boring, soil testing, boring for 
sand, clay, gravel, phosphates, etc., can be bored easily, 
— and cheaply with the IWAN Post Hole & Well 
Auger. 


Sizes 2 to 16 inch diameter, 8 inch. 
most popular size for general use. 
None genuine’ without “IWAN 
BROS.”’ cast on the handle casting. 


We also make the IWAN Hercules post 
hole digger, a good two-handled digger. 
These are two good tools for all hardware 
dealers to sell. Get them from your jobber. 


IWAN BROS. 


SOUTH BEND, IND. 


Manufacturers of post hole augers and 
diggers, hay knives, tile drain cleaners, 
sidewalk cleaners, barn serapers, revolving 
chimney tops, etc. 














In their new window-front 
colored packets 
Moore Push-Pins 


and 


Moore Push-less Hangers 


attract attention and sell quickly. 


Write to your Jobber for a Display 








Style F Style G Style L 
Contains Contains Contains 
42 Packets 48 Packets 150 Packets 


Push-Pirs only 


Moore Push-Pin Co., Philadelphia 


BIG SELLER 


In Tire Chain Season 








Opens and closes 
chain links with 
little effort. 





éé e 99 . 

Necessity’ Tire Chain Repair Tool 
Makes a tire chain repair in a few seconds any time, any- 
where, without removing chain or deflating tire. Indis- 
pensable to the tool kit. Guaranteed for a year. ASK 
YOUR JOBBER. 


M. W. ROBINSON CO., 28 Warren St., N. Y. C. 











trig Cet 


B Style N 
and Straight 
straight Bad Cus Orel Bnd Cut 


CAROLUS CUTTERS 


. tt tools for every . Kor i and jammed 
sate ir ‘tor cutting ‘baltaolther stralehe ‘oe saduewe wish oat & 


nuts or for cutting bolts—either 
ail shave. Too! steel ; tough 


splitter. 


If jobber connot eo we direct Te Uiecare ont 
CAROLUS MANUFACTURING CO. Sterling, ‘Tiktmots 











Sales Representatives—Surpless, Dunn & Co. 
New York “Chicago 














Potential customers, too, if your toy 
line is carefully selected to include 
what little girls find desirable. In the 
second week’s issue each month 
Hardware Age has specialized edi- 
torial features on toy merchandising, 


and the editors never lose sight of the 
fact that there are just as many little 
girls as little boys in the families of 


your customers. 


HARDWARE AGE 


239 WEST 39th ST. NEW YORK CITY 
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For Big Heavy Jobs 


COES Steel Handle Wrench is the best wrench 
to sell for heavy work and use under extreme con- 
ditions. It has an unfailing grip, great strength 
and wonderful leverage. Sizes: 6 to 21 inches. 
Ask your jobber. 


BEMIS & CALL CO. 
Springfield Mass. 





We Are Headquarters 
for Washers of Every Type 


Make all kinds and sizes of Wrought 
and Steel Plate Washers. Roll the 
plate expressly for the purpose at our 
own works. Have specialized in this 
work for over 40 years. Also STAMP- 
INGS. 

Buy from Headquarters and save 
money. Send for 45 page Catalog. It 


contains practical washer information 
that every dealer should know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 


The World’s Largest Producer of Washers 
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DOLD PEDO PEPER DED AP ia 





THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warechouseo—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohie. 











| 


“"Fortify ite) : = le 
Fire Fighting _ (a eS 


TYPE = | _ 
x 
tt p ene Manulactaring Compan} | 
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BARTLETT ji, PRUNER 


No. 777 
DROP- 


FORGED A 


Designed by experts who understand requirements. Most 
men are right-handed. That’s why we constructed this Pruner 
so that the blade may be placed next to the body or main 
limb of the tree, with hook handle held in left hand. This 
leaves right hand free to operate blade. Hook remains sta- 
tionary as blade closes. No twisting around branch—no 
ae injury. Blade and hook are Drop-Forged from Crucible 
ool Steel. Send for prices. 20” and 26” Handles. 


BARTLETT MFG. CO. * ‘detroit, Mich” 































We are manufacturers and, distributors under the ori riginal 
WEDGES for an ex 


Grady patent-- STOCK G 
profit at your 1 Tool Counter 


Distributor East of Den tributor West of Denver 


LAN N P. SMITH “ING. UNITED SALES CORP. 


Irvington, N.De m Francisco. Cal. 


EVERYTHING Write for Catalogs and Prices 


in IRON, WIRE The Stewart Jron Works Company, Inc. 


d BRONZE 
= os Fs 625 Stewart Bldck, Cincinnati, 0. 

















The symbol of 
quality in chain 


There {s an ACOO Chain for every 
industrial, farm and home ru 

in bulk or made into specialties. 
Concentrate on this profitable 
quality line. Made by the world’s 
largest manufacturer of welded and 
weldless chain. 


AMERICAN CHAIN CO., Ine. 
Bridgeport, Conn. 


Makers of the Famous Weed Tire 
Chains 
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CLASSIFIED OPPORTUNITIES 

















CLASSIFIED ADVERTISING 





advertisements at Special Rate of 
eme cent a word, minimum fifty 
cents per insertion. 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


RATES apply te “Business portunities,” “Sales L inch.........- ececcccccccccss 1O5.00 
Accounts Wanted” and “Sales Repr Each additional inch.........+++++ 4.00 
Positions Wanted and Help Wanted — 4 insertions, 10% offy © insertie 
ions Wan n e ms, 3 8 insertions, 15% eff 
a p wan Set Solid, Minimum of & lines......$3.00 Due te the special rate, these discounts do 
Eack additional lime....... eocese 60 not apply on Position Wanted or Help 


All Capitals, Minimum of 5 lines.... 400 
Each additional line.. 
Average 10 words te a line publication. 

Allew One Line fer Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 





Wanted Advertisements. 


HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 








Address your advertisements and replies te 
HARDWARE AGE, Classified 
239 West St., New York City 























BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





GOING BUSINESS—Will sell account other interests. Does NOT 
offer speculative profits, but is sound business and will show good profit 
above interest on money. Best outlook in Texas as to future development 
of trade territory. Approximately thirty thousand cash necessary—no 
trades. Address Box I-998, care of Harpware AcE, New York City. 





FOR SALE—Hardware store in Northern New Jersey, inventory 
$13,000, $8,000 cash required. Address Box I-996, care of HARDWARE 
Ace, New York City. 





POSITIONS WANTED 


HARDWARE MAN of twenty years’ experience in wholesale and re- 
tail hardware business, also sporting goods, paint and supplies. Forty 
years of age, single, sober and industrious. Capable of taking charge 
and handling men, desires change. Can furnish first class references. 
Middle West or South preferred. Address Box I-983, care of HARDWARE 
AcE, New York City. 


COMPETENT SALESWOMAN — Conscientious — initiative — under- 
stands selling thoroughly. Seeks permanent connection. Five years’ ex- 
nae buying and selling Hardware, Housefurnishings and Electrical 

upplies. Address Box I-982, care of HarpwareE AcE, New York City. 











Advertising Executives 


The Advertising Men's Post of the American Legion—Free 
Employment Service, has several members who can qualify 


for the position of Advertising Manager, Sales Manager, Pub- 
lisher’s Representative, etc. 
Please send a statement of your requirements to J. W. 


Byrnes, Chairman of the Committee, at the address given low. 


Before you are requested to interview any man, the com- 
mittee, composed as follows, will make a preliminary examina- 
tion of his qualifications in the light of your needs: 


J. RODGERS, 
McGraw-Hill Co. 

F. H. RALSTEN, 
F. H. Ralsten Co. 


F. MULLEN, 
National Broadcasting Co. 


A. G. ENSRUD 


J. Walter Thompson Co. G. BLOCKI, 
H. G. SCHUST! Good Housekeeping 
Chicago Daily News Magazine 
W. W. ROSS 
RALPH NIECE, Williams, Lawrence & 


Nation’s Business Cresmer Co. 
Address: J. E. 
Advertising Men’s Post American Legion, 
So. Water, Chicago, IIl 


Byrnes, Chairman, ee Se 
oom 1305—66 E. 








Peete een eet 


HARDWARE MAN, 32 years, married, with 15 years’ experience in 
Wholesale and Retail Hardware, both inside and outside salesman. Have 
managed Retail store for past nine months. Would like to change to some- 
thing less confining. Prefer something in Florida but will consider any- 
thing in any Southern State. Can furnish best of references. Address 
Box 1-991, care of Harpware Acz, New York City. 

YOUNG MARRIED MAN, 28 years of age, desires position with Retail 
Hardware firm preferably, but not essentially, located in Long Island. 
Eight years’ experience buying and managing Retail store and specializing 
in builders’ hardware, window dressing and modern hardware and panel 
Caplay Available immediately. Address Box 1-993, care of Harpware 
Ace, New York City. 

POSITION WANTED by a responsible experienced salesman to _repre- 
sent a well known manufacturer or large jobber in New England. Intelli- 
gent cooperation and the representation of high grade aggressive organiza- 
tion. Would require to exploit their product in this territory. References 
furnished. Address Box 1-990, care of Harpware Ace, New York City. 

BUILDERS’ HARDWARE CONTRACT MAN, broad experience all 
classes construction work, expert on Architects’ plans and details, familiar 
leading manufacturers’ lines. Open for proposition, domestic or foreign. 
Speaks German, French and some Spanish. Highest references furnished. 
Address Box 1-994, care of Harpware AGE, New York City. 

HARDWARE MAN, age 30, desires position in a progressive retail 
store. Sixteen years’ experience in the wholesale field. At present travel- 
ing in New England and seeks location within fifty miles of Boston, prefer- 
ably south of that city. Excellent references. Address Box 1-995, care of 
Harpware AcE, New York City. 

EXPERIENCED LIVE WIRE HARDWARE MAN, thirty-nine, mar- 
ried. Fifteen years’ retail hardware experience as Manager, Assistant or 
Salesman. Want a ition of trust and responsibility with some re- 
sponsible Hardware Company. Good references and reasonable salary. 
oe a sig preferred. Address Box I-997, care of Harpware Ace, New 

or ity. 





























SALES REPRESENTATIVES WANTED 


NEW PATENT DEVICE 


9 . . 
for Salesmen’s Sideline 
Men calling on Electrical Appliance Manufacturers, Hard- 
ware Jobbers and Retailers make big money selling this 
item in volume lots. New safety feature for extension 
cord plugs, home and industrial use. Sample fits in pocket. 
Write ‘‘H. A.,’’ Box 41, NORTHFIELD, N. J. 











a 














Sales Representatives Wanted 


To sell nationally known builders’ line. Bricklayers, Car- 
penters and Plasterers’ Tools. For states of Wisconsin, Min- 
nesota, Kentucky, Tennessee and Virginia. Commission 
basis. Give references and state experience. Address Box 
I-989, care HARDWARE AGE. 




















SEVERAL territories open for live martyfacturer’s agents calling on 
hardware dealers, department stores, etc. We have a first class specialty 


that is a necessity and priced to sell. State territory and lines now han- 





dled. Address Box 1-984, care of Harpware Acz, New York City. 
SALESMEN—Calling _ on Hardware and Department stores. New 
Kitchen article sells on sight. No competition. Tremendous repeat. Big 


commission. Small sample. Protected territory. National advertising. 
Gellman Mfg. Co., Rock Island, Ill. 

ROPE SALESMEN WANTED—100 per cent pure Manila 
Ib. basis. Fast selling side line, five per cent commission. 
FIBRE COMPANY. 82 South Street. New York City. 


SALES ACCOUNTS WANTED 





15c. 
ITED 








COMMISSION LINE WANTED 


Experienced salesman wants a quality line or item for Illinois retail 
hardware trade on commission. Have sold this trade for 14 years 
and have very close acquaintance with over 1500 dealers in towns, 
large and small. I cover entire state thoroughly in car except Cook 
County. Must be a dependable quality product that repeats and 
will build into volume. Box 235, Peoria, Illinois. 




















MANUFACTURERS Sales Agency. A selling organization represent- 
ing four manufacturers of hardware and builders’ lines for 15 years in 
Chicago is in a position to take on an additional line going to jobbers, 
department stores and similar outlets. Have specialized in the introduction 
of builders’ hardware specialtiés through architects and builders. Pre- 
pared to carry small service stock and to make attractive ground floor sales 
display. Very highest references. Address Box I-972,- care of HARDWARE 
AcE, New York City. 

MANUFACTURERS—CONCERN NOW SELLING WHOLESALE 
AND LARGE RETAIL STORES IN THE NEW YORK TERRITORY 
WANTS ADDITIONAL HARDWARE ITEMS. WILL CARRY A 
STOCK AND ALL ACCOUNTS AND WILL SELL UNDER OUR 
OWN LABEL IF DESIROUS. MUST HAVE EXTREME PRICE 
FOR LARGE BUYERS. ADDRESS BOX I-992, CARE OF HARD- 
WARE AGE, NEW YORK CITY. 
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INDEX TO ADVERTISERS 














THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 


No allowance will be 


made for errors or failure to 


insert. 
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Are you sure your 
hardware cloth 
unrolls true and 


: =e straight with even 
MITT ERER ea i 


ceamageaeen) i mesh down to the 


= ‘ie last foot? 
Pei titr+4 aa 
TE 


jae aad Fe : 
5777 Seeeee Superior Brand 


| een | Hi means a_ superior 
‘te Th product the full 


‘2 
te tt tld 


Jength of the roll. 


At your jobber. 


G. F. Wright 
Steel & Wire Co. 


Worcester, 
Mass. 











Better Than Casters 
Slide Softly—Silently—Smoothly 


Seventeen years of constant sliding service 
without a complaint 





Dome qaapess APPLYING 4 


Look for Name Inside Each Dome 


If your Jobber cannot supply you—write us direct. 


DOMES of SILENCE 


INCORPORATED 
35 Pearl Street New York City 











This Tape —— Put” 


Properly applied 
Slipknot Friction 
Tape adheres 
everlastingly to 
the work because 
it is made with 
materials that 
give it extra ad- 
hesiveness. 


Strong, free of 
pin holes, not af- 
fected by weather 
conditions and 
doesn’t dry out. 
Try some and 
you’!] understand 
why it is such a 
steady, popular 
seller. Profitable 
too. 





Slipknot Friction Tape comes in attrac- 
tive Orange and Blue Packages in 1, 2, 
4 and 8 oz. rolls. Also in striking Counter 
Display Cartons in 1 and 2 oz. rolls. 
SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Taps 
RUBBER BANDS “DIME ASSORTMENT” DISPLAY CARTON 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 














Get RICH Quick 
for LADDERS! 


RICH makes Ladders—quality, light 
weight, strong, SAFE Ladders—for 
every purpose. 


Extension Ladders ... Straight Lad- 
ders ... Orchard Ladders . .. Step 
Ladders ... Platform Ladders ... 
Sectional Ladders . . . Window Clean- 
ing Ladders ... Trestles . . . Scaffold- 
ing ... Adjustable Scaffold Jacks. 
Improved facilities in our new plant en- 
able us to make prompt shipment— 
within 24 hours after receipt of order. 
And we pay the freight. Write for 
catalog and prices. 


The Rich Pump & Ladder Co. 


CINCINNATI, OHIO 


RICH 


aan) LADDERS 
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BUDDY “L” HAND CAR 
ON THE STREETS 
WILL GET 
ORDERS «= 
FOR YOU =>: 


....+..In every community where the new 
Buddy “L” All-Steel Hand Car has been intro- <3 
duced, repeat business is showing how aptly ‘Os 

Buddy “L” has met the consumer demand for , 
an article of this unique character. 

.... Get one running on the streets of your 
town and you'll be wiring us for more. 

.... Ask for details of our consumer “back- 
up” to make your scles efforts easier. 

.... Right now is the time! 


BUDDY “Ll” MFG. CO. 


Factory and General Offices: East Moline, Illinois 
Permanent Sales Rooms: 
NEW YORK CITY SAN FRANCISCO 
200 Fifth Avenue 788 Mission Street 


















~ 


qsuovr, 









SPECIFICATIONS—36 inches long, 30inches high, 
26 inches wide; 10-inch rolier bearing rear wheels; 
8-inch roller bearing front wheels; 14-inch balloon 
tires. Ball bearing bronze bushings throughout. 
Gears enclosed in housings. Weight, 33 pounds. 












nm Me Su 
= See 


i 
s 


: 7 ~ > rut 
‘ = HP 42 Dw Tt ay, =e 








4 


a 


'_« 
Pye 
= We 
UT ied o 
x. 
y= " 
we 
wer) 
> nN sS a 
T we 
=z 
F- we 
> py 4 ul 
A= we 
F 
4 Ty 7 
sA=w 
con = 
i= 
Hea =, 


“ 











HARDWARE AGE for OCTOBER 30, 1930 





MNO ONE 
THE NEW 


SELL-A-BRUSH BOX 


MAKES BRUSHES MORE PROFITABLE 


“Everything to help sell”, that’s the Wooster 
idea . . . National advertising, Foss-Set, quality, 
price and now the new Sell-A-Brush Box. 


On the open table, counter, or in the window, 
you can now arrange an attention-getting 
Wooster Brush display in a jiffy. The new Sell- 
A-Brush package makes the open display. Sim- 
ply remove the lid, write YOUR PRICE on the 
price tag, lay the box flat or tilt on the lid— 
and you've got a real sales-pulling brush dis- 


play. 





ALL WOOSTER BRUSHES ARE BOXED IN THESE CONVENIENT, COLORED CARTONS 


This sturdy packaging saves time—saves the ex- 
pense of special display fixtures—makes it easy 
to keep brushes clean and salable and boosts 
brush sales with better display. 


The new Sell-A-Brush Box is typical of the 
many merchandising aids that are supplied 
Wooster dealers. It’s another reason why it pays 
to buy the Wooster line and stick to it!—for 
profit, prestige and turnover. Ask your Wooster 
jobber salesman. 


The Wooster Brush Company, Wooster, Ohio 


‘“‘Makers of good paint brushes for 79 years” 


WOOSTER BRUSHES — 


THE BRUSH THAT PAINTERS KNOW 
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